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No. 1664/7 


7 stones, high center 

















No. 549/7 
9 stone cluster, high center 

















No. 2156/7 


9 stone square top 
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In these exquisite rings we have preserved the 


Set ab aked 


true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same S 


manner as the originals, cast in one piece of 14K solid gold, 
: : : . ae . = 
7 with unusually massive tops into which precious stones can ~ 
be set with absolute safety and assurance against loss. 2 “% 


Pictured here are three of a large selection of styles in 


stock for immediate delivery. They may be purchased unset A S A U ER & ce O 


as shown or, upon order, complete with stones to suit the 
KONITE BUILDING 


Cincinnati 2, Ohio 


customer’s taste and price range. Earrings available to match. 


Brochures showing 17 designs will be sent upon request. 
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Marce, with consummate 74 ie ~ WZ = ae 
skill, combines patrician | ) | 
grace and sheer elegance in 

a breath-taking new collection 


of diamond bracelet watches... 









executed with all the masterful 


1 “and Diamond 
ed by 


Platinun 


artistry and craftsmanship that have Watch execut 


become identified with the WBO mark. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD 6 PLATINUM JEWELRY AND WATCH CASES 
ENIOYING THE CONFIDENCE OF THE INDUSTRY 








33 WEST 60th STREET W()=™ YORK 23, N. Y. 
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The urge to buy 
the eye 


starts with 
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\W/14K GOLD FILLED 


Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the 
quality of the case. It is also your assurance that 
the fine movement has the protection of precision 
case craftsmanship plus the distinctive 
beauty for which Wadsworth is_ renowned. 


In the same fine tradition... 
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WATCH CASES 


designed to custom-fit fine watch movements 


beautiful, nationally advertised WADSWORTH POWDER CASES 
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SETTINGS —Shown, No. 167 Illusion. Various 
styles available. 





BEZELS — Shown, Series SW-Octagon. All sizes 
and shapes of colored stone Bezels available. 


: f 4, i Lins : lesa ers GE mai fac- 
SHANKS —Shown, No. 47031. Available all- 
yellow, all-white, or 2-tone. 


SPECIFY. Ke B DIE- STRUCK RINGS 
AND ‘FINDINGS . . AND ‘BE SURE 


DINNER RINGS — Shown, No. 5324/2044. Con- 
sult your K&B catalog for other styles. 





AN & BLEICHER. 


( nitinitteasue Ab Pf LALLY Fraud [ALLL 


@leon STONE RING MANUFACTURING COMPANY, nc 
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Here’s one of the fastest-stepping new Men’s Sets in the 


great new Simmons line. We call it the ‘‘Mogul’’ . . . Those who’ve seen it Is — Simmous-Co: 


call it magnificent! And you’ll marvel at its sales - making pace. 
ATTLEBORO, MASSACHUSETTS 


Get humpin’ .. . get jumpin’. . . get your order in for the ‘‘Mogul’’ today. 


, ' , , Order by the name 
If you're first to stock it — and first to show it — “Mogul” or by stock numbers: 


you’re bound to be first to sell it! Set: MS 2504, Links: CL 250, Clip: TK 250 





MAKERS OF QUALITY GOLD FILLED JEWELRY « SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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Pins that help point up 
your Watch Profits 
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YOU GET RAPID DELIVERY SERVICE 
FROM ANY OF THESE 35 DISTRIBUTION POINTS 





Atlanta, Georgia 
Baltimore, Md. 
Boston, Mass. 
Buffalo, N. Y. 
Charlotte, N. C. 
Chicago, Ill. 
Cincinnati, Ohio 
Cleveland, Ohio 
Dallas, Texas 
Denver, Colo. 
Des Moines, lowa 
Detroit, Mich. 
Indianapolis, Ind. 
Kansas City, Mo. 
Lancaster, Pa. 
Lincoln, Nebr. 
Los Angeles, Calif. 
Milwaukee, Wis. 


Minneapolis, Minn. 
New Orleans, La. 
New York, N. Y.* 
Omaha, Nebraska 
Philadelphia, Pa. 
Phoenix, Ariz. 
Pittsburgh, Pa. 
Portland, Oregon 
Providence, R. I. 
Richmond, Va. 

St. Louis, Mo. 

Salt Lake City, Utah 
San Francisco, Calif. 
Seattle, Wash. 
Spokane, Wash. 
Syracuse, N. Y. 
Toledo, Ohio 


*Hamilton maintains its own sales, service and distribu- 
tion office in New York City for the metropolitan area. 























AMILTON’S efficient wholesaler distribution would 

have made Mercury, wing-feoted messenger of the 
Gods, green with envy. For Hamilton watches are kept in 
constant full supply at 35 wholesale distribution points 
from coast to coast. 

These 35 well-stocked inventories assure you overnight 
delivery service—whether you do business in Chicago, 
Boston or Bend, Oregon. By rail, plane or messenger, every 
Hamilton sold from your working stock can be quickly 
replaced. No need for burdensome inventory investments 
to keep your Hamilton business rolling at top efficiency. 
And you’d be surprised at the way turnover of an always 
fresh and desirable Hamilton stock can be multiplied with 
very little effort. 

We and our wholesalers suggest you join the growing 
list of jewelers who use this magic formula for greater 
watch profits: ‘‘Sell Hamilton, America’s most sellable 
watch—the watch that stays sold with a minimum of 
profit-sapping service worries—the watch that assures you 
greater profits through increased turnover.” 


HAMILTON WATCH COMPANY e LANCASTER, PA. 


HAMILTON 


America’s fine watch since 1882 
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For Boys and Girls . . . 


FIRST COMMUNION SETS 
by CATAMORE 


boys and girls. It's a first Communion set consisting ° 
a child’s rosary in sterling silver, with pearl or sterling 
eads, a rosary case and a beautiful first com 


munion prayer book. All three are boxed attrac- 
tively to make an outstanding gift combina i 


tion. Your Catamore wholesaler will 


you this new sales builder. 


- 23] PINE STREET - PROVIDENCE 3°R°1> 





New York West Coast Mid West East 


FRED W. MARKS DON CARLBERG DICK SHOWERMAN WILLIAM PEACH 
373 Fifth Ave 657 Mission St. 29 E. Madison St. 231 Pine Street 
New York, N. Y. NYols aaclalakiacme ee Gelihi Chicago, III. Providence 3, R. I. 
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Take advantage 
of our outstanding 
values. Feature 
these fine quality 
Platinum Diamond 
Ring Sets, made to 
Retail from $199.50 
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Rings enlarged 
to show detail 


SELL MORE 
DIAMOND RINGS 


Feature These Fine Quality 


BRISTOL RINGS 


with FULL-CUT 
CENTER DIAMONDS 


At These Low Retail Prices 


FROM $3622 RETAIL 
FROM $7990 RETAIL 
FROM $9990 RETAIL 
rrom ° 14922 petau 
FROM $499°9 RETAIL 


OTHER SETS FROM °3U0 uP 








~Delux-Petite’'—Expansion—Plain domed. $6.95 


3R161 


No. 


New-—More Bands 


Designed for Extra Sales by 


KESTENMADE 


Ladies’ bands of exquisite design and 
craftsmanship—all these equipped with famous 


“Spring-A- TJach" Ends 


—attach and detach in 
seconds, without tools. Fit 
any size watch lug securely. 


Prices are retail, A oo 4 
Fedetel vc dc ssure quick turnover. 


1/20 12K GF. 


Men's bands of rugged, masculine bold- 
ness—both of these with 


GRAD-U-A-TED Expansion 


—with Vari-Tension Springs . . . stretch first 
in center, for top good looks. Extra sturdy, 
smoother expansion with Free-Action Solid 


Rivet Joints. 


*Patent Pending 


The Finest Watchbands Are 


a co an E Ade ADE. 


Order Now-Through Your Whalesaler 


MEESTER MAN BROS. MEG. CO. PROVIDENCE 3; R. 1, 
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Give her watch 


DANUCLE| 
GLAMOUR 


Wh dia telalcerolaatslaatclanictemclile Cael aie: 


beautiful band by 


KESTENMADE 


NEW for ‘51... lovely ladies’ 
bands with sparkling stone-orna- 
mented ends — simulated ba- 
guette center stone, in crystal, 
ruby or aquamarine, surrounded 
by simulated brilliant white stones. 





Prices incl. Fed. tax 





SELF-A-TACH* feature per- 
mits quick change of bands 
without tools. Always secure. 


*Patent No. 2,522,650 


Through Your VULT AEN ASS 


/20 12K Gold Filled wa” ~*~ KESTENMAN BROS. MFG. CO. 


Providence 3, R. I. 


THE FINEST WATCHBANDS ARE KESTENMADE 
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NO. L-316/A: 6 ON DISPLAY CARD. 
Retail at $1.50, assorted colors. 





NO. F-323/A: 1 DOZEN BOOK DISPLAY. 
Retail at $1.75, assorted colors. 





TRAFFIC-BUILDERS! 





PROFIT-BUILDERS! 





The name Gemex is famous for 
watch strap quality! The name 
Nylon is a powerful salesman! 
Pair the two and you have a line 
that is cool, washable, comfort- 
able and durable... hard to beat 
in its sales-appeal. Stock them, 
display them, feature them — 
watch them build profit-making 
warm weather traffic for you! 


SEMEX | 


FINE WATCH BANDS 


Sold only through authorized wholesale distributors. GEMEX CO., UNION, N. J. 
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Deal With Us 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SGRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 


FOR MANUFACTURERS: 
WE SUPPLY THE ABOVE METALS IN ALL FORMS: 
AND 
WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 














/ 





HONESTY (649 ACCURACY 





REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON inc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
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Back in the 12th century five 
towns in eastern Germany 
banded together to form what 
was called the Hanseatic League. They made 
their own laws and their own currency. To 
the English with whom they traded, they 
were known as the Easterlings. They paid 
with silver coins and the English soon 











learned that these Easterling coins were al- 
ways dependable in value. It is said that 


KANG 
Ks 
& 


PEL LATE 
ays y) ~ 
~~: Bas 


= 
5 ay 


Henry II used some of them to improve and 
standardize the English coinage which had 
become debased. Later, the name Easterling 
was shortened to Sterling. From this begin- 





ning the name Sterling has become a uni- 


An early German woodcut shows the minting of coins. 
From the Bettmann Archive. 


versally known and respected mark of qual- 





ity and a regular word in our language which 
Webster defines as ‘conforming to the high- 
est standard; genuine; as sterling character.” 


TERLING » JILVER 


that preserves the standard | 


The prestige of the name Sterling is one of the silver- 
ware and Jewelry Industry’s most precious assets. 
To maintain it is a major responsibility of Handy & 
Harman as the principal producer of Sterling for the 
Industry. It’s an obligation that Handy & Harman 
never forgets and zealously guards. Through the 
strictest laboratory and production controls, every 
bit of Sterling that leaves the factory measures up to 
the highest standards of fineness, working qualities, 
finish, gauge. For the user of Handy & Harman 





Sterling, metal troubles and worries are eliminated. 


HANDY & HARMAN 


82 FULTON STREET © NEW YORK 38, N.Y. 








BRIDCEPORT, CONN. °* CHICAGO,ILL. °° LOS ANGELES, CAL. © PROVIDENCE, R.1. © TORONTO, CANADA 
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Theres still 
me lett 
lo cash in on 

Ligins great 


"BANNER-BUYS "PROMOTION ! 


Fhorrr from the extra sales, the 
extra store traffic this big pro- 
motion can bring your store. 
Elgin is putting more consumer 
impact than ever into this year’s 
February-March campaign. 

A full page 2-color ad has al- 
ready appeared in The Saturday 
Evening Post and will run again 
in the March 12 issue of Life! 
Hundreds of TV announcements 
have been scheduled to help you 
sell! Big 1000-line newspaper ads 
are covering the country from 
coast to coast! 

Your local efforts will help this 
tremendous selling force build 
more business for your store. So 
tie in right now with local news- 
paper ads, store displays, direct 
mail, folders, postal cards and 

radio announcements .. . there’s 
still time to make this a “Ban- 
ner” time in your Elgin sales. 








ay 





























Elgin National Watch Company 


ELGIN, ILLINOIS 
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| Wide awake manufacturers were quick: 
| to realize the vast improvement... 
-and repeat orders attest to its work- 
| manship and superior design. 

‘The salient features of the “Series R” 
are: Double reflector with an 
ncave surface .. . stronger and 

with plenty of metal to 
setting job... flat and 





| 55.60 .65..75. Available in 14K & 18K 
White Gold, Palladium and 10% Irid- 
Plat. o 


SERIES HR —Top same 
as “R”, sizes 03 to .50 


SERIES H—Heart design piercing SERIES LK—Our new “Four Prong SERIES A—improved Fishtail 3 
on two sides, with the new pat- Setting” with the hand-made bead setting. Higher and oblong 
—— —— top. Stone sizes look. Stone sizes from Ye to Sct. base. Stone sizes 14 to 2ct. : 
.05 to .50. 


11 Vincent Street, Newark 5, N.J. « Telephone: MArket 2-4287 


WE ARE ONE OF THE LARGEST PRODUCERS OF 
SEAMLESS GOLD WEDDING RINGS 


ASK ABOUT OUR DEAL ON 
PLAIN and MILGRAINED 
POLISHED WEDDING RINGS 


¢ Carry a minimum stock 
« Order any quantity you please 
e AT LOWEST PENNYWEIGHT (dwt.) PRICES 
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he Ball Company 


bo YEARS 


of Triendly, slreamlined service to retail 


Spay 
] 


wi. jewelers allover America and in Canada i 
4 , - ey 








THE BALL COMPANY THE BALL COMPANY, THE BALL COMPANY, 
OF CALIFORNIA CHICAGO MINNEAPOLIS 
610 South Broadway, 6 North Michigan Ave. 627 First Avenue North 
Los Angeles WEBB BALL II WALLY WIGEN 
WENDELL WHITE President Manager 
Manager 


® Here are five good reasons 
to KEEP YOUR EYE ON BALL 
... five strategically located 
offices completely stocked 
with nationally advertised 
fast-selling merchandise. 
But more important are the 
BALL men... ready to give 
YOU service that has made 
us famous for 85 years. Write 
eee ey ii or visit our office nearest you. — ue 


OF CANADA 
Federation Life Bldg., Hotel Charlotte, 
on. ons : Charlotte, N. C. 


Winnipeg, Manitoba 
REG COULSON, CHARLIE WIRIDEN, 
Manager Manager 











A FEW OF THE FAMOUS LINES DISTRIBUTED BY-THE BALL COMPANY 


* GARLAND DIAMONDS * JEWELRY ° SETH THOMAS 
* GARLAND WATCHES ®* McGRAW-ELECTRIC e SUNBEAM 

* HAMILTON ®* ONEIDA TELECHRON 
* INTERNATIONAL RONSON WESTCLOX 


> 
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... the jewelry industry faces controls and restric- 
tions born of national necessity. From all too 
recent experience, we know that this means 
confusion, red-tape, and no small amount of 
uncertainty. 


In order to make the best of this unpleasant yet 
necessary situation, LeStage promises — 





Honorable Craftsmanship—No matter what metals 
are authorized, LeStage will use its traditional skills to 
make each item as carefully as ever. 





Fair and Equitable Distribution — Regardless of 
the amount of merchandise available, LeStage will ap- 
portion a just share of its line to each and every customer. 





MANUFACTURING COMPANY 
NORTH ATTLEBORO, MASS. 





New York Chicago San Francisco 
9 Maiden Lane 29 E. Madison St. 657 Mission St. i 
A. H. Betz A. B. Pinero G. A. Harrah’ TAY 


CHAINS * BRACELETS * LOCKETS * KNIVES © BABY JEWELRY * IDENTIFICATION BRACELETS 
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Illustrated mountings show 
the traditionally popular 
Tiffany setting with the 
luxuriously new K & P “illusion” 
top. Constructed to enhance 
the appearance of the 
“small” diamond .. . to give 
it the illusion of size, 


value and brilliance. 


Kuown for Quality 








@ mountings i. 


fier’ & IGS, Inc. 


15 West 47th St., New York 19 
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CONSTRUCTION 
| _ STEEL SPRING & 
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FASTENEO TO 
FRAME - 







; ee 


\ 





SSBSEER 






CARD B'D 

COVER : : — —ee te 
sreeh \\_ = 
FE RAM E ee 













BABCOCK BABCOCK 
# g Es 
: Engineered to give you Designed to your individual require- 
boxes with the new exclu- ments, embodying the greatest de- 
sive Steelette construction. gree of beauty and sales appeal. 





DW sev you bring your packaging problems to Babcock these “‘twin’”’ services go to 
work for you. All the pertinent details of your particular product are given 










consideration in developing a distinctive package exclusively yours. 


It will conform to the engineering specifications made possible 
through the use of the new Steelette construction. This 
provides a cardboard box with reinforced steel frame for 
durability and long life. 


Your new box will receive the benefit of the best creative talent ——~ | 
in selecting either simplicity or magnificence of design a 
whichever is most suitable to give you a sales-worthy display 


for your merchandise. 


Teamwork and craftsmanship are still our stocks in 
trade .. . for that EXTRA PUNCH to your mer- 
chandising plans choose BABCOCK STEELETTE 
boxes. The designs illustrated speak for themselves. - 


Ba back, BOX COMPANY INC. ESTABLISHED 


43 SOUTH MAIN STREET © ATTLEBORO, MASS. 
NEW YORK OFFICE * 527 FIFTH AVENUE 
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In recent weeks, many of our 





customers have asked us how the 
shortage of strategic materials 


will affect our line. We wish to 





reply fully and frankly. 


Restrictions will cause certain items to be eliminated. ‘They will no longer 
be available when present supplies are exhausted. ‘hese are the items 
that are made of copper or copper alloys—specifically, 1/20-12 Karat gold- 
filled; those with a pure nickel base (Forstner “Climatest’’) , and those of 


stainless steel. 


Thus far, there is no indication of stoppage on sterling silver, 10 Kt. 


gold and 14 Kt. gold. 


Because we foresaw this situation some months back, we put all facilt- 
ties of our recently enlarged research laboratories to work to help us find 


satisfactory substitutes. 
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We are—and will continue—doing everything in our power to meet the 
needs of our customers. We keenly feel our own obligation to our many 


friends and will try, with every means at our command to avoid any dis- 


location in your ability to serve your customers. 


Meanwhile, Forstner must be ready, too, to make its facilities avail- 
able for the defense program. We will continue to carry on the tradition 
of service that once before earned for Forstner Army and Navy “‘E” awards 


for Excellence. 


Once again, we face the problem of “saving manpower through 
mechanical ingenuity.’ We are attempting to do so—while keeping firmly 


in mind your needs, new restrictions, and government requirements. 


We know that you will cooperate—just as we will cooperate with you 
to keep you supplied with 
merchandise that meets the 


strictest Forstner standards. 





FORSTNER CHAIN CORPORATION 


IRVINGTON 11, N. J. 
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tHE SECRE? OF 





SUCCES 





NATIONALLY ADMIRED 
NATIONALLY DESIRED 





This will not ans 


with FEATURE LOCK RINGS 





ALWAYS IN 
PERFECT POSITION 


ALWAYS THE Gat eet 
im SIYUtE AND FASB? O MN 
ALWAYS BEAM TROL? Fin taney 


I ohdtelalol ib ameoloh',-1 cab 3-10 ME comm -1-91 0)010M010)0 Mm e-Yolel-1a- 
in Life, Look, Vogue, Charm, Seventeen, Pho- 
toplay, Modern Screen, N. Y. Times Magazine, 


True Confessions. 


SOLD ONLY THRU AUTHORIZED DISTRIBUTORS 


= Window and Counter Displays, 

7 e Qj T U f & R ; n G ( 0 : n C Mats, Brochures, TV Films, Ra- 
wn - re 

dio Scripts, ‘Enchantment of 

Rings’’ Booklet, Stuffers, 


126 West 46th St., New York 19, N. Y. soe 
oR Jal-¥am OLE del ioh ae 
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Sell America’s COMPLETE Radio Line 


) 








rVvini 


Velvet Voice Radio 
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All prices 
subject to change 
without notice. 


See, Hear, and Sell Arvin TV— 
Models from $129.95 to $379.95* 
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AMERICA’S GREAT MANUFACTURERS 
OF QUALITY JEWELRY \ 


\ 
OY 


\\\ 


It's been an interesting quarter century. Through two centuries — and we can tell you this — we ll continue 


world wars — through depressions and booms — we ve to produce the jewelry America wants to wear, and 

been plugging away at this business — making the kind of we Il continue making it with the same imagination — 

jewelry the retail jeweler can sell with pride and profit.’ skill — and integrity that has helped make us one of 
We expect to be around for a few more quarter America’s great manufacturers of quality jewelry. 


Sold Through Leading Wholesalers Only 


You can sell these Harwood products 
with pride and profit: 

Lord Harwood Expansion Watch Bracelets 
Lady Harwood Expansion Watch Bracelets 
Rhinestone Watch Attachments 
Leading Lady Bracelet and Locket Sets 


Co-Star Bracelet and Locket Sets 
ot ee a i FAC T i Et q ae & C & me PA ad Y Jack and Jill Children’s Jewelry 


Cameo Jewelry Rhinestone Jewelry 


FIFTY TOBEY STREET e PROVIDENCE, R. I. Crosses Pendants Rings 


New York Middle West Chicago South West Coast 


Represented by: = 1 Fo ZUCKER SIG HOROVITZ FRED WHITNEY BILL RICHARDS AL TRACHMAN 
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INCLUDE 
FEDERAL TAX 


AS ADVERTISED IN 
‘Post: 


RADIO TIME SIGNALS 
OTHERS FROM $19.95 TO $2500.00 
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SMARTEST NEW JEWELRY 
IDEA THIS SEASON.... 







necklace and 
ear-rings to 
match ! 


how 


it in your window and 
you'll sell it! Gotham’s 
smart new covered brace- 
let watch ensemble set 
with simulated sapphires, 
or rubies, and pearls. 
17 Jewel Gotham 

RL CLES 




















z = 2 Per Set Keystene Watch Keystone 
PF ws Se OR ost Only Cost Retail Cost Only Cost 
OB 43358 5.00 $89.50 $53.90 BD 1149S or R SAPPHIRE or RUBY... . . $95.00 $79.99 $71.50 $57.90 
BD 11328 ars $75.00 $69.50 $53.98 and PEARL (As shown above) 
BS 11337 TORQUOISE MATRIX... . $89.50 $75.00 $69.58 $53.99 BD 1150R RUBY... .......... SPO SO4S0 $59.50 $43.99 
BE 11348 AQUAMARINE...... . $69.50 $57.90 $39.75 $97.56 OB 1151A AQUAMARINE........ $79.50 $67.50 $62.50 $50.90 
BD 1135C eri or T CHRYSOPRASE* . ... . $95.00 $79.90 $71.56 $57.98 (With beautiful pin instead of necklace) 

or BLUE LAPIS or TURQUOISE MATRIX OB 2122 RHINESTONE... .... . $29.75 $29 90 


*These sets include new style locket wotch. Two stones odjacent to weotch tiff, also, revealing two double lockets to hold four favorite snapshots or photographs. 
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Product of (J/lendorff 


Watch Go INC., 2 


O W. 47th STREET, 
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O}y<iginality of styling in good taste— 


fine quality—priced modestly—value you recog- 
nize. No wonder Seidman creations meet with 


instant favor among progressive jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 


2413WB 
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OF WATCH BAND BEAUTIES 


HERE’S MUSIC FOR YOUR EARS! Now J-B introduces 
three new exquisitely styled watch bands! Not one — 
not two — but three glamorous ladies’ bands 

with that “expensive jewelry” look! 
Never before has any manufacturer offered 





at one time three completely new designs of such 
certain sales-appeal...never before has any manufacturer 










Intermezzo 


Fabulous “dress-up” design... 
each golden oblong richly fac- 
eted like a precious baguette. 


Retail... ONLY $ 720 FTI. 


offered such exceptional quality in materials, 
workmanship and finish... at prices so low 
they're sure to give you your 
BIGGEST WATCH BAND VOLUME EVER! 






- 
a @ 


o 


59599959595 .. 4, € 


| VVVVVY 





Serena hi e A ss graceful omen = styled —* $Q50 ia 


and finished. A sure-fire selling success. 


Allegro 


Classic, ageless beauty... 
designed to harmonize 
with any type of watch. 





Retail... ONLY $7750 FTI. 





Each of these luxurious J-B models is available in yellow, pink or white. 
Top shells 1/15-12 Kt. Gold Filled with non-corrosive stainless steel backs. 
All with exclusive, patented J-B END-O-MATIC ENDS. LITHO IN U.S.A. 


JACOBY-BENDER, INC. © 161 AVENUE OF THE AMERICAS, NEW YORK 13, WN. Y. 





Display No. 61 
featuring 


Intermezzo 
Serenade 
Allegro 


Here’s one of the richest, most eye- 
appealing displays you've ever seen! 
Made of luxurious Blue and Gray Silk 
Velvet, this unit shows off to best 
advantage the regal beauty of the 
three new brilliant J-B Watch Bands. 


Display No. 61. .. small enough to fit into your showcase or Assortment of 6 ladies’ bands as- shown, 
complete with J-B “money-maker’’ display. 


YOUR COST $19.50 
YOUR SELLING PRICE $47.00 


your Prorit ‘27.50 
ORDER TODAY FROM YOUR WHOLESALER (including Fed. Tax) | 


Only On J-B Ladies’ Watch Bands... / \\ Patented END-O-MATIC END 


window . . . beautiful enough to add a note of luxury to the finest 
store! Display features 2 each of the Intermezzo, Serenade, 


Allegro styles. 





Here’s the fast, trouble-proof end attachment that fits all ladies’ 
watches... looks like a custom job! 


Play up this sales point, and suggest J-B Watch Bands for 
gifts! The END-O-MATIC END works so simply, anyone can attach 
it in 8 seconds — without fitting, fussing or tools! 





That’s All! 


Feature the J-B END-O-MATIC END...and watch your watch 
band department take on new, profitable importance. 
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THE IDEAL GIFT ITEM... 


For Any Woman... For Any Occasion 


At last... a watch band GIFT ENSEMBLE that creates 
a new high unit GIFT ITEM... and it’s exclusive with 
}-B! Three different watch bands in one eye-catching 
J-B “Band Box’... each gift band with exclusive, 
patented J-B END-0-MATIC END that allows your 
customers to “quick-change” the bands as easily as 
changing a necklace! 





EVERY DAY IS SOME LADYS BIRTHDAY 
ANNIVERSARY OR “REMEMBRANCE DAY" )-B WARDROBE OF WATCH BANDS 


Give HER | ee 
ae Complete | Three distinctive models that change the appearance of 


A i . , . . 
| a — milady’s watch to suit every occasion...every costume! 
. RDOROBE 


ae 1. EXPANSION BRACELET — For Daytime Wear 

eee 2. GOLDEN SNAKE CHAIN — For Evening Wear 
Sm one 3. BLACK SILK CORD — For Formal Wear 

BOP SUMP ON Warcy | Beautifully packaged in re-usable Gift Jewel Box 


a =a with large mirror in cover. 


THAT'S guy ‘ 


oa 


| ALL FOR $97.50 RETAIL, F.T.L. 
FREE “Wardrobe” Display with First Order 


Another New hio 


OF CASH REGISTER RINGERS 


J-B “Straight Enders” 
for Nurses’ and Ladies’ Sports Watches 





NO. 3058 


Another J-B first...straight end watch bands that are as glamor- 
ous as they are sturdy! Made with all the style-leadership and 
know-how you've come to expect from J-B! Let these watch 
bands open up an entirely new and profitable market for you. : aan 
Available with 7/16” or 1/2” Se | VAAL A LLL LLA ZL AWE 
—— | 7 OY, : j= 


ends in yellow, pink and white. : : ——— 


No. 3058 — RETAILS $7.50 F.T.I. NO. 6058 
No. 6068 — RETAILS $8.50 F.T.I. 
No. 6058 — RETAILS $7.50 F.T.I. 


JACOBY-BENDER, INC. © 161 AVENUE OF THE AMERICAS, NEW YORK [3, Be es 
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J-B VALUE LEADERS No. 5002—AMERICAN TRIUMPH $6.95 Retail, F.T.I. 


YOU made the first “Triumph” Watch Band such an 


overwhelming success that we've added two more No. 5001 
“Triumphs” to make this our most sensational “= 
series of men’s watch bands ever! For customers Retail, F.T 


who shop for quality... good looks... VALUE ...be 
ready with these outstanding bands that have 





everything ........ PLUS SALES-CLINCHING 
“Triumphs” are full expansions . . . oh cab eat eal east (lh asi |-cad (ahah aah aa cag eal as boa las {au cape | 





available in yellow, pink or white. 


No. 5003—ROYAL TRIUMPH $6.50 Retail, F.1.1. 


FASTEST SELLING WATCH BANDS IN THEIR PRICE RANGE! 


hei 


“LUXURY LOOK” in Men’s Expansions 
( f f f f f f f f f f f f f Unusually handsome in style... richly finished . . . surpris- 


4 (A242 LADO bbOA . #2 &# i ingly moderate in price, these “Golden” expansions broke 
No. 6003—GOLDEN CIRCLE sales records last Fall! They offer a “Golden” opportunity 
for top profits again this season. 
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No. 6007—GOLDEN CHAMPION 


’ 


Available in yellow, pink or white... ONLY $9.50 


Retail, F.T.1. 


JACOBY-BENDER, INC. © 161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y.- 


Your guide to the finest 
in Watch Bands 
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Sold 


of 


To irreproachable 
Manufacturers 


fi 


quality, we add the gracious 
styling that outlives the years. 
It’s been that way since 1910. 
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PAYS YOU DIVIDENDS EVERY DAY... 




















IN EASIER SALES = Fiex-Let Watch Bands have the appeal of custom- @ 
made jewelry—styled with originality, crafted with unusual skill. 
And they’re pre-sold through TV and national magazine advertising. 


IN “REPEATS” —NOT “RETURNS” = Tru-Rivet Construction, 
an exclusive Flex-Let patent, means lasting satisfaction. 
Satisfied customers are repeat customers for your store. 


“Rarely a repair, never, but mever a repair charge. 


IN HIGHER PROFIT MARK-UP Flex-Let watch bands and 


Beau Brummel men’ s jewelry are prived to give your customers exica 





value, to give you extra volume and a greater share of extra profits. 





BEAU BRUMMEL 
TIE CLIP AND 
CUFF LINK SET 

Style No. S 75 
Retails at $17.95 T. I. 
1/20th 12K. G. F. 


Coe ee 





Buy and large — your best investment now is Preferred Stock 
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ROPE BAND-—Style No. 255. Retails at $7.50 T. J. 


FLEX-LET CORPORATION 


FACTORY: East Providence, R. 1. EXECUTIVE SALES OFFICES: 20 West 47th Street, New York 19 
CANADA: Arennes, Inc., Montreal * MEXICO: Flex-Let de Mexico, Mexico City 
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-»~« the oldest and largest firm of its kind in the United States 
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Another 
Everbrite 
Key-Value 
for 195] 





GET YOUR SHARE of the sales thot are pouring 
into leading stores on this red-hot, much-demanded 


bracelet. Quality and value are incomparable! 


EFFECTIVE SELLING MAT AVAILABLE WITH ORDERS UPON REQUEST 


° ten C me ‘ 
SS ETE OCRERTETD ERPNUNONNNT SEER GORE ROC SSEECN Seer f OO ANTE TERETE STERN 


A. COHEN & SONS CORP. 
27 West 23rd Street, New York 10, N. Y. 





Please enter our order for : 





Please attoch coupon to your firm : 
quantity 


Order Form or Letterhead F1-316 Identification Bracelets @ $3.15 Each. 


2 
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Mm G@OHEN &§ SONS CORP. 


Dealers Name. ee Ra ee ee er SE eR oS LT 
fen. RRR aR ee ace Psa ae © 8 


City. Sas cs I ee 
Terms Net 30 Days—F.0.B. New York 
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to save 3 ways 







oh mmo) ale -¥. 


‘less a liberal allowance 
for your old 
material. 


igom By trading in your unused, old material for a liberal allowance. 
‘=> By getting a $25.00 Bulova 2 drawer cabinet... FREE! 


cox By saving an additional $30.50 on $130.00 worth of new, 
ae Genuine Bulova material. 


e A simple, clear cut method 
of stock control... 


OZ] lMSi-T-lNetel TT Saat litelelde MGT om ahiamilete (cl mlatelicciiolamelile Miter zelelicme inate (lee 
Unique stocking method, completely flexible for indexing and expansion. FOR YOUR 
PROTECTION EACH GENUINE BULOVA PART IS INDIVIDUALLY PACKAGED AND SEALED! turns confusion into order... 


Each part readily accessible and easy to identify! No fumbling! No time wasted! turns your time into money ... 


540 Genuine BULOVA Parts for 10 of the most popular BULOVA movements. turns repair operation into profit! 


WRITE YOUR MATERIAL JOBBER TODAY ... HURRY! BEFORE THIS LIMITED QUANTITY OF CABINETS IS EXHAUSTED! 


Material Sales Division, BULOVA WATCH COMPANY, Woodside, N. Y. 
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Lhe Watch 





of lomorrow 





WORLD RENOWNED SYMBOL 
OF ACCURACY 





People like convenience — one reason why the sale 
of automatic watches keeps increasing so rapidly. 
For automatics are the watches of tomorrow — more 
accurate, easier to care for — and today’s moderns 
want their watches as up-to-date as their cars, their 


homes, their household equipment. 


Of all the automatics, none can match the 
Omega—handsomest and thinnest self-winding watch 
in the show case, with a reputation for outstanding 
accuracy proven in the world’s most grueling watch 


competitions. 


As though that weren’t enough, Omega is 
constantly attempting to beat its own record, for 
both beauty and accuracy, by adding new features 
without adding to the selling price. Dollar for dollar, 
Omega automatics offer your customers the greatest 


watch value on the market. 


It pays to feature Omega automatics — pays 


in turnover and in customer satisfaction. 


OMEGA 


NORMAN M. MORRIS CORPORATION, 608 FIFTH AVENUE, NEW YORK 20 
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Left: 14K gold, 17J...........$200.00, with sweep-second hand. ..$210.00 
14K gold-filled,17J...... 95.00, with sweep-second hand... 105.00 
Water-resistant, Shock-resistant, Anti-magnetic 


Center: 14K gold, 17J...........$175.00, with sweep-second hand. . . $185.00 Gold and gold filled automatics have 
14K gold-filled, 17J...... 71.50, with sweep-second hand... 90.00 18K gold applied figure dials 
Shock-resistant, Anti-magnetic 


Right: Stainless Steel, 17J, sweep-second hand................2.20.+0-+0$ 95.00 Prices include Fed. tax 


Water-resistant, Shock-resistant, Anti-magnetic 


Other Omega Automatics to $450 
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DEAL 872 


6 assorted bracelets 
elate. 


DISPLAY 
Your cost $25.00 
Sug. Retail $66.25 


See Your 
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MILGLO JEWELRY MFG. COMPANY 
302 Fifth Avenue, New York 1, N. Y. 


Chicago: H. Charmack, 36 South State St., Chicago, Ill.; Pacific Coast: M. J. Newman, 57 Post St., San Francisco, Calif. 





Elco COMBINATION! A DISPLAY 


with 6 of the fastest selling 





Sterling Silver identification bracelets, 





Mare Sales for Every 
ELCO DEALER 


A display that can be set up as an easel, 
hung on the wall or placed in your show 
window. It’s yours with this NEW assort- 
ment of identification bracelets. A beau- 
tiful two-tone, rich velvet display that 
will increase your sales. 














Wholesaler 





THE JEWELERS’ CIRCULAR-KEYSTONE 











NALA SE 
















#698" 


Its THE GREATEST “natural” ever to hit the clock 


counters! It’s a grand little sleepy-time owl with the > ey 


| Sessions famous quiet movement, and Sessions 


CT A peat 


pleasant Tru-Bel Alarm. 


: ag 
Like all Sessions Clocks, “Ollie” the Owl has 
2 fewer moving parts than ordinary clocks—fewer to S 3S, Y | ONS 
get noisy —fewer to get out of kilter. Like all Sessions 


Clocks, “Ollie” the Owl will be generously advertised 


SELF-STARTING ELECTRIC CLOCKS 


: in national magazines, and, mark our words, it’s 





due to set a record for turnover! Better stock prompt- 
ly and liberally with “Ollie” the Owl and other 
Sessions Clocks. 





*Slightly higher in far West. Subject to Federal Excise Tox. Protected under Fair Trade Act. 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


In Chicago: The Merchandise Mart Plaza; In San Francisco: Western Merchandise Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q, 





Happy with “Name Brand” Choice — 
Frumess Promotes Keepsake Locally 
and Points for New High in Volume 


H. H. Frumess, Pres. 
Frumess Jewelry Co. 
Denver, Colorado. 


ens 


‘ 
x ¢ 


1951 FASHION ACADEMY AWARD 
presented to Keepsake for the second 
consecutive year “for exquisite design 
and brilliant fashion styling.”’ 
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Leading Western Jeweler Decided , | 


on the best after seeing the rest 
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Only Keepsake Offers You All These 7 Big Selling Advantages 
1. Saleability—Nationally Advertised by the biggest campaign in brand-name rings. 
2. The Fashion Ring of the Year—only ring chosen to receive the Fashion Academy Award. 


3. The strongest Guarantee in the trade . . . gives every Keepsake customer written proof of 
quality. 


4. The words “‘guaranteed registered perfect gem’’ appear on the Keepsake Tag. 








5. Keepsake prices are nationally established. 


Sous. diame 
*" Guaranteed by > 
Good Housekeeping 

ras > 









6. Guaranteed by the Good Housekeeping Institute. 





7. Exchange privilege is assured if turned in later on a Keepsake of greater value. 


Make Keepsake your choice, too... 
Your customers buy by the name they know. It pays to feature Keepsake— 
the name they know best. 


. Pond Co., Inc. 
ry Washington 


Syracuse 2, N. ; 
e send me fu 
a o obligation, 


Name.---:: 
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Smart, heads-up dealers everywhere are stocking Arvin house- 
wares to get Arvin’s full, generous profit margin—a thumping 
40% without the penalty of buying in carload lots! 

Yes, Arvin is a great line not only for profits but for down- 
right quality ... and for the top sales appeal of Arvin’s 5-year 
electric iron guarantee ... the world’s foremost line of electric 
heaters .. . and the versatility of the famous Arvin Lectric Cook. 

Nineteen-fifty was the banner year in the history of Arvin 
dealers. And—best of all— Arvin housewares are still rolling out 
at a rate that means continuing business for every Arvin dealer. 

Profits? Sales? Ask any Arvin dealer! He has plenty of reason 
to smile broadly these days. 


are yw 
Coit: 


FIRST CHOICE FOR 


every Gof (Ff occasion 


Add the extra sales power 
of NEMA’s gift campaign! 


There are plenty of extra sales in this great gift idea. Get full 
details today. It’s a natural key to the profitable birthday, anni- 
versary, Mother’s Day and other special gift occasion business! 
And Arvin supports your own efforts in its national advertising. 

Arvin electric housewares are advertised in Ladies’ Home 
Journal, Saturday Evening Post, Better Homes & Gardens and 
‘Successful Farming. 
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Cnere are two kinds of “crystal-gazers” among jewelers. One variety 
changes prices and policies every other day, depending on what the business 
“prophets” tell him. He stocks up on “no-name” merchandise one week, pre- 
paring for a boom—then reads the prophecy of another forecaster, regrets his 


actions, and cuts prices. 


There’s another kind of crystal-gazer. He looks through the crystal of the 
watch before him and reads the word, “Hamittron”. He knows this means 
unchanging quality, dependable price policy, sound merchandising, and 
effective advertising. With Hamixton, there’s no uncertainty, no 
undependability in product or planning. Hamitton clearly 


means demand merchandise, price protection, and profits. 


AMERICA’S MOST SELLABLE WATCH CAN BE 
YOUR MOST SELLABLE WATCH TOO! 


Ee Distributed in Zones 2 and 3 by 


Was 
= I. ALBERTS’ SONS, Inc. 


Boston, Mass. Syracuse, N.Y. 


eee 
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It's highly profitable 
to concentrate 
on the 
one pear! line 

pre-sold for 
only! 
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"This striking 
full color blee 
page appears’ -. | 
PHOTOPLAY, : . 2 scautated PO : or 
May issue. . | ve ences TI that OO aaa aes Peltab / : 
ow De set rhine aes citi sly SY gt a -time . pean’? D ‘ LTAH 8 U | LD § 


gp murare? 


— ne ee wom ror eat CONSUMER ACCEPTANCE 
FOR THE BEAUTIFULLY-CREATED 

NEW 1951 “SUPER-SALESMAKER SERIES” 

WITH COLORFUL MAGAZINE ADS! 


~— 


W 


prilliae’ 


From newsstands and through the mails all over 


America these leading magazines carry : 
- Woe Jewelers’ constantly increasing sales of DELTAH simulated) 

Deltah advertising to millions pearls attest the soundness of an exclusive, aggressive; 
advertising policy closely coordinated with sound merchandising, ) 

both designed to benefit jewelers — and jewelers only!| 

No wonder DELTAH is the one line accepted and approved by| 

the jewelers of the nation — the one line that gives, 

them rapid turnover — rewards them with full jeweler| 

profits! . . . Multiply your pearl sales — stock, feature} 

and se// the new 1951 “Super Salesmaker Series”!] 












AT BETTER JEWELERS 









CONSULT 
_ | YOUR 
DI be. = WHOLESALER 

\ \ US the added support of presentations 
—<s on network radio and TV programs 
like “Queen For a Day” and “Stop the ‘Music’’ HELLER & SON, 411 FIFTH AVENUE, NEW YOR 
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You Cant Believe Y our Eyes! 


IAMONDS LOOK MANY TIMES lal 
ACTUAL SIZE IN THE SENSATIONAL 


NEEDLE-POINT SETTINGS” by BERL 


oe tee 
cyucitly 
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artistry! 20 brilliantly chased you 9 


Niow BERLAND creates new sng designs WHrs r-befor 

need C R@)eia- tg $€Ee where re * mone eras where the Nieedie-Point Setting begins! You! 

customers are SUre to be thrilled by the @xct otionally large appearance of the diamonds Clinch the 
va the many ofnel Features that make 


; r 
saic Ov gtressti ns 












@ Full Cut Center Stones 


Cut and set the exclu 
an their actual size 


sive BERLAND way 
to look far larger th 


@ Carefully Selected Side Diamonds 


® Smart, high-style mountings 


yrance and Guarantee 


@ Certificate of Ins 


Amazingly low prices 











1G St AAT FTI OP 
CLEP PES LIEN 

















FOR SPECIAL PROMOTION 
#5298, 417 the set 


TM eltimattsielii-1e-momhitlimelim@a-1i1(-1ae tien -mam ole Mes Selita mantel ities: 
f substantial weight all at this unbelievable low price! Engagement 
ng has two brilliant regular cut side diamonds. Wedding Ring is 
et with three cut diamonds to match! Promote this set for top volume 
t's a sure money-maker! 





: | | USE THESE TESTED 
#6909, 2G the set | PL MATS TO BRING 
: IN CUSTOMERS 













Write for your set of these 
atiierel-tiilile Molore 


6 West 48th St, New York 19, N. ¥ 











SCIENTIFICALLY 
CONSTRUCTED 


LATHIN 
WATCHES 


NATIONALLY 
ACCEPTED 


LATHIN WATCH COMPANY 


580 FIFTH AVENUE »- NEW YORK 19, NY. 


| CATALOGUE SENT UPON REQUEST } 
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p display America’s OUTSTANDING kiddie line = ‘ AG 
e ¢e sell MORE Kiddie Kraft . | = : > : - , i : - ee : E *Patented 


. +. Nationally advertised © 
... “Sweetheart” Jewel Box* 


... foremost in style, variety and | 
quality 


. .. popular priced—$2.50 and up 


.. « FREE newspaper mats and full-color 
displays—write for yours 





M AR | ATHON C 0 MPANY 


Attieboro ¢ Mass. 





Jewelry for over half a century 


Kiddie Kroft's new “‘Sweet- 

heart’’ 10K Gold Birthstone 

ring assortment will sell rings ; 
«+. all year ‘round. | 


Build extra sales . . . establish a permanent Kiddie Kraft 
department. Contact your wholesaler — TODAY 


WRITE FOR special $50 Starter Assortment (costs you $25). Best selling 
numbers of Rings, Bracelets, Lockets, Crosses, in 10K Gold and Gold Filled 
... all in the ‘Sweetheart’ box. Give us name of your wholesaler. 
























,»eOf Course, 
It’s electric! 
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B ONLY £3925.. 


THE WESTINGHOUSE Roaster-Oven is 


Electric Timer Clock (accessory) 


essential to defense-working America a ae ee Seon 


ESSENTIAL as your top-selling, 
big-ticket electric housewares item 


THOUSANDS will need and want it... because low cost makes it 
America’s best buy ... because the name Westinghouse is assurance of 





quality . . . because defense workers are on the move; 24-hour shifts 





are Changing living habits and nothing is more essential than easy, 


Broiler-Grid (accessory) .. . 
Fries, grills, broils, toasts. 


automatic cooking in a small space; quick cooking and good cooking 
to keep America healthy. 

The new Westinghouse Roaster design catches the eye. Complete 
oven meals automatically cooked for 8 to 10 persons all at one time is 
a big talking point. It’s portable and compact . . . cooks everything, 
plugs in anywhere. Exclusive Time-Temp Shelf, Look-In Lid, the 














handy lid holder handles and a complete set of glass ovenware dishes 





are included at no extra cost. All these are big plus features. So 
ask your local Westinghouse distributor for current ordering details. 











WESTINGHOUSE ELECTRIC CORPORATION 
Electric Appliance Division * Mansfield, Ohio 





See TV’s Top Dramatic Show ... Westinghouse ‘‘STUDIO ONE” ... Every Week 






Retail price fair traded in those states having fair trade laws. 
















Convenient Cabinet (accessory) 


YOU CAN BE SURE..1F its Westinghouse sass "or eee ane aa 


storage space inside cabinet. 
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The Problem: jewelry manufacturer using 
General Plate products asked us for technical assistance on 
this problem: they were having trouble getting gold-filled 
products out of their annealing furnace in a bright condition, 





| despite the use of protective atmosphere. 
h luti 7 

The Solution: our engineer noted that brass 
of all kinds was being annealed along with gold-filled articles, 
) even in the same tray. He found that the furnace, which was 
: 


: never cleaned, was covered on the inside with a deposit of 
zinc oxide. This zinc deposit was the cause of the difficulty. 
After the furnace was cleaned (by wire brushing and 
compressed air) the blotches and discoloration on the 
surfaces of their gold-filled articles were entirely eliminated. 


GENERAL PLATE DIVISION 
Metals and Controls Corporation 


ATTLEBORO, MASSACHUSETTS 


GENERAL PLATE 








FOR MARCH, 1951 












This “service” by General Plate 
engineers is not a SERVICE; it is 
an extension of the engineering 
control to which all General Plate 
products are subjected in our own 
factory. More and more of our 
customers who have had occasion 
to ask our engineers to survey a 
problem are enthusiastic about 


our “engineering approach.” 
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JUST PRESS IT 
AND IT FLIPS 
OPEN 









































the Presto-Pix Bn derred 
foto-cover watch case with 
the Finger Tip release 


*PATENT PENDING. 


Infringement will be dealt with strictly 


The Foto-Cover watch case with 

the FINGER TIP RELEASE is exclusive with J.D. 

... another I.D. ‘‘first’’ that will make 

watch case history! Actuated bya strong 

stainless steel spring, the cover snaps open 

3 28 fe 4 at the touch of the finger tip to reveal the 
Linya agent CE Al Y, ] photo, protected by crystal-clear plastic. 

ee 1C Ee / Action is positive, automatic, dependable. 

gO eg The convenience of this exclusive 
feature adds a powerful extra selling 
point to strong consumer appeal of 


Wes; e hi 1.D. ion. 
|. D. WATCH CASE COMPANY, inc this newest creation 


Serving Watch Manufacturers and Importers Exclusively Since 1910 
General Offices and Factory: 137-11 90th Avenue, Jamaica, L. |. JAmaica 3-8700 


NEW YORK OFFICE: Joseph Dinstman, 580 Fifth Avenue ® Telephone PL 7-6373 
CHICAGO OFFICE: William Bart, 29 E. Madison Street 
oem OFFICE: Dave Diamond, 915 Pershing Sq. Bldg. 
D CANADIAN REPRESENTATIVE: Dave Kay, 93 Nassau Street, New York, N. Y. 














is) NEW HAVENS “B O) OK 
TRAVEL 



































EXCLUSIVE. FEATURE: Your favorite 
photograph travels with you! 














plus fed tax. fair trade 





A nationally advertised, de luxe item that’s per- 


fect for gifts, travel, school, camp, home or office. IMMEDIATE 
HANDSOME SIMULATED LEATHER IN DELIVERY 


® Beige @ Brown @ Red @ Black 
a | OF LIMITED 
ere’s your best seller for every season and every gift reason 


... New Haven’s new “Book” Travel Alarm. Opens and shuts Q LIA N TI TI BS 


cleverly—like a book. Features a jeweled movement one-half 


the thickness of the regular alarm clock movement...a 30 TH RO UJ G tH YO {| « 


hour spring wind alarm... radium dial and hands. . . unbreak- 


able crystal... single key winds both time and alarm springs J f WELR y 


...a “Click-Set” sweep alarm hand which sets accurately at 


five minute intervals... an irresistible price... and the New WH O [ESA [ t R 


Haven name, famous for 134 years! All this PLUS advertising 





material—mats and counter cards—on request from New Haven. 




















| COMPANY...NEW HAVEN 4, CONN. ge 


THE RIGHT TIME (eum SINCE 1817 
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ETERNA:-MATIE 


The ETERNA*MATIC is the revolutionary. the unrivalled, automatic 
watch...the only self-windine watch with a ball bearing...Winds smoathly 


arelae clockwise and counter-clockwise...Direct-sweep second hand... 


shock- 


300 
Keeps going as lone as 40 hours after wearing ...Waterproof® ; 
resistant. non-magnetic...In steel. gold-filled. or 14K gold...Presented this 
year, in a series of outstandingly beautiful models priced from $71.50 FTI. 


Look for the EPTERNA * ‘wizeeie symbol on the dial 


*ETERNA © MATIC waterproof models are guaranteed to remain so even after cleaning or adjustment, provided they are serviced with genuine Eterna parts by an authorized Eterna dealer. 
Jaques H. Monod, Executive Vice-President of the tant new sales program which will benefit Eterna 

Eterna Watch Company of America, Inc., announced dealers everywhere. ETERNA*MATIC salesmen 

¢ upon his recent return from Switzerland an impor- have full details...or you are invited to write direct. 

ETERNA WATCH CO. OF AMERICA, INC., 580 FIFTH AVENUE, NEW YORK 19 
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the jewelers: 
“avery day” 
musical favorites 


-MELE 


Genuine Leather ‘ musical jewel boxes - 
Suggested Retail: $10.95 (No Fed. Tax) with Thorens swiss movement* 

















‘Plays one of these tunes: 


Always 4 wees SOWA 


---Till The End of Time 
Some Enchanted Evening 
Anniversary Waltz 
Ballerina 
Stardust 


(assorted tunes in each shipment) 


ONH iam yriiuniccem aoteay 


Suggested Retail: $7.95 (No Fed. Tax) 





Thousands of jewelers have discovered the year 
‘round gift appeal of Mele’s Musical Jewel 
Boxes . . . the irresistible “from him to her” 
gift .. . for birthdays, anniversaries ... . and 
special remembrance occasions, > 


MANUFACTURING COMPANY, INC. 


366 Fifth Avenue -+« New York-l, N. Y. 
Established 1912 


“Thorens movement exclusive with 
Melesin the popular price range. 
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1-47 tii anid Cacia nena iVniainaes 


“Frame #NINI6BR 
(White frame with Brown line and Brown mat) 
Overall 141/,” x 1214”. $2.25 ea. net 













T-41 
















T-45 


Frame IITIGE 
(White frame with Green line and Green mat) 
Overall 14'/,” x 12'/,”. $2.25 ea. net 


AT ALL 
MAJOR GIFT 
SHOWS 


Frame 77650'/.A 
(Gray gesso finish with White bevel) 
Overall 8'/,” x 10'/,”. $2.00 ea. net 
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(White frame with Brown line and Brown mat) 
Overall 14'/,” x 12'/,”. $2.25 ea. net 


N 


ee With these charming 


MEXICANOS 


Geared to sell like hot tamales at a 


remarkably low $7.00 ea. net 


The set of eight hand-reproduced 
Silkagraphs include 4 horizontal and 
4 upright scenes of old Mexico. Alive 
with multi-colored brilliance, they are 
cleverly designed to blend with any 
decor, go in any room. Only the most 
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~ Frame #IINIGE 
(White frame with Green line and Green mat) 
Overall 14'/,” x 12'/,”. $2.25 ea. net 


Dept. '-1,.Edw. Gross Co., Inc., 120 E. 16th St., New York 3 





Frame 7650'/,E 
(Green wood grain with White bevel) 
Overall 8'/,” x 10'/,”. $2.00 ea. net 








FRAME + 


PRICE 


T-41 


T-42 


T-43 | T-44 


T-45 


T-46 


T-47 


T-48 


— 
( 
t 








650'12A 


$2.00 


ea. net 








650'2E 


$2.00 


ea. net 








650'12AR 


$2.00 


ea. net 









TITI6GBR 


$2.25 


ea. net 









TITIGE 








$2.25 


ea. net 



































Send to 


Takis Mexicano Assortments 


$25.50 0 $340 $510 
General Framed Picture Assort. $50 [|] $75 [1] $100 7 
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skilled use of the silk screen process 
could have caught the many-hued 
facets of the colorful subject matter. 
Only the noted ‘’expressionist’”’ 
Nicholas Takis, could have created 
the superb decorative values. In 5 
frame styles. Another Gross exclusive. 


T-44 


T-46 











Frame 3£650'/,AR 
{Light gray with Red line) 
Overall 8'/,” x 10'/,”. $2.00 ea. net 








: Frame 7£650'/,AR 
(Light gray with Red line) 
T-43 .. : Overall 8'/,” x 10'/,”. $2.00 ea. net 


Successfully Serving The Picture and Gift 
Trade For Over Half a Century 


120 East 16th St., New York 3, N. Y. 
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Only ‘1 
gives you ALL Three! 


TOP MARGIN—TOP VALUE—TOP QUALITY 































Top Margin... 


The chart shown here is eloquent proof 
that Hamilton Beach pays off. But check 
your price sheets. Prove to yourself 
that for margin, coupled with the quick 
turnover that means profits, Hamilton 
Beach is in a class by itself. 


| MIXER “A" PAYS EL MPSA a (021 


MIXER “BY” PAYS KUM WABI a1I 
pF MIXER ““C" PAYS Ki-REABOA0 71 
MIXER “D" PAYS KURU ABOU aI 


HAMILTON BEACH ; 
MODEL “G"" PAYS 38.18 iP PROFIT 


(Percentages based on List Prices, including tax.) 


Top Value.as 


Yes, Hamilton Beach gives your cus- 
tomers top value, too. At $37.50 it’s the 
best buy—best because it’s the easiest of 
all food mixers to use regardless of 
price. And because it’s easiest to use, 
it’s easiest for you to sell. 


Top Quality... 


When you sell a Hamilton Beach it 
stays sold. It doesn’t come back to haunt 
you with service headaches—with ad- 
justments that take a slice out of net 
income from the sale. Millions of satis- 
fied users are proof that Hamilton Beach 
is tops in performance. 








g* > bow # as We “N P 
| | @ & §* « Any way you look at Hamilton Beach it’s good business. 
In quality, it’s second to none. It gives your customers 


the most for their money. And it pays you more! 


HAMILTON BEACH []lixette 


AMERICA'S FASTEST-SELLING PORTABLE! Since its recent introduction, Mix- 
ette has turned in some phenomenal sales records. Mixette hangs on the wall 
OTS enen or fits in a drawer. It’s the only 3-speed mixer offering one-hand operation. 

_ Most important, it’s not a toy but a powerful portable that takes heavy mixing 
mutates ge Lon, Meemad, aed jobs in stride. In price, in performance, in smart black-and-silver packaging 


screws for wall mounting. ri: rome 
... it’s a gift-item natural. 
F (| M 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. _ 
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boodman & Go 


The Blue Lodge Mason and 
Scottish Rite set rings in lOk 
WES yellow and white gold with gen- 
erous diamonds...die struck, 
agen ci finely enameled shanks, are 
ON REQUEST a perfect example of our new 
| Economy Line...a series that 
afford the jeweler a good profit 
on fast moving merchandise. 

Order today. 





MEMBER 


GOODMAN & COMPANY 
Makers of Fine Jewelry Since 1904 


42 W. WASHINGTON ST., INDIANAPOLIS, 4 IND. 











64 THE JEWELERS’ CIRCULAR-KEYSTONE 





A jeweler’s profits depend on his prestige! 

That’s the reason for the special Quality 
Promotion described right here on these pages. 

As important suppliers of quality merchan- 
dise, we are convinced that this special Quality 
Promotion will help bring you brisker and 
steadier sales. It aims to turn more Customer 
traffic into your store — and away from non- 
jewelry outlets. It will make your steady and 
prospective Customers even more aware of the 
professional skills and services found only at 
the quality retail jeweler’s. 


For a preview of the striking 4-color national 
ad that spearheads this new prestige-building 
promotion—turn the page! 





The WATCHMAKERS 








Here's the ad dedicated to the jewelers of 
America that promotes YOU as a quality 
merchant—creating new friendships for you 
in many homes in your own community! 


Reason why this campaign will help boost your sales and profits 
is that it promotes YOU in three ways: 





| ...as a specialist—shkilled member of one of the world’s 
most respected retail trades! 


...as a trusted friend w/o advises the famaly On gifts fo 
mark life’s happiest moments! 


...aS an important member of the community w'/:0s¢ 
valuable services and reputationassure him the friendly 
regard and respect of his neighbors. 


The more your customers come to look tipon youasa = Watchmakers of Switzerland campaign reflects the 
family adviser—the more everyone in the family will highly professional standing of the jeweler in his 
seek your services. They will place their trust in you) community. And that's why The Watchmakers ol 
because they can rely on you for excellent values in Switzerland constantly support and promote the idea 
quality merchandise. This means larger profits for that only a jeweler is qualified to advise on the selec- 
you! tion of cherished gifts and purchases—especially fine 


That's why this ad and every ad in the great watches. 


Turn the next page for details on 


the FREE 3-Piece Display Kit 








The WATCHMAKERS OF SWITZERLAND 
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eS a specialist in 
pleasant surprises 


A jeweler is really a very lucky man. 
In his profession, he plays a guiding part 
in so many happy moments. 

Think of the confidence you have in 
him. A new baby—and who helps to 
choose the silver cup? When Joe is pro- 
moted at the plant—who helps pick out 
the fine Swiss watch? 

Who advises lovers about the ring? 
lhe same man who knows what most 
kids want for graduation (a really good 


Swiss watch), what Dad wants for his 





The WATCHMAKERS 











birthday and Mother tor her anniversary. 


He’s the man who's responsible for so 
many of the pleasant surprises in your 
life. He’s your trusted jeweler. 

No matter how large or small his 
store, he’s unique among the friendly 
merchants of your town—with his very 
special training, Knowledge and ability. 
And he’s truly a triend of the family. 
For only an expert jeweler is qualified 
to counsel you when you shop tor your 
most cherished gifts. 

That’s why we—makers of the world’s 
finest watches for over 250 years—can 
give you no better advice than this: “For 
the gifts you'll give with pride, let your 
jeweler be your guide.” 





OF SWITZERLAND 










































we, 


| Sour jeweled 1S 


...and here’s the FREE 3-PIECE DISPLAY to help you tie in 
at the point-of-sale with this National Promotion 
dedicated to the Jewelers of America! 








if specialist who olfers... 


Let your poweler 
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Notice how all three pieces in this friendly, digni- 
fied, informative display combine to emphasize the 
respected professional qualities of the jeweler! 

The smart Center Display Piece features a hand- 
some 4-color reproduction of The Watchmakers of 
Switzerland's promotion ad—and takes advantage of 
the widespread interest it will create in your commu- 
nity. The two sidepieces set forth the credo of the 
quality jeweler and urge that he be consulted on the 





Use the “Quality Jeweler’ Decal! It 
identifies you as an expert in your pro- 
fession. Every day more and more peo- 
ple rely on it as the trademark of a 
store giving quality service with genu- 











ine Swiss repair parts! 










The WATCHMAKERS 
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purchase of a fine Swiss watch. All three are beaut 
fully framed in simulated light-oak paneling—a per- 
fect trio to build sales and prestige for your business! 

Plan now how you can use this interest-catching 
display in your windows or on your counters! It stim 
ulates interest that you can turn into sales with the 
help of the brochure, “The Inside Story of the Fine 
Swiss Watch.” You—and you alone—can make these 
sales helps work for your immediate profit! 


Two More Ways to Boost your Profits and Prestige! 


Keep promoting your “Official Swiss Watch Repair Parts 
Program’! For, every time your repair expert—working 
with the help of the Official Swiss Watch Repair Parts 
Program—demonstrates his craftsmanship, your repute 
tion for quality service is enhanced! It all adds up to more 
business, more profits for you! 
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don't trust 
your naked eye ~ 
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Let Your Own LOUPE <4 


prove the PERFECTION of f Loupe-tested 
LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 
Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
: + oeeeet @ 5 through your own Loupe. You will then share the enthusiasm 
af of other thousands of jewelers who are now successfully 

Ono no” 
















* 





° 
te = and profitably selling LOUPE-TESTED LOVEBIRD 
+m av Diamond Rings. Franchises are still available. 


f his 


~~ —-_ 630 FIFTH AVENUE, NEW YORK 20, N. Y. - 
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EMBLEMS SINCE 1861 .. THRU THE WHOLESALER 


66 




























{§t. Raphae 


>» 
%, 


ST. CHRISTOPHER MEDA | back): 
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As more and more men are in- [Iai Lom Gorm 
ducted into our Armed Services, bad pe UN 3 
the demand grows greater for 
military type jewelry. Stock and 
display this full line of Sterling ee 
Medals for zmmediate selling. No. 2438 10. 2448 "No, 2498, 


All medals shown are $2.70, Keystone, each, ST. CHRISTOPHER MEDALS WSs 
in Sterling Silver. We also have a full line “ ~ (St..Raphae ac 
of oxidized finish neckchains for use with ) 4) My 


these medals. 








NEW YORK PROVIDENCE CHICAGO 
) : No. 245B 
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Here’s another (EEN best seller! 
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WE BORROWED OUR OWN HIGHLY-SUCCESSFUL 


PADETTE DESIGN AND IMPROVED IT! 















Sis 


ua " See how the half-padded 
. silhouetie adds greaier 
beauty and streamlines the 
new “Coniourette” strap! 
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“Contourette” is a proud companion for finest watches... 
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wits 
532 we 8 Neet ‘‘Contourette”’ Straps are sup- 
=e P ° ° . 
| ee : plied in a sales-producing, easy-to- 
| oe handle, book-type display holding 


a dozen assorted colors. 


LASKO STRAP COMPANY 
200 Hudson Street New York 13 


CHICAGO: 29 East Madison 
LOS ANGELES: 220 West 5th Street 


As 
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The success of our original PADETTE watch 
strap inspired us to refine its design 

with a semi-padded cushion effect. The 
result is the new “Conftourette,” a rich © 
watch strap creation in finest calfskin 
that follows the contour of the wrist 
perfectly, still holding its gracefully 
domed center. Soft, pliable, long-wearing 
and certain to add its good looks to the 
beauty of America’s best-known watches! 
Insist on NEET “Contourette” for easier 
sales, better profits, satisfied customers. 


CONSULT YOUR WHOLESALER 


ARISTOCRAT OF 
WATCH STRAPS 
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STERLING SILVER 
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$5010 — Retail $13.50 







IN PERMANENT STYLING --- 


denttificotion 


FOR ALL THE 


THE MODERN LOOK 





SERTRETEROR AOA 
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Any assortment of 8 pieces. 


$1161 — Retail $15.00. | See your Anson wholesaler 


BE SURE IT’S FROM THE STERLING HOUSE OF 





A COMPLETE LINE OF MEN’S JEWELRY 
AND LEATHER ACCESSORIES WITH IDEAS 


©Anson Incorporated, Providence, R.I. Anson Canada Ltd., Toronto, Ont. 


ANSON NATIONALLY ADVERTISED * SOLD ONLY THRU ANSON WHOLESALE DISTRIBUTORS 
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». enhanced by our 
be mee 4 sorgeously-colored, velveted cases 





~S. ™ = In costume jewelry, the package is half the sale! Well, 
+ *; when you see Sun Line’s magnificently styled new plush 
\ \ cases, you'll agree they’re absolutely the last word in 
what ; jewelry packaging—practically an automatic “O.K., 

I : wrap it up!” 
| Saves i As for the jewelry itself... the new Sun Line Costume 
| appeal £ i Jewelry is every bit as dramatic, as striking as the packag- 
. ing! Inspired design and brilliant craftsmanship 
FOR YOUR CONVENIENCE— ensure easy sales, fast turnover, quick profits. See 
| M. Sickles & Sons Southern sales office the Sun Line soon—gear up for a sizzling season! 


in. Richmond, Va., has been specifically 

set up to serve your needs with speed 

and efficiency. Drop in to see—or call 
Joseph A. McGregor, 


emcee VM. SICKLES x SONS, inc 


906 CHESTNUT STREET, PHILADELPHIA 7, PA. @ COMMERCIAL BLDG. 216 N. 2nd ST., RICHMOND, VA. 






WHOLESALE JEWELERS FOR NEARLY 100 YEARS 
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Established 1924 


ON TIME AND IN STYLE WITH 


chuls watches 


OT Gav, |b Uae OT G7, KY LO) A) 


Styled & Manufactured at our factory 


304 EAST 45th ST, NEW YORK 17,N_Y. 


"Reg. Trade Mark 
524,530 


Lady’s two-tone 
14 kt. gold bracelet 
watch, 17 jewel. 
$230 (Keystone) 
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Dawe 10 
for Spring 


Touched, by the Hod of Genius! 


Keyed to fashion ... keyed to sales... 
Paul Flato’s “Touch of Genius” will create 


your most profitable compact season. 








Nationally advertised, these compact 
creations will be merchandised with a truly 


magnetic selling idea... 


The Houd of Genius! 
DISPLAYED ON YOUR COUNTER! 


Designed to pull passing shoppers to your 


counter ... to sell Paul Flato Originals... 














to sell profitable related items! 

While the present supply lasts, this life- 

size, perfectly sculptured “Hand of Genius” 
is yours on request at no extra cost with 
your next order for Paul Flato Originals. 
Order now — put your “Hand of Genius” 


to work! 


Distinctive newspaper mats availabie 





Lighthouse 





Flower Girl 






More the Merrier q ee . Seen. 


PAUL FLATO SALES CORPORATION 


Lily of the Valley 
20 East Thirty-fifth Street-—New York 16, New York 
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Design patent pending | 


As advertised in four colors in March Harper’s Bazaar 


“Caprice”. ..as feminine as perfume—as fresh as spring, these 


dream flowers of golden Trifanium agleam with rhinestone dewdrops. | K | ARI 


ie authentic unless stamped on 
the back with the name Trifart” 
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Be first 


3% 2401 Consumer-Priced $10.00* 
Links, $6.50* Tie Slide, $4.00* 














342406 Cansumer-Priced’ $8.50° 


Links, $5,00* Tie Slide, $4,00* 


4 $42 
; 2 


Fashion prophets forecast SILVER profits—with 
HADLEY-Handsome Men’s Jewelry. Bring window- 
shoppers inside for SILVER Sales with Hadley’s smart 
new line of SILVER jewelry ... ready for immediate 
promotion. Special SILVER dates ahead . . . Graduation 
... Weddings ... Anniversaries . . . Birthdays. 
Hadley-Packaged in 


gold-sparked London Tan 
Sterling Silver Sets. 





THE HADLEY COMPANY * PROVIDENCE, 


FOR MARCH, 1951 


Xs 2402 Consumer-Priced $10.00* 


S77 pn 
Or 


Links, $6.50* Tie Slide, $4.00* 


2405 Consumer-Priced $8.50* 
Links, $5.00* Tie Slide, $4.00* 


Lon es 


... turns eye-appeal into 
buy-appeal! 

... brings new polish to 
men’s fashions! 

...new and nifty with 
tawny shades! 


... superb with favored 
blues and greys! 


... sells in complete 
handsome sets! 


In view of materials curtailments Wire or Phone 
Your Jobber Today for your Hadley-Handsome 
Sterling SILVER Sets for Shipment While Available. 
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This miracle of modern watchmaking 
—at $71.50—is one of the finest values 
you can offer your customers. 
Masterpiece of accuracy! Handsome, 
dustproof! 

_. It’s the one watch that’s different 

... that appeals to every man. Order 
today! Mats, window displays and 
other free sales aids available. 


No. 1003 Gold-filled, stainless all 
steel back; retail $71.50T 


No. 1001 All stainless steel; 
retail $71.507 


f—— y J No. 1004 14K gold; retail $210.00T 


NN COO 
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you'll bring in better business 
with these new 
Vulcain Grand Prix Watches 


OL 








NEW NEW 
VULCAIN VULCAIN 
“VANGUARD” “VICTORIA” 


Squarely modern, 
superbly smart for 
dress or sports wear. 
Raised gold 
mumerals. 14K 
gold, 17 jewels. 
Retail $132.50; 


Combining traditional 
and modern lines in 

a distinguished 

new design concept. 
14K gold, 17 jewels. 


Retail $1 80.00; 





Nationally advertised in 


daquirce. 
NEW YORKER "ee U.8. Pat. OFF, 





* 


VULCAIN WATCH COMPANY, INC. | 
630 FIFTH AVENUE * NEW YORK 20 _ West COAST: HUBERT A. WOOD, 649 SOUTH OLIVE STREET, LOS ANGELES 14, CALIFORNIA. 
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Why, We Hak You te Order by Matt! 


To cover all sections of this great country thoroughly with Di Roma salesmen 


would require a force of at least 100 men and an investment in sample lines of 
$100,000 or more. 


Naturally this is impossible! So we ask you to regard our CATALOGS as our 
SALESMEN and order from them. 
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LaRPends BOSART COMPAS 
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Use These Catalogs and [isareles 
Mak Your Onders 


Ordering by mail is made easy for you by the simple arrange- 
ment, clear illustrations and complete descriptions found in 
all Di Roma Catalogs, and, our facilities for handling mail 


orders enable us to make prompt deliveries to all parts of 
the U. S. A. 


MAURICE J. KARPELES Inc. 
ESTABLISHED 1900 

73 Derrance Street 

Providence 3, Rhode island, U.S.A. 





No. 3 


You need the Religious Merchandise illustrated in ALL FOUR 


Di Roma Catalogs to serve adequately the great Catholic 
buying public in your community. 


You have received these Catalogs— 


ORDER FROM THEM, NOW! 


KARPELES ROSARY COMPANY | 


73 DORRANCE STREET, PROVIDENCE 3, RHODE ISLAND, U.S. A. 


Our fifty years of active business in the Catholic Ecclesiastical 
line assures your complete satisfaction, always. 
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QUALITY 


Collen Wheel 


IDENTIFICATION BRACELETS 






A COMPLETE 
NEW LINE... 


HEAVY WEIGHT 
FOR MEN 


DAINTY DESIGNS 
FOR WOMEN 






MASCULINE DESIGN 


RICH STERLING SILVER 
RHODIUM FINISH 


, QW A BEAUTIFULLY BOXED 
#501 Illustrated S. Gea? y | de) Maia mahdal ic 


e 






The well-remembered “man-in-uniform” market for identification 
bracelets is back. This in addition to the heavy demand from vet- 
erans who still want and buy them. Get set for ever-increasing sales 
by displaying the Golden Wheel line. It has that “heavy, luxury look” 
. that means easy selling. Handsome Rhodium finish on sterling, 
each Golden Wheel bracelet is superbly packaged to capture the 
gift-givers eye. The market for identification bracelets in your com- 
munity can be yours. Order a good stock. 


Sold through the wholesaler only. 


REIBLING-LEWIS, Me. 


(Successors to Henry Lederer and Bros., Inc.) 


150 CHESTNUT STREET PROVIDENCE, R. lI. 
Manufacturers of Dresser Sets, Baby Sets and Jewelry Chain. 





Representatives: 
Harold Shamroth Milton Swartz Herman S. Rubin Philip Naftaly 
347 Fifth Avenue, Rm. 706 700 Chestnut St. 29 E. Madison St. 461 Market St. 
New York, N. Y. Philadelphia 6, Pa. Chicago 2, Ill. San Francisco, Calif. 
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No. 3600A 
ASSORTMENT 


* 


IDEAL GIFTS FOR 
ALL OCCASIONS 


EASTER 
MOTHER'S DAY 
GRADUATIONS 
BRIDESMAIDS 
BIRTHDAYS 
ANNIVERSARIES 
BRIDGE PARTIES 
DANCE FAVORS 


* 


BEAUTIFULLY 
PACKAGED 


* 


FAST TURNOVER 
GOOD PROFIT 
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ELGIN AMERICAN 


frsrican 





Bacuty Compa? 


ASSORTMENT No. 3600A 
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JEWELER’'S BRONZE COMPACTS 
In Yellow, White and Two-Tone Effects 














* 

Keystone Retail 
AVAILABLE SUPPLY Engraved, bright Ne! 34 09 
LIMITED bronze floral de- No. 3 SER et eRCnSen ase 4.00 
. . re SN Sfeasnaat dee ec 4.00 
re signs in red and I itenusy MEME x0scuieswassnusecsaaans 5.00 
green colors, ona = neg Re 
ORDER NOW WHILE satin finich heck. No. 8 mena 9.00 is asa-pdaeeleetceoeeisniainensie 7.50 
WE HAVE STOCK ON ground. No. 10 ..........15.00 Sterling (plus tox) 12.50 
HAND Your Cost for Assortment ..... 72.00 NTS, , cop awouces ot 0 $60.00 

WHOLESALE DISTRIBUTORS 

WATCHES — CLOCKS — JEWELRY 

914 WALNUT STREET PHILADELPHIA 5, PA. 
va 











Once again we.can offer you 


THE OUTSTANDING SUCCESS OF 1950 


De Bruce 








ANNIVERSARY CLOCK (400 DAY) 


With the revolving pendulum—requires winding only once a year 


All during the year just 
past, we have had difficulty 
in filling orders for the 
De Bruce Clock, because 
customers would buy and 
then immediately reorder. 
Now, we are able to in- 
crease our supply and can 
offer you a limited quantity 
for prompt shipment. 


ATTRACTIVELY PRICED 




















The De Bruce Anniversary 
Clock is a replica of an old 
museum piece; under a 
glass dome, the revolving 
pendulum turns rhythmically 
back and forth. 125/9” high; 
77/3" base; polished brass 
case and pillars; two-tone 


silver dial with embossed 


figures. 


WRITE FOR BOOKLET 


WALTER KOCHER & CO. 


17 WEST 57th ST... NEW YORK 19, N. Y. 
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CRAFTSMAN Citation 
and Lady Citation 


Selected for Jackpot 
of Prizes on 

“STOP THE MUSIC’ 
Television 
Network 
Show Seen 
Thursday 
Evenings by 
Millions 





THE ONLY NATIONALLY ADVERTISED BILLFOLD 
SOLD EXCLUSIVELY THROUGH SELECT DISTRIBUTORS 


FOR MARCH, 1951 
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BERT PARKS 
Master of Ceremonies 






















Ask your distributor 
about this NEW 
CRAFTSMAN DISPLAY DEAL 


for the 





money 


* EY He 
hed Fa TERRE MD PER Rp TGS 


ye vr 


or 


















































































































ERE’S that once-in-a-lifetime promotion .. . 
H two prominent authorities the whole world 
knows and respects now tell the world about 
Carvel Hall Cutlery. Emily Post says it’s socially 
correct. Duncan Hines uses it in his own home. 
What more could you ask? 


Emily P ost, : Good Housekeeping, Better Homes and Gardens, 


House and Garden, House Beautiful, Ladies’ Home 


Duncan Hines and _ | Journal . . . they all carry ‘stopper’ ads to boost 


your sales of fabulous Carvel Hall Cutlery in the 
most fabulous cutlery promotion ever seen. 








And, only famous Carvel Hall offers a lifetime 
: service guarantee, three handsome handle styles, 
es over 60 different sets! You can’t afford to miss 
stocking up—and tying in! See your cutlery 


“ 
CUTLE RY jobber. Cuas. D. BrippDELL, INc., Crisfield, Md. 








FINE CUTLERY : 
by Briddell > am 


Good Housekeeping 
Sy Ry 
oF as ADVERTISED mt 
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JMS stroms po [nto 
.. pred crafts: 


and beauty are both 
iting orig’? pair of JMS earrings 15 
i advanced design reflecting the sure 


ints. 


ip, quality 3" 
i h of talented jewelers. 
a filled, JMS creates sparkling mas- 
‘1 pierced earrings that command the attention of 
- eced [because more and more 
f adornments. 


sales 


156 Liberty Street, Bloomfield, 

Eastern Midwest West Coast 
Representative Representative Representative 
Herbert Stein c. J. Leavitt ira W. Smith 

29 E. Madison St., 315 West 5th St.. 
Chicag° Los Angeles 


Gerald w. Gelb: Sales Manager 
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PRICES 
KEYSTONE 


Rings Enlarged 
to Show Detail 


Daud Sarkin, Fue. 


37 W. 47th Street - New York 19, N. Y. 
Leading Ring Stylist for More Than A Quarter Century 
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MEN OF ACTION DEMAND 


Dou Yuau 
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: The Resilient Stainless Steel 
! | | Clasp-on Watch Band for Men 
Po ~ 
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a 
“lhe 
No. 2—With beautifully embossed 


Stainless Steel 95 
Adjustable Clips $4.5 


No. 3—With Distinctive 
1/2012Kt.gold $9.50 
filled clips to retail 
match gold watches =~ '™* '**" 


No. 1—Stainless Steel $3.95 No. 4—The CLASSIC $75.00 
Adjustable Plain Clips __retaii 10 Kt. All Gold retail 


plus excise tox 


Pat. No. 
t 2511333 





Priced to jewelers to assure adequate profit 


On and off Men who have worn this type of watch band 
én an Instant! in war and peace want DON JUAN now. This wrist 


watch band insures flexibility — new unbreakable 
Stainless Steel Clips secure watch safely — comfortable to wear. 


The Glamour Child of the Steel Family, Resilient Stainless Steel 


Order now — Small 64%4’"’ — Medium 6%” — Large 7” 
54’ Lug width or 11/16” Lug width 





The nation-wide call for 
a snap-on type band is 
| answered by Dou Juan 


Qou Yuan WATCH BANDS 29 E. MADISON STREET * CHICAGO 2, ILLINOIS 


Sold exclusively through the wholesale trade « If your wholesaler cannot supply you, write direct. 


immediate delivery 
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This smart new group of Lucien Piccard 
Jewelry is exceptionally priced. 
Information furnished on request. 


84 


APOLLO for Gentlemen 
Heavy 14K Gold Case with 
Handmade Grecian Design 
Bezel, Sweep Second Hand, 
17 Jewel Lucien Piccard 
Movement. 


EMPRESS JOSEPHINE 
Superb Case and Hand 
Wrought Bracelet of Heavy 
14K Gold, 17 Jewel Lucien 
Piccard Movement. 


PEARL DUCHESS 
Heavy 14K Gold Case En- 
circled with Fine Cultured 
Pearls. 17 Jewel Lucien 
Piccard Movement. 


TIARA, BANGLE WATCH 
88 Fine Cultured Pearls and 
14 Genuine Sapphires 
Smartly Set in Case and 
Bracelet of Heavy 14K 
Gold. 17 Jewel Lucien 
Piccard Movement. 






































precision made since 1837 


fashion firsts of today 
precious heirlooms of tmorrow 
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Rates: 













A. BLUMSTEIN wc. 





TOP EE Pe eS _ 





37 WEST 47 STREET e NEW YORK 19, N. Y. 
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outmodes the awkward appearance, the discomfort, 
and the rapid wear of ordinary rings that twist, shift, and separate. Wed-Lok rings look lovelier, 
always in correct alignment, the diamonds in full view... they last longer because there’s no 
grinding friction. And these are major points your customer is quick to appreciate ! 

The exclusive, guaranteed Multi-Grip Lock is simple, secure, and practical; the two rings lock 
instantly with a quick click merely by pressing them together, and unlock just as easily. 

All Wed-Lok rings feature specially processed Granat Tempered Mountings* (not cast) for 
maximum security of the carefully matched, selected diamonds, and are available in 


a wide selection of beautiful styles, retail-priced from $100 to $1500, Federal tax included. 





114 GEARY STREET - SAN FRANCISCO 8, CALIFORNIA 


*TRADEMARK REG. U.S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U.S. PATS. 
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ONE OF THE WORLD'S GREAT MAKERS OF (S7CCCSCO7 TIMEPIECES... 
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AND AMERICA’S FOREMOST CREATORS OF Miyled sinew ACCESSORIES 


combine 62 years of talent and skill 


in a new line of connoisseur-quality timepieces bearing the nan 
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A TRIUMPH IN TIME...A MATCHLESS SELLING OPPORTUNITY | 


FOR THE QUALITY JEWELRY TRADE 














Styled for Crafted in the Priced for Primed for 


All Time Precision Tradition Certain Profit All-out Promotion 
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4 i 4 
OF GREAT IMPORTANCE 


: TO THE QUALITY JEWELERS 








OF AMERICA 





Inspired by the goodwill of our thousands of loyal jeweler friends, we plan to introduce 

in a few short months, a great new line of watches that will take its place among the world’s leaders. 
The heritage of this line is impressive. The entirely new movements are precision triumphs, created 
wholly under one roof by the third-generation skill of one of the world’s leading makers of 
master-crafted timepieces. The exclusive styling is the product of the designing genius 

that since 1888, has made millions of fine American watch cases and has earned unparalleled 


recognition for our E/gin American compacts, cigarette cases, lighters and dresser sets. 





I am personally privileged to present the new CERTINA EA timepiece with the same enthusiasm and 
the same forceful advertising and promotional program that has gained a leading position 

y for our Elgin American products and the universal acceptance of both the public and the trade. 
You have my assurance that the new CERTINAEA watch line will be backed by all 

of our creative and merchandising resources. This, together with our traditional standards 
of quality and style, destines CERTINA EA for certain success that will produce 


the profits you have come to expect of all our products. 


° Pllesif ” diltente, — 
Cortina cA Allen B. Gellman, President 
ILLINOIS WATCH CASE CO. 
Illinois Watch Case Co., Est. 1888. Makers of world-famous 


Chain American compacts, cigarette cases, lighters, dresser sets 


— 


Eo a 


co ae aint al 


_ WATCH THESE PAGES FOR THE STORY OF THE NEW Ceed&enea EA... THE WATCH IN YOUR FUTURE 








Ertan 














PLATINUM METALS DIVISION + THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 


88 


CUSTOMER: Is it something new? 


JEWELER: No, palladium is one of the rare 
and precious platinum metals . . . platinum, pal- 
ladium, rhodium, iridium, ruthenium, and osmium. 


They’ve been known a long time. 


CUSTOMER: But why hasn’t palladium been 
used in jewelry before — if it’s a rare metal that 


the jewelry business has known about? 


JEWELER: That's just the point—it has been 
in use, for over 25 years! For instance, the white 


setting for diamonds in gold rings has been 





palladium. Palladium’s white color shows off the 


diamond better. Also, palladium is strong; stones 


are anchored securely. 


CUSTOMER: Well, since palladium sets off a 
diamond so well, and holds the stone firmly, it 


looks like people would want all-palladium rings. 


JEWELER: People do want all-palladium rings. 
In fact, you will see more and more palladium 
jewelry —not only rings but pins, brooches, and 
ear clips, especially with diamonds. Designers 


are now using palladium for all kinds of jewelry. 


JEWELERS! Be sure to send for your free copies of give-away 


booklets and attractive counter cards featuring palladium jewelry. 


PA | | A [) u M:? PRECIOUS METAL 
FOR FINE JEWELRY 
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Exclusively Distributed S66 ee SF 
by 


. |. ALBERTS' SONS, INC. 


Boston—Syracuse 





A. C. POSSIN CO. 


Milwaukee 
: EDWARDS & COMPANY 
} Kansas City, Mo. The CALVERT ''deep-C-diver"’ enables you to offer an out- 
| standing value in a fully guaranteed, quality watch to the men 
THE GERWE BROWN CO. and women entering the armed services. 
Cincinnati—New Orleans 
| Dallas Make sure your stock contains plenty of CALVERT Watches 

because this is the time to sell the ''deep-C-diver" and other 
BALDWIN-MILLER CO. men's and ladies’ models in the CALVERT line. 
Indianapolis 





WRITE TODAY for illustrated catalog of the entire CALVERT 


S. H. CLAUSIN & CO., INC. line of 7 and I7 jewel models profitably retailing from 
Minneapolis—Spokane $19.75 up. 
Salt Lake City 


J. ENGEL & CO., INC. 


Baltimore 


CALVERT 
“i 
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E. W. REYNOLDS CO. 
Los Angeles—San Francisco AD Set ho La ; ) 
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STRETCHES 4 WAYS FOR COMFORT ALWAYS! 




























say profit-minded retailers 
and value-conscious consumers 


 HERE’S WHY! 

E § Quadra-Flex FOUR WAY, SUPER-CUSHIONED 
SPRING ACTION is the only new development in 
the manufacturing of flexible bracelets. It has sturdier 
construction, yet is as pliable as doeskin . . . which 


means greater comfort, perfect fit. 


i \ In addition to its many outstanding features, there’s 
=~ > Xx \ © y : | the new Universalok* Automatic Ends that fit most 
p watches having up to % inch lug. It eliminates sizing 
problems and can be attached in a jiffy by anyone. 


Also reduces inventory requirements. 


ali this, PLUS regular mark up, makes 
quadra-flex the world’s best bracelet “buy” 


*T. M. Pat. Pending 
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| is our 1 greatest stimulant: 
. . to everwhelming sales 
2 “of shock-proof watches! Lg 


Mr. Nothan Holtzman 
Pres., Doric Watches 








: | We have hondied many types of movements 
_ for many years, and by checking the results 
/ : after strenuous wear and tear under 
the most trying circumstances, we can say 
_ = wi thout the shadow of a doubt that 

li ere is oy far me most superior 























the world’s . 
most perfect 


shock-absorber - 
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Over 45,000,000 fine watches 
are protected against shock 
by INCABLOC — the “foolproof” shock absorber 


Write for literature, tags and other valuable promotional material. 


THE AMERICAN INCABLOC CO. 366 Fifth Avenue, N. Y. 
Factories: La Chaux-de-Fonds, Switzerland 
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3847 ROGERS BROS. 


For Over 100 Years 
AMnericas Frrest Seiverptate 










Hollow ware bags 
from 2”x 4” to 26”x 26”, 


| ie. in bleached oak chest lined with 
Y Pacific Silver Cloth 


nner 


All-purpose 
wraps 18”x 31” 
and 36”x31”. 











Fy 6Place- 

* setting rolls 

and rolls for 

sets of 6, 8, 
and 12. 


As nationally advertised in 6 leading home magazines in March 


Only PACIHC Silver Cloth 


positively prevents silver tarnish 


Recommended by leading makers of 
sterling and fine silverplate 


Silverware keeps its luster without polishing when you 
sell it in Pacific Silver Cloth, a rich mahogany color 
that flatters silver. Only Pacific Silver Cloth gives com- 
plete and lasting protection from tarnish. A silver com- 
pound in the cloth filters tarnish out of the air! 


Leading silversmiths specify Pacific Silver Cloth 
chest linings not only for sterling, but for fine silver- 
plate. All items made of Pacific Silver Cloth carry an 
identifying label. Ask your wholesaler for them. 





PACIFIC MILLS, Dept. RR3, 
1407 Broadway, New York 18, N. Y. 


COMPARE THESE SPOONS FOR TARNISH! 
Unretouched photos* by U. S. Testing Co., Inc. 
Spoon “A” wrapped in ordinary “anti-tarnish” cloth accumulated 





























7 
Gentlemen: I am interested in wraps chests hollow 
he ° ° <<-—”? . e “7. i Pp ; . 9 
Clot, — —e test. yoo tt a by — Silver ware bags__., place-setting rolls__, packets__, made 
pA ained its original sparkle and luster under the same | with Pacific Silver Cloth. Send me names of sources of | 
conditions. *Test #18035, March 23, 1950 | supply and descriptive literature. 
Name | 
| Position Dept. i 
Its PACIHC Silver Cloth | ° 
| Street Address 
MADE BY PACIFIC MILLS... City Zone State I 
Weavers of Fine Cottons, Rayons, Worsteds and Woolens , cam eum Gas aus Gen eae eee eee coe ap aoe eow ep of 
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For you—and your customers! 


Greater-than-ever Di amond Values... 


to celebrate the start of 


Artcarveds 


cHuRchile 8 me eoiRs . 
FACE 10 exc WITh STA 
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FRYE eMERsor 





2nd Hundred Years! 


It pays to tie in with Artcarved ring 


ADVERTISING 


in the two greatest magazines of all 


LIFE 


with 28,700,000 readers 
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LOOK 


with 18,453,000 readers 
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This great diamond ring campaign plus the suc- 
cessful, extra campaign featuring Artcarved wed- 
ding rings will help bring more diamond ring 
customers . . . more Aricarved customers into 
your store! These ads will be seen by young 
people—prospective brides and grooms—thou- 
sands of them right in your home town. But let 
them know that you carry Artcarved rings and 
see how Artcarved’s leadership in ring quality 
and ring advertising can bring more sales to your 


store and more and more profits to you. 


Ask your Artcarved representative about the com- 
plete Artcarved advertising-merchandising program 
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: Display it in your window! This full- 
eloved by brides for more than 100 years 
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page advertisement and other beauti 


WOODCREST” 


Diamond rings 





Artcarved ww 


Diamond and wedding rings 
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created by 


J.R. WOOD & SONS, INC. 


216 EAST 45th STREET, NEW YORK 17,N. Y. 
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ful Artcarved ads will be appearing 
soon in LIFE and LOOK. 


Watch for them! Display them in 
your store! 





*Trade Marks Reg. 











Everyone Wants Diamonduware! 


Complete Sales Program to Increase Your Profits! 
A tested sure-fire sales program .. . striking displays will 
sell more Diamondware than ever in ’51! Put high-profit, 
fast-turnover Diamondware in your silver or housewares 


department and stand back for the rush! 
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It’s the new stainless steel tableware that’s lovely as sterl- 
ing silver but doesn’t need polishing! No wonder everyone 
wants it! It’s tarnish-proof, labor-saving, and lovely! 









Amazing success stories like these prove 
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Hollow-handle knives . . . 52 piece service 
for 8... patterns designed by Raymond 
Loewy ... packaged in Diamondware’s 


exciting, exclusive Butler's Tray. The 
Butler’s Tray is available in natural hard- 
wood or silver gray. Makes stunning wall 
rack todisplay Diamondware. Orslidesin 
any drawer. Keeps Diamondware always 
orderly! Makes table setting easy. Carry 
anywhere—porch, terrace, yard. Place 
Diamondware direct from tray to table. 
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A PRODUCT OF DIAMOND SILVERSMITHS, LTD. 
A Division of Ekco Products Company 
1949 NORTH CICERO AVENUE, CHICAGO 39, ILLINOIS 
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In the course of 13 issues, LIFE is read by more 
than half the nation.* 


This means that in your market more people 
read LIFE than any other magazine. 


Think of what LIFE’s jewelry advertising 
can mean to you in terms of the number of 
people who will recognize your LIFE adver- 
tised merchandise. 








As jewelers throughout the nation have 
found, “‘Advertised-in-LIFE” helps their sell- 
ing. Plan for LIFE tie-ins in your store. 








Here are the products advertised in 
LIFE, from January through March 





EAST COAST: Michaels, Inc. in New Haven, Conn. Harry 
Lasher, Display Manager, wrote us regarding his latest LIFE 
window: “LIFE adds prestige to our displays. This tie-in re- 
sulted in many more sales than we had enjoyed ina long time!” 








WEST COAST: Almquist Jewelers Inc., in Los Angeles, re- 
cently put on a 16-product promotion. A. C. Almquist, Presi- 
dent, said: ‘The direct tie-up of merchandise in our store with 
nationally advertised products in LIFE stimulated great cus- 
tomer interest.” 








JEWELRY, CLOCKS 
AND WATCHES 
Artcarved Diamond and 
Wedding Rings 
Croton Watch 
De Beers Diamonds 
Elgin Watch 
. G-E Clocks 


Hickok Men’s Jewelry & 
Accessories 


Keepsake Diamond Rings 
Marvella Pearls 


Swank Men’s Jewelry & 
Accessories 


Telechron Clocks 


- Watchmakers of Switzer- 
land 


Westclox 


SILVERWARE 
Community Silverplate 


Holmes & Edwards 
Silverplate 

1847 Rogers Bros. Silver- 
plate 


1881 (R) Rogers (R) 
Silverplate 


CAMERA SUPPLIES 
Ansco 
Eastman Kodak 
Heiland Photographic 
Equipment 


PENS, PENCILS 
AND TYPEWRITERS 
Eversharp Writing 

Instruments 
Royal Typewriter 
Scripto Pencil 


Smith-Corona Type- 
writers 


SMOKING 
ACCESSORIES 
Alfred Dunhill 
Parker Flaminaire 


Ronson Lighters & 
Accessories 


Zippo Lighters & 
Accessories 


SHAVER 
Schick Shaver 


%* From the new, important Accumulative Audience Study 


by Alfred Politz Research, Inc., which measures the num- 
ber of people who read a single issue of LIFE (23,950,000 
Americans) and reveals how this audience grows in the 
course of 13 issues to a total of 62,600,000 different people. 
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DIAMOND DIGEST 


THE STORY OF DIAMONDS 


(Part One) | 


| | Leading progressive jewelers contend 
that when retail salesmen increase 

their knowledge of diamonds, their 

| sales also increase. One reason is 

| Obvious. An appreciation of the 





tremendous amount of skilled effort, 
time and money that is expended to 
give diamonds their everlasting 
beauty creates a genuine enthusiasm 
for them. This enthusiasm, subtly 
transmitted to customers, is bound to 
heighten their desire for the most 
precious of all gems. 


In 1948, approximately two and a 
quarter tons of diamonds were produced 
in the world. The cost of finding, 
mining, and culling them from the 
"blue ground," which is their usual 
matrix, amounted to many millions of 
dollars. But of the two and a quarter 
tons, almost all were suitable only 
for industrial use. Just a small 
fraction became fine gems ultimately 
used for rings and other jewelry. 


The diamond in its rough state is 
very unimpressive. In fact, history 
records that when King Edward VII saw 
the huge Cullinan diamond in the rough 
he thought it looked like a piece of 
cheap dirty glass. 


Nature, of course, created the 
diamond crystals over periods of 
years —-— how many, no one can accu-— 
rately say. These crystals constitute 
what we call rough diamonds. But 
before those diamonds can be used for 
personal adornment, they are usually 
sawed, cut, then polished. These 
operations are necessary to give 
diamonds their shape and full brilli- 
ance. Ail this is time-consuming and 
costly, and requires high calibre 
craftsmen. 


Consider, for example, the polisher. 
He must place the facets on the stone : 
with utmost precision so that the : 
finished diamond develops maximum 
light refraction. Imagine how skilled 
he must be to place 58 facets ona 
stone, which may possibly weigh no 
more than one point! 

“ we oi +: —gia RN S38 eS Sa eee 
(This is the first of a series on the 
fascinating story of diamonds. ) | 


Mine tiv. Oban, 6 Co. 


DIAMOND CUTTERS AND IMPORTERS 


oe pec tae Pi EEE AOI ER ORS ¢ 




























































































ented oe phe) ia 








608 FIFTH AVENUE NEW YORK 20, N. Y. 
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ITH First Sergeants again be- 

coming an element with which io 
reckon, we recall an old soldier of 25 
years’ service who had but one love: 
his watch! Maybe you’ve heard about 
him, but it’s a pleasant enough story 
to bear repeating. 

The sergeant gave his timepiece 
loving care, winding it carefully and 
polishing it every day. It would have 
been an even tougher day for his 
company (if such a thing were pos- 
sible) if his watch had ever been off 
a fraction of a second in the morn- 
ing. One of the sergeant’s most im- 
portant tasks—and the one he liked 
the best—was to fire the retreat can- 
non every afternoon. This duty he 
performed in the best military man- 
ner and timed it to the split second. 
One day, he told one of his corporals 
that in all the months he had been ai 
the camp, his watch had never gained 
nor lost a second. “I check it every 
day with the jeweler’s clock in town,” 
he said, “and it’s exactly right.” 

Later in the month, the corporal 
had occasion to go to the jeweler and 
the subject of time came up. The 
jeweler proudly pointed to his clock 
in the window. ‘“That’s the best clock 
in the world,” he said. “I check it 
every afternoon with the retreat can- 
non at the camp and this clock of 
mine runs exactly on time—right to 
the split second.” ) 


o © 
A RECENT pogonology revealed 


that a national survey shows that 
most American males practice pogo- 
notomy every day in the week. The 
survey, conducted by Eversharp- 
Schick, also unveiled the fact that 
Pogonotrophy, so popular in the gay 
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Nineties, has virtually vanished from 
the American scene. 

For the benefit of those whose dic- 
tionaries aren’t handy, the following 
definitions are presented (Another 
J C-K service!) : 

Pogonology is the study of beards. 

Pogonotomy is the act of shaving. 

Pogonotrophy is beard growing. 


o 


ON’T judge a book by its cover! 
The other day, we heard a story 
from John Heaslip, lecturer for the 
Sterling Silversmiths Guild, about a 
salesclerk who made a practice of 
shunting all shabbily dressed custom- 





How Do You Compare? 





Average Increase 
in Volume 
Per Jewelry Store 
in U.S. 
1939—1948 


$57,590 







$24,837 


1939 1948 











Results of the 1948 Census of Business are 
brought closer to home for the individual 
jeweler on Page 112 in this issue. Jewelers’ 
Circular-Keystone analyzes the government 
figures on 1948 jewelry sales as compared 
with 1939 for each of the 48 states and the 
District of Columbia. 

How does your store compare with the 
average for your state? 
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ers to other clerks, grabbing the more 
affluent-looking for himself. The day 
came when he just couldn’t avoid 
waiting on a_poorly-dressed, run- 
down-at-the-heel lady, because all the 
other salesclerks were occupied with 
customers. This old gal was the type 
who wouldn’t have to ask you for 
a dime—you’d give it to her on sight. 
The lady asked to see some sterling 
flatware, which the salesclerk, under 
the eyes of his boss, reluctantly 
showed her. In fact, his repugnance 
was noticed by the old lady. So, to 
put him at ease, she reached dis- 
creetly into her stocking and brought 
forth enough cash from her “First 
National Bank” to buy the store and 
keep the salesclerk in a manner to 
which he was decidedly unaccus- 
tomed. She explained that she wanted 
two complete sets of flatware and the 
necessary hollowware pieces to go 
with them for her daughters who had 
just been married. 


Taught the salesclerk a lesson. 
© © 


F Time and Promotions: When 

Timothy C. Shea of Woodside, 
Queens, was reading some 1911 is- 
sues of a newspaper which had been 
microfilmed and were ready for the 
waste basket, he saw some coupons 
which were good for a “large, mas- 
sive wall clock,” which had been 
offered as a subscription inducement 
by the paper. Just for fun, he 
clipped out the 30 necessary and sub- 
mitted them to the Twin City Sentinel 
of Winston-Salem, N. C. Sentinel 
officials were baffled when they re- 
ceived the bulky envelope, but they 
called in a man who had been cir- 


99 


























The 


6 4 


i i 











es eee es 


1847 ROGERS BROS. 


103 PIECE ANNIVERSARY SERVICE! 
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It's profitable — you sell the set, all 103 pieces, for 
$128.75! 


It’s selling—because women, more and more, want 
a really complete silver service. ; 


Che Teen eee 
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spotlighted -in full-color double-page spreads 
in Ladies’ Home Journal (April) and Look (May 8). 
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Show it—in attractive window and coun- 
ter displays! 






Talk about if:—tell prospects how com- 


Advertise it —in your local newspaper plete the Anniversary Service is—every 
and on your radio and TY stations! piece a woman ever needs for serving 8, 
not just a few place settings! 


1847 ROGERS BROS. “. 
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culation manager at that time. He re- 
membered the promotion and thought 
Shea deserved a clock for his efforts. 

A search of local attics uncovered 
eleven of the clocks, but the owners 
of ten were loath to part with them, 
according to the story in the New 
York Times. The eleventh owner, 
feeling that the honor of the South 
was at stake in face of a Yankee 
challenge, agreed to give up her clock. 
Unfortunately, the pendulum was 
broken. Rather than repair the old 
timer, the management decided to 
send Shea a 1951 model that would 
run. 

When told by telephone that the 
parcel was on its way with both 
clocks, Shea’s wife laughed and said, 
“The ‘1951’ I’m glad to hear about. 
We can use it.” 


© © 


po interesting observations have 
been made on the amount of re- 
serve power gained or lost by an auto- 
matic watch under different running 
conditions. These resulted from a 
study of the winding indicator on the 
face of the automatic Boulevard 
watch of M. A. Mead & Co., Chicago, 
Il. 

It is immediately apparent to any- 
one that different results are obtained 
when the watch is worn on the right 











or left arm. It should be worn on 
your most active arm. On either arm. 
the wearer will find that accumulation 
of power is fastest when he is walking. 
Here, the wearer should wear gloves: 
otherwise, he is more likely to keep 
his hands in his pockets without 
swinging them. thus reducing the 
rate of winding. Type of employment 
is also a factor to be dealt with: 
driving a car adds very little to a 
watch’s reserve power, but a shoe- 
shine boy will always find his auto- 
matic fully wound. Another excellent 
method is playing golf—18 holes adds 
15 hours of reserve power, if there’s 
room for it; the winding mechanism 
automatically goes out of gear when 
40 hours of reserve are reached. An- 
other activity is attending a good 
show. Applauding accelerates the 
winding of your automatic watch. 
The loss of reserve power during 
eight hours in bed is five hours. 

So, depending on whether you’re 
right or left handed, it’s best to wear 
your watch on your most active arm. 
keep the watch on at night, and it’s 
not a bad idea to shine your shoes 
everyday. 


© © 
QUPFORT in the right places: Jn 


these days of high speeds, miracle 
drugs. and bigger television sets, it’s 




















"It's Zeke's first pair of shoes. We had ‘em bronzed!" 
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refreshing to read in the London 
Daily Mail that a church clock re- 
volted against being modernized. 
When it ground to a halt recently, 
after 17 years of good timekeeping, 
experts called in to repair it found 
the pendulum had been supported by 
an old corset stay, which had broken. 

The new piece of finely tempered 
steel which replaced the stay lasted 
only a week and villagers of Knowle, 
England, had to go without their 
usually dependable clock. 

Successive repairs did not help and 
the clock kept breaking down. Final- 
ly, the experts managed to keep the 
clock working, but after all this 
trouble and expense, the church au- 
thorities assert that if it stops again, 
it will be repaired all right, but with 
an old corset stay. 
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~ gers orders can be shipped over- 
night; others take days, weeks, 
or even months. But here is one that 
takes 300 years to deliver! 

The Robbins Co., Attleboro, Mass., 
manufacturers of awards, premiums, 
and costume jewelry, was recently 
given an order to strike 300 medal- 
lions for Harvard University’s Pea- 
body Museum of Architecture and 
Ethnology for the Dr. Alfred V. Kid- 
der Award which is given to the scien- 
tist making the most important contri- 
bution to American archeology dur- 
ing a three-year period. 

One hundred of these award medal- 
lions have been ordered from the 
Robbins firm, but naturally cannot be 
delivered until the special citation and 
winner’s name have been engraved on 
each. So, it will be 300 years before 
the last of the 100 medallions are en- 
eraved by the Robbins firm and de- 
livery completed. 

“It was difficult for me personally 
to guarantee on-time delivery for the 
next three centuries,” said Dave Jor- 
dan, vice-president and general man- 
ager of the 66-year-old firm, “but the 
first one was shipped on schedule this 
vear. That only leaves 299 years 
to go!” 


© © 


Score on lady watchmakers: 20 
plus one unconfirmed. Louise M. 
Walters of M. Lemp, Jewelers and Op- 
ticians of Syracuse, N. Y., and Mrs. 
Elliott Court of the Thomas Long 


Co.. Boston. are the two new addi- 


tions. 
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\" ALTER FLETCHER TETTS has found the 


one way to keep people trading at home. Tetts is now 
enjoying his 33rd year in the jewelry business in Bay 
City, Texas, where rice growing is the principal in- 
dustry, “When I first came here,” said Tetts, “no one 
was handling any china. It was assumed there was no 
demand for .t. Too expensive, except for a few people. 
And those few would buy it in Houston, Dallas, or San 
Antonio, even if it were available locally.” 

Tetts did not agree with popular opinion. To start 
off he ordered one line with dinner plates selling as high 
as one dollar each! At the time this was considered 
utter rashness. Today, Tetts features a full line of china 
with d-nner plates ranging up to six dollars each. 

But china is, more or less, a complement to Tetts’ 
silverware. 

This store actually sells more pieces of sterling silver 
than it does plated in the flatware lines. While it is not 
too unusual for a store to do more gross dollar volume 
with sterling than plated, few can boast actually selling 
more pieces of sterling than plated. 

“We carry 34 complete designs and patterns.” said 
Tetts. “And have for some time. We have found tha: 
in order to hold our volume we have to cater to indi- 
vidual tastes. People don’t buy silverware—they choose 
and select a pattern that appeals to them. 

“When a customer comes in to look at silverware and 
leaves saying they'll come back—sometime—you can be 
assured they failed to see a pattern they wanted. And 
they don’t know the pattern until they see it. But they 
know the patterns they don’t particularly care for. Con- 
sequently, they go elsewhere. Probably to the city where 
they can find just what they want!” 

Last year Tetts put on a promotion that proves his 
point unquestionably. 

Just before graduation, he made arrangements to have 
a show for the graduating class in his store. 

A local woman was engaged to show the graduates 
how to set a formal table and tell them about the his- 











Above: One of the displays which Tett's keeps in his store 
window at night. Right: The gift section of Tett's store 
was set aside to make room for chairs during the promotion 
to encourage high school graduates to shop for their silver- 
ware, china, and glassware at Tett's store in Bay City, Tex. 


QUALITY MERCHANDISE . .. 


by JOHN LORD 


tory and the making of china. This information was 
gathered from books found in the local library. Along 
with this, Tetts had a film on silver procured from 
Gorham. 

Because of limited space there were four shows within 
a two-day period. All together, including the refreshments 
served, the show cost around $150.00. 

At the end of each show the graduates were shown 
the Tetts’ selection of silverware and they were invited 
to pick a pattern. The graduates didn’t know about it 
at the time, but each received a spoon later in the pat- 
tern they selected. 

“This acted as a “starter.” Several graduates began 
buying to complete their set right away,” said Tetts. 

Of course the show had a dual purpose. The first pur- 
pose was to get these graduates into the store and be- 
come acquainted with the store’s personnel. It was as- 
sumed that enough sales would result to make it profit- 
able. 

“Three of the girls in the graduating class,” said Tetts, 
‘are already married. And we sold the china and silver- 
ware ... along with many gift items bought by class- 
mates.” 

In showing silverware, the salesclerk is cautioned 
against trying to sell them on any one pattern. 

“The customer must be free to choose,” said Tetts. 
“Otherwise, after they have bought, they won't be com- 
pletely satisfied with their purchase. We must have 
them back to buy hollowware and china. Keep them 
replacing the old with new patterns. We cannot afford 
to even think of any one sale being final.” 

The success of this first show encouraged Tetts to 
stage a show for the general public in the fall, with 
several manufacturers participating. 

“But a large show or a small show,” said Tetts, “could 
not be a success without an assortment of patterns to 
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Secret of Small Town Jeweler’s Success 


Small-town jewelers can’t complain if they assume their customers want 


only less expensive items and buy accordingly. They are actually encour- 


aging them to be price conscious. Here’s one way to keep customers home. 





More sales result because of Tett's policy of always showing china, glassware, and silverware together. 


appeal to the various tastes of the public.” While this 
show for the graduating class was by invitation only, the 
October show for the general public was backed up with 
advertising and publicity. 

“Our aim,” Tetts concluded, “in putting on this show 
in October, was to acquaint more people with the di- 
verse lines we stock and to convince our hometowners it 
isn’t necessary for them to travel two hundred miles in 
order to have a wide selection. 

“Our problem today is not selling silverware or china, 
but selling the people in our trade territory on the fact 
that they can buy it at home.” 

Often those “trade at home promotions” are a beggars’ 
plea, a persuasive method to induce the people to trade 
at home and be satisfied with what’s available. 

“We have to combat the feeling that we merit the 
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local patronage by being a localite ourselves. We must 
show the public we offer what is currently popular and 
at a price they would pay in the city. 

“Modern transportation means has put small town 
jewelers in close competition with the city jewelers. The 
big cities’ variety enticed many of our customers away, 
so it is logical to assume variety will entice them back to 
shop at home.” 

It is conclusive proof that the majority of small town 
people prefer better merchandise when it is available by 
Tetts’ experience. He sells more sterling than plated, 
because he has the selection in sterling. 

If the small town jeweler assumes his customers want 
the less expensive items and buys accordingly, he can 
not justly complain that his customers are price con- 
scious. He encouraged them to be so! 
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FASHION WINDOW 


Here’s a display to attract that ever-growing group 





of fashion-conscious women who look to jewelers for 


inspiration to buy those all-important accessories. 
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Spring dress fabrics on the panels and another draped out from the 
hand make an eye-catching background for this display of jewelry. 


= is a window to say “It’s Spring and 
here’s Fashion!” with an unusual velvet-covered mask 
and hand for jewelry display and branches of apple blos- 
soms—real or artificial—for Spring color. Jewelry 1s 
shown on an easily constructed screen-like panel covered 
with dress fabrics. 

The mask illustrated is one of several types made by 
the New Style Studio, 63 Madison Avenue, New York, 
especially for the showing of jewelry. The composition 
masks have ears of rubber so that earrings can easily be 
displayed. The masks are covered in velvet—your choice 
of color—stretched smoothly over the features and softly 
draped for the hair style. The matching hand is made 
entirely of rubber, covered in velvet, for showing rings 

(Please turn to page 177) 
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by VIRGINIA DIXON 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Source 


New Style Studio, 
63 Madison Avenue, 
New York 16, N. Y- 
New Style Studio 


Material 


Fashion Mask—velvet covered— 
rubber ear—any color—$10.50 


Rubber Hand—velvet covered to 
match mask—$9.50 

Fabric for covering screen panels 
and for drape 

Apple blossom branches 


Department Store 


Florist or Depart- 
ment Store 


Copy Card Show Card writer 
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Easy-to-make display fixtures for year-’round use. 


Ow: of the largest portions of the jewelry 
store display budget goes into the elevations and other 
types of semi-permanent “fixtures” which are used for 
supporting and displaying the merchandise. Since so 
much of the display dollar goes into these units, careful 
consideration should be given to their selection. 

There is a tendency in many jewelry stores to stick to 
the same style of fixtures as those previously used. This 
is unfortunate since only by the use of new materials and 
new designs can the jeweler’s window be made to appear 
fresh and interesting and appealing to the prospective 
customer. The presentation of your merchandise should 
be just as smart and up-to-date as the merchandise itself. 

New styles in jewelry and silverware call for new 
styles in display fixtures. Modern stores call for harmoni- 
ous designs in all the accessories that are seen in windows 
and @ases. Even the older style store fronts can be con- 
siderably modernized by a thoughtful selection of fix- 
tures. New materials and a new design approach to this 
problem can do much to transform your windows into 
efficient selling machines without in any way sacrificing 
the “quality” appearance which is essential to the jeweler. 

First of all, it should be understood that display fixtures 
are not decorative objects used to fill up window space 
or to attract attention to themselves, but functional objects 
devised to raise the merchandise from the window floor 
to levels at which each piece can be seen most readily 
and which in combination, comprise an arrangement 
pleasing to the eye of the passer-by. Elevations and fix- 
tures are necessary because an arrangement in which all 
the merchandise is laid flat on the floor is monotonous, 
uninteresting and definitely not eye-catching. The use of 
these fixtures also makes possible the showing of a larger 
selection of merchandise. 

Some fixtures must be designed to accommodate a 
large selection of merchandise in a limited area—a mass 
display. Others are designed to help make a pleasing 

(Please turn to page 142) 





Shelf units. 


FOR MarcH, 1951 


Ll 


1 | 
| 





Ohlight Spring Jewelry Creations 
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Suspended plaques and steps. 
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Cubes and cylinders. 
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Above: Gay Easter rabbits with flowers decorating their ears, natural 
rattan baskets and an artistic centerpiece with cream-colored pads 
made up this striking window at S. Jacobs, Minneapolis, Minn. Neck- 
laces and bracelets were hung on the centerpiece. Pads held lovely 
brooches. Rings were scattered on floor around decorations. 























Left: J. Herbert Hall, Pasadena, Calif., made a window display of 
jewelry accessories last Easter. Display has green velvet curtains and 
platform draped with rose velvet. A white rabbit holds umbrella. One 
unit showed purses; others showed jewelry. Silverware was also shown. 
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Below: Smith Patterson's, Boston, used gold tubing for organ pipes 
on each side of simulated church window. Dramatic purple fabric 
flowed down behind clusters of lilies to complete this impressive Easter 
message. Sterling hollowware was featured for Eastertime gift-giving. 
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Easter Git Windows 


Above: Easter window at Burnett Bros. of Seattle, Wash., featured 
arrangements of artificial lilies at sides and large rabbit in center. 
Rings, clocks, and watches were stressed as gifts for Easter shoppers. 


———— 


Right: Tom Channey, Jeweler, Phoenix, Ariz., featured jewelry in his 
Easter window last year. In front of center panel is a bust of woman 
wearing a gold cross and chain. Above her is oval alcove in which are 
grotesque chicks, a large Easter egg, and a diamond ring in velvet 
case; alcove is draped with pearl ropes. Curtains are red velvet. 
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Below: The stationery department of J. B. Hudson Co. of Minneapolis, 
received promotion with this window featuring greeting cards, mostly 
in floral designs, on a red-velvet flooring. Curtains were in soft mauve. 
Spun plastic rabbits accented Easter. Simplicity highlighted merchandise. 
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Duster coat over slim sheath forms 
chic ensemble and wears a jewelry 
ensemble of pins, earrings, and 
bracelet to give added smartness. 


In her Easter bonnet! Hats, large 
and small, are worn level on the 
head with brims projected forward 
to give added effect for earrings. 





Kaster Previews Summer 


Beautiful jewelry will add chic and smart. 
ness to the new softened silhouette that’s 


designed into spring and summer fashions. 


= Easter comes early and with it 
an awakening interest in a newly budding crop of fash- 
ions. Spring and summer dresses are designed with 
a new feeling for ease of motion, and with a softened 
but clearly defined silhouette that makes them a perfect 
background for showing-off beautiful jewelry. There is 
simple understatement to the new lightweight clothes of 
summer that makes all accessories very important and 
provides a wonderful opportunity to sell jewelry as an 
integral part of each woman’s wardrobe. 


SHEATH ENSEMBLES SELL JEWELRY ENSEMBLES 


One of the most important dress silhouettes to consider 
in relation to anticipated jewelry sales is the slender-line 
sheath, but a far different sheath than the skimpy gar- 
ment that appeared last season and which looked so much 
like a slip. The new sheath still emphasizes the slim 


"Bird of Paradise" bridal gown with a 
diamond betrothal set and traditional 
pearl necklace for a Spring wedding. 
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Jewelry Fashions 





by WINIFRED PARKER 
(Illustrations: Dorothy Burke) 





straight line, but there is a softening of detail and a wide 
choice of companion pieces that makes ensembles im- 
portant and creates a softer and more feminine fashion 
picture. 

Tunics are a favorite way of softening sheath dresses 
as well as capes, boleros, stoles, and boxy jackets. And 
remember the song of, “The Merry Oldsmobile” and 
oldtime pictures of men and women riding along dust- 
choked unpaved highways wearing Duster coats to protect 
their clothing? Well, Duster coats have been revived as 
a fashion and in a variety of glamorous materials, promise 
to be one of the most popular of summer ensembles when 
: worn over column-slim dresses. Pins, pins, and more pins 
| are needed to decorate all of the above type jackets, 
capes, dusters, and stoles! 

The basic sheath is designed to flatter the figure and 
has many surprising variations in softening details. Skirts, 

(Please turn to page 144) 

















Bare-top sheath softened with a cape- 
stole and sparkled with rhinestone en- 
semble and a flashing, dramatic ring. 
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Whimsical bird pins add glamour to 
this flaring pyramid coat with wide 
sleeves and chic, oversized pockets. 
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FASHION BRIEFS 


Clearly defined silhouettes in clothes—excel- 
lent for jewelry 


Sheath dress is important— incentive for jew- 
elry ensembles 


Best selling coat is Pyramid—needs brilliant 
pins 

Duster coat with slim dress is popular ensemble 

Hats worn level and forward—good with ear- 
rings 

Flower patterns are favorite jewelry design 

Simulated pearls often tipped with rhinestones 
or gold 

Gold edgings flash in fashion jewelry 

Diamonds and pearls combine in betrothal sets 

Color, color, color everywhere! 




























The glassware and gift section of the new Thomas Long store. 


Dack-Door Approach Designed 
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by EVERETT M. SMITH 


Smartly designed and inviting is the silverware section. 
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Dien best things backward in a para- 
doxical fashion, and establishing a new style for jewelry 
stores, The Thomas Long Company of Boston has stepped 
into line behind the rapidly growing national trend toward 
the decentralization of business. 

In fact, while the store’s frontage on the Worcester 
Turnpike includes two large show windows, topped by a 
broad marquee with illuminated sign, the back-door 
approach from the parking area has even larger display 
windows on a corner-frontage. 

Ample parking space is provided, overlooking beauti- 
fully wooded and landscaped Hammond Pond, and it is 
because of this attractive natural setting that the archi- 
tects, H. E. Davidson & Sons of Boston, designed the store 
so that—like so many of the newer types of better resi- 
dences—its back-door approach is as beautiful as the 
front. 

Beautiful, modern, and in this setting of natural beauty 
with surrounding trees, shrubs, and grassed areas, the 
store’s interior decor is a symphony of grays, gray-greens, 
and blues—a subtle and fitting background for the dis- 
play of the store’s beautiful line of merchandise. 

All neighboring stores in the new shopping center are 


or Drive-In Customer 


When Long’s, Boston, Mass., built their new 
suburban store in Chestnut Hill, they made 


certain, it was beautiful from every angle. 
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of modern architectural design which harmonize and com- 
plement each of the firms which has taken space in the 
center. 

Long’s new Chestnut Hill store is the only one within 
this area with big-city patronage, and is in line with the 
nationwide trend of building such branches in large shop- 
ping areas located at distances from congested urban 
areas, providing handy access alike for the motorist and 
for shoppers from the surrounding suburban area. 

Here in the store will be found nearly all the items 
carried at Long’s Boston store—the finest in diamonds for 
which Long’s is famous; as well as complete lines of 
sterling and watches. 

Customers entering from the front door will find the 
diamonds and watches on the left, and an extensive col- 
lection of solid-gold jewelry, as well as fine quality cos- 
tume pieces, along with men’s jewelry and handbags on 
the right of the center aisle. 

This aisle leads to a central rotunda, around the sweep- 
ing curves of which the china and glassware are located. 
Here will be found all the famous-name china brands 
and patterns. 

Newest in eyeball lighting has been coupled with the 


(Please turn to page 148) 
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Above: The front view of the store 
seen from the Worcester turnpike re- 
veals a design keyed to this modern 
suburban shopping area near Boston. 


Left: The jewelry and handbag depart- 
ment of the new Long store. The watch 
department is on the left. As this 
photograph reveals, the interior de- 
sign is tailored for modern shoppers. 
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- month JEWELERS’ CIRCULAR-KEYSTONE 
presented its analysis of the retail jewelry business for 
1948 in the nine geographical areas of the United States, 
as revealed by the latest Census of Business. 

To bring the results of this "48 Census closer to home 
for the individual jeweler, we have followed the same pro- 
cedure this month for each of the 48 states and the Dis- 
trict of Columbia. 

In the accompanying table the actual figures on sales 
and number of stores in each state in 1948 as revealed 





A JEWELERS' CIRCULAR-KEYSTONE ANALYSIS OF 


The Changing Picture of the Retail Market—part 1 


As Revealed by the 1948 Census of Business 


by this census, have been worked out on a percentage 
basis by JC-K to more graphically reveal (1) the increase 
in sales; (2) number of stores and (3) average increase 
in sales per store in each of these 49 areas. 

On a state-wide basis, the first four states with top 
jewelry volume in 1939—New York, California, Pennsyl- 
vania and Illinois, in order named—maintained their 
same sales position in 1948. 

Ohio which was in fifth position in 1939 in proportion 

(Please turn to page 153) 































































INCREASE IN JEWELRY STORE SALES, STORES AND SALES PER STORE BY STATE 1939—1948 
(As Revealed by the 1948 Census of Business) 
| 
| Sales Entire Year Sales Position in Relation 
(Thousand Dollars) to National Volume 
| | Average sia 
STATE | % Inc. %inc.in | % Inc. Sales | 
| 1948 1939 in Sales No. Stores | per Store 1948 1939 
“¢ | ous —_——— 
Te! 3,412 416 S| «105 152 24 29 
Ce oe Stee. es tt ea ge et 5,676 1,163 388 111 131 39 40 
Arkansas...... Se ea 3 ee ee ee 8,912 1,493 497 90 216 34 36 
ee cia SO eee ah aoe 112,238 30,125 273 127 2 2 
a a de i ad 12,057 3,734 223 60 102 31 25 
I 6 a aie we | 18,041 6,908 161 20 118 23 12 
iS Sd i ahs phils clit «4 excel 2,856 976 193 19 146 46 43 
District of Columbia....................... 15,363 5,052 204 53 99 26 23 
I heehee ee os oo as On 22,416 6,804 229 97 67 15 13 
RRR PERe 2oe eae Grice ere saeane a 22,491 5,571 304 81 123 14 20 
RR eet aie Fore no oo 4,443 1,128 294 53 157 40 41 
a a a a oe a Oe oe 83,519 21,645 286 48 161 4 
ct ae ire ate aia sige oa ek leks oe 34,265 9,218 275 34 178 10 11 
RET RSS ARR ete eee meme ne 18,458 5,217 254 19 198 22 22 
so eee cee Ll ea ae 14,294 3,256 338 56 182 28 30 
i a Pe le ar 13,043 3,563 266 46 150 27 
TES eae Gs Seas 18,529 5,023 269 83 101 21 24 
| ESET SRS Pe ie Re eee rw 7,080 2,091 239 26 167 36 35 
EECA Re thereto eb ete 19,015 6,115 211 44 126 20 16 
REFS ete ae ran ee ee ae 43,248 17,491 147 20 106 8 6 
ae i Bi as a Sh 49,568 15,403 222 50 115 7 8 
a ea ee ae 21,439 6,161 248 29 170 17 15 
a a 7,561 1,385 446 108 163 35 38 
ET A Ee a ee 28 ,840 9,398 207 51 104 11 10 
a ease le ee ae 4,084 : 215 20 163 43 39 
ee ig a ee ks oe as edule 9, :. 332 32 228 33 34 
kode caine bay kes cain aaa 2,036 645 216 95 62 49 48 
RARER ea rasta ee oe 3,107 1,056 194 11 166 45 42 
da aise ne a henee beaut 39,929 11,701 241 53 123 
I i 4,368 742 489 129 167 41 46 
Tk i ot oak kena wwe Keele 145,327 55,729 161 32 95 1 1 
| TRIES I era ee 21,789 5,890 269 84 101 16 19 
ETT RISA LEA ATR AT 4,145 8 387 32 260 42 44 
Te » 205 20,210 242 36 151 6 5 
EAE SA ete rena 14,716 3, 314 30 220 27 28 
a a ae 15,582 3,714 3 60 162 25 26 
ERR RT Se peep rr rT ee 84,571 29,126 182 33 160 
ESS RSE pee vampire 6,272 3,085 103 11 80 37 31 
| a es 9,908 2,555 287 108 86 32 33 
ETE IE TT Se 4,035 793 409 62 214 44 45 
i iss cad ctiegee bk peneueeel 21.306 5,433 292 101 94 18 21 
CE ETAT cere PE EEE 71,671 16,251 341 70 160 5 7 
es ii ek eee sed ease male 5,796 1,434 3 58 156 38 37 
aa iis cain cow aa sik caue ue aml 2,055 180 170 48 47 
i se wih ie ad wae 20,712 6,070 241 46 135 19 17 
ERR SRE ESE eo wets epee 25,016 6,027 315 50 176 12 18 
I ae i x acted cae a-ereninn enna 12,521 3,074 306 65 146 30 32 
I ee 23,481 6,455 269 10 230 13 14 
ial ees ara ck aad wicca’ ee 2,456 539 356 52 199 47 49 
| NATIONAL | 1,224,878 361,595 239 46 131 
























THE JEWELERS’ CIRCULAR-KEYSTONE 















ee eer 


ARS 























NOW, AS ALWAYS > 


—— 


Top quality 
roducts 


> — a 


ffectively } 
re-sold a pg = 


silver plate. $12.25 plus tax. 
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RONSON QUEEN ANNE 
Table lighter in heavy silver 
plate. $12.25 plus tax. 
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o add to your 
store traffic, profits “ea... 
and good will 








Ronsons in your window bring prospects through your doors. 


, , RONSON TEN-A-CASE 
Ronsons in your display cases mean profitable sales, sales that make loyal customers. Lightee-clgneatie dni. Galler Meld 
engine-turned. $16.50. 


The established Ronson favorites and the latest Ronson 


Ppa eeen em 


creations are presold for you in magazines, network radio and television 
and in television spots in leading cities. All have the beauty of design, 
precision workmanship, enduring dependability that make Ronson 


far outsell all other lighters. Be proud to display your Ronsons, the lighters 








that millions are proud to buy and receive. ae 
RONSON WHIRLWIND 
° ° Windproof lighter, disappearing wind- 
Every month’s a selling month for you with shield. Chromium and genuine black 


saddie leather, 24K gold tooled. $9.25. 








Press— 

it’s lit! 
Release— 

it’s out! 
Safely out the 
instant you 
lift your finger 








1951 


FASHION ACADEMY 


WORLD'S GREATEST LIGHTER | cota mepar | gy, RONSON ADONIS 


plate, engine-turned. $10. 











Enjoy Ronson’s “20 Questions”! Radio—Sat. nights (Sun. nights, 
Pacific Coast), MBS. Television—Fri. nights in many cities Ronson Art Metal Works, Inc., Newark 2, N. J. 
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— are many business men, store owners 
particularly, and jewelers among them, who, because of 
lack of knowledge and reticence about seeking expert 
advice, pay higher taxes than they’re obliged to when 
that old March 15th deadline rolls around. In many 
cases, good accounting and advance planning can result 
in a tax saving. 

While the government needs all the money to which it 
is legally entitled, it does not want you to pay more 
than you should. Knowing how much to pay, however, 
is dependent upon good accounting as well as a consid- 
eration of tax effects before going ahead with any busi- 
ness expenditures. In other words, advance planning. 
Take the routine matter of buying a new delivery truck. 
A jeweler in Florida was about to buy a new station 
wagon for deliveries. The depreciated value of his old 
station wagon on the books was $1,000. The station 
wagon had had hard use, however, and the dealer would 
allow him only $600 on a trade-in. 

The jeweler stopped to consider the tax effects, and 
decided to make two separate transactions: he sold the 
old station wagon for $600, then used the cash to help 
buy the new one. 
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This article has been prepared with the cooperation of the American Institute of 


Accountants, the national professional society of Certified Public Accountants. 


By selling the car for less than its depreciated value, 
the jeweler sustained a book loss of $400 which he could 
deduct in full on his tax return. If he had traded in the 
car, he would not have been allowed to claim the loss. 
For tax purposes, no loss or gain is deemed to result from 
a trade-in. 

Suppose, however, the dealer had offered $400 more 
than the depreciated value. Then the jeweler would have 
been wiser to go ahead with the trade-in, since his $400 
book profit would not be taxable. 


HUNDREDS OF OPPORTUNITIES 


In the operation of your store, there are hundreds of 
opportunities like this—occasions where changing the 
form of a transaction may result in important tax savings. 

Remember, if you forget about taxes until the end of 
your tax year, the opportunity for really significant sav- 
ings is gone. 

The best accounting assistance available is that of the 
certified public accountant. He has passed a difficult 
State examination, and has satisfied State officials that he 
has the education, experience and skill necessary to help 
you with your accounting problems. Acquire the good 
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By Advance Planning and Good Records 


Without good records, no jewelry store can operate efficiently. Nor 


can you support tax deductions without proper accounting. This article 


reveals how advance planning can prevent overpayments of business taxes. 


habit of getting him to advise you. When legal problems 
are involved, you naturally will need the advice of a 
lawyer. 

The following cases illustrate how advance planning 
can save a jeweler money. but don’t attempt to plan a 
transaction with one of these cases as a model. A slight 
variation which might seem unimportant to a layman 
might completely alter the tax status. Seek professional 
advice. 


SON HELPING IN STORE 


Joe Brown’s 17-year-old son worked vacations and 
Saturdays in his father’s jewelry store. Brown made the 
following salary arrangement: 

He paid his son approximately the same wages he would 
have paid help with similar experience, but he was careful 
to keep the annual total under $500. 

Brown deducted the salary as a necessary business 
expense. Then, since his son had earned under $500, 
Brown was able to deduct $600 for him as a dependent. 

The son, having made under $600, did not have to pay 
any income tax on his wages. However, he did file a 
return in order to collect the money withheld for tax 
purposes. 


HOW ABOUT REPAIRS? 


A Western jeweler, Smith, decided to make some al- 
terations in his store. 

He asked a contractor to estimate on the following 
work: repair bad spots on roof, replace coal furnace with 
oil, relocate steam pipes, install modern electrical wiring 
system, mend broken plaster, paint walls and ceilings, 
build new shelves and remodel front. The estimate was 
$12,000. 

Smith believed he could deduct the entire amount from 
taxable income under the heading “repairs.” But before 
signing the contract, he checked up on the facts. He was 
well rewarded. If he had gone ahead as planned, he 
would have lost a deduction of $6,000. 

He would have lost the deduction for this reason: 

Cost of repairs is deductible. Cost of improvements is 
not. You are simply allowed to take annual depreciation 
on improvements. If repairs are done as part of a general 
improvement plan, or if separate records of repairs are 
not kept, they may be considered to be improvements 
and not deductible. 

Smith’s first job was to decide which were improve- 
ments and which were repairs. Repairs are considered 
by the Treasury to be steps necessary to keep property 
in reasonable repair without adding appreciably to its 
value. In this case, the Treasury accepted as repairs: 
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mending the bad spots on the roof, relocating the steam 
pipes, mending the broken plaster, and painting the walls 
and ceilings. All the other items were classed as im- 
provements. 

Two separate contracts were drawn up—one for re- 
pairs, one for improvements. The repairs amounted to 
$6,000. Thanks to his alertness, Smith was able to de- 
duct the full $6,000 on his return. 


JEWELRY STORE BURNS 
A jewelry store in New England was completely de- 


stroyed by fire. The building was insured for $50,000. 

Rebuilding would cost about $50,000. Instead of re- 
building, the jeweler decided to buy a suitable building 
in the same city. The replacement building cost $50,000. 

Payment of the insurance was delayed due to a tech- 
nicality, so the jeweler decided to buy the new building 
immediately, financing the purchase with a bank loan to 
be paid when the insurance was paid. 

The transaction was all set when the president of the 
store investigated the tax consequences. His vigilance 
saved the company thousands of dollars in taxes. 

The huge tax liability would have come about in this 
way: 

The building had been depreciated for tax purposes, 
until, at the time of the fire, its value on the books was 
$20.000. The $50,000 insurance, therefore, represented a 
book gain of $30,000 over the depreciated value. 

If the company had purchased the new building before 
receiving the insurance proceeds, it would have had to 
pay taxes on the full $30,000 gain. 

That $30,000 would have been taxable, even though 
the insurance merely paid for the replacement, and no 
actual gain resulted. 

The same rule applies to all casualty losses. To avoid 
a taxable gain, you must purchase the replacement after 
—never before—you receive the insurance proceeds. 

It is usually a good idea to put the insurance money 
in a separate bank account, so that you can definitely 
trace all the proceeds of the awards into the payments for 
the property purchased. 


INVENTORY SAVINGS 

Proper computation of your inventory may save you 
a lot in taxes. You are offered several alternatives in 
compuling your inventory. The subject, however, is so 
complex that an illustration here might be misleading. 

Your inventory is likely to be computed on a basis 
known as FIFO. With the trend towards rising prices, 
LIFO might be a more profitable way to compute your 

(Please turn to page 152) 
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EKleetric Housewares 





Puts Stress On 
Wide Gift Market 








By emphasizing electric housewares as gifts, this 


campaign will help jewelers carrying this type of 


Merchandising Campaign 








merchandise, to promote increased traffic and sales. 


—— housewares distributors and 
dealers visiting the January Housewares Show in Chicago 
at the Navy Pier, January 18-25, witnessed the opening 
phase of a full-scale merchandising and promotional cam- 
paign, designed to help them capture a larger share of the 
profitable year-round gift market. This campaign which 
is sponsored by the Electric Housewares Section, National 
Electrical Manufacturers Association, has as its theme: 
Give Electric Housewares for every gift occasion. 

In 1950 the Electric Housewares Industry’s retail total 
was $600,000,000. The new goal is a billion-dollar share 
of the multi-billion dollars gift market. It is believed that 
this can best be accomplished by stimulating consumer 
acceptance toward a more widespread purchase of electric 
housewares items as year-round gifts—with special em- 
phasis on such natural promotional opportunities as 
Mother’s Day, Father’s Day, weddings, anniversaries, and 
birthdays. 

The campaign stresses such consumer benefits as: Elec- 
tric Housewares are beautiful as well as functional; few 
homes have all the basic 29 electric housewares con- 
veniences—yet need them all; more and more homes are 
becoming completely “mechanized,” making these items 
extremely welcome; electric housewares meet the require- 
ments of a perfect “personal” or “family” gift; and they 
also offer a wide choice of gifts to meet all types of 
budgets. 

Retailers enthusiastically foresee through the campaign 
such benefits to them as: increased continuous and new 
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consumer traffic for electric housewares departments; 
higher ticket volume, for gift buyers are not price buyers; 
the gift theme permits continuing promotion for basic 
electric housewares stock; use of gift certificates will help 
clinch many extra sales and create double traffic; electric 
housewares as all-occasion gifts can make them a major 
contributor to overall volume. 


The campaign will be carried out at the retail level by 
appliance dealers, public utility companies, jewelry, drug, 
hardware, and department stores, who will receive basic 
campaign posters and window streamers at no cost. 
Advertising will reach all retailers through the trade 
press. Matted ads, headings and copy suggestions will 
be available through the syndicated services of most news- 
papers and from appliance manufacturers. Manufacturers 
national advertising and publicity will help tie-in the 
theme via the consumer press, magazines, radio, tele- 
vision, and syndicate columns. Exploitation is also under- 
way apprising resident buying offices, trade groups and 
associations, chain stores, house organs, and electrical 
leagues of the program. Merchandising helps in the way 
of gift certificates, window display contests, permanent 
display ideas, and gift packing hints will also be available 
to dealers. The colorful, attractive basic poster shows 2 
beaming man presenting an electric housewares gift box 
to his lady-fair, and the window streamers depicting 
various gift occasions, all bear the identifying slogan and 
motivating theme of the campaign: GIVE ELECTRIC 
HOUSEWARES—FOR EVERY GIFT OCCASION. 
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ERE’S the G-E Clock-Radio especially designed 
for markets beyond the reach of 4-tube radios! 
That means millions of new prospects: everybody 
who needs a super-powered radio for hard-to-get 
stations. Two new, big features have been added 






G-E CLOCK-RADIOS OUTSELL ALL OTHER MAKES COMBINED! 


ef-powele 


to Model 535. It has 5 tubes plus rectifier, and a 
luminous pointer for easy tuning in the dark. PLUS 
all the great sales features that have made the G-E 
Clock-Radio the world’s fastest-selling radio. Your 
General Electric radio distributor has it now! 


General Electric Company, Receiver Division, Syracuse, New York 





Now Super-Powered Model #535 


Extra tube for distant stations. Automatically wakes you up, turns 
appliances on or off, turns itself off after you go to sleep, tells time 
even in the dark. Luminous pointer for easier dialing. $ 995* 
Superb performance. Rich cordovan plastic cabinet. 3 


Goa oon pad your enfin 
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GENERAL ELECTRIC 






WORLD’S FASTEST SELLING 
RADIO — Model 517 — Lovely 
Persian red plastic cabinet. All 
sales features. Also in alabaster 
ivory, Congo brown and porce- 


lain white, all at the $3495" 


same low price. 








*Subject to change without notice. Slightly higher West and South. 








































JIC SETS 


THEME FOR 1951 . 


MILVER PARADE 
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APRIL 12... APREL 28 





The 1951 Insignia for the Silver Parade 
will be used in all JIC advertising dur- 
ing the promotion period, April 12 to 28. 


**Silver—Your Most Beautiful Necessity” is the theme for this year’s Jewelry 


Industry Council’s Silver Parade. It is designed to spotlight the jewelry store, 


and thus help jewelers compete constructively against house-to-house selling. 


ky its promotional plan book for The 1951 
Silver Parade (April 12th to 28th), the Jewelry In- 
dustry Council will suggest that retailers stress the fol- 
lowing thought in promoting silver to the _ public: 
“Silver—Your Most Beautiful Necessity.” 

This theme is woven into newspaper, radio and direct- 
mail copy prepared for the 1951 Silver Parade Retailer 
Promotion Book. 

Also woven into newspaper, radio and direct-mail 
copy in this same idea book are words and phrases that 
emphasize to the public the benefits it obtains when it 
buys its silver needs and gifts at jewelry stores. 

In a foreword explaining why the Council has em- 
phasized the importance of promoting these benefits to 
the public, A. E. Haase, its Executive Director, says: 

“In 1948, at the request of forward-looking retail 
jewelers, the Council organized the Silver Parade idea 
on a nation-wide basis for the express purpose of help- 
ing retail jewelers compete constructively against house- 
to-house selling of silver. 

“Its purpose then—and its purpose now—in addition 
to the job of stirring up public interest in silver—is to 
put the limelight on the jewelry store—your jewelry 
store—as the place in your community to purchase silver. 
You have advantages that are worthy of the limelight. 


Here they are: 
“Only in the jewelry store is the public offered un- 
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limited selections of the finest patterns of the foremost 
silversmiths—as contrasted with the limited selection of 
the very few patterns offered by house-to-house salesmen. 

“Only in the jewelry store is the public offered quick 
delivery of silver from open stock of patterns guaranteed 
to remain “open,” so that pieces may be added at any 
time in the future. 

“Only in the jewelry store are the best values in silver 
to be found—ounce-for-ounce and dollar-for-dollar. 

“Only in the jewelry store are these necessary services 
available: Skillful engraving—immediate delivery—gift 
wrapp:ng — bride’s registry — and expert counsel and 
guidance based upon years of experience. 

“These benefits merit promotion—they deserve to 
be spotlighted, by every jeweler to the end that when the 
public thinks of silver it will think instinctively of the 
jewelry store as its logical headquarters for silver. 

“This idea book shows you how to promote these bene- 
fits to the public.” 

The Council’s promotion book, in addition to giving 
retailers numerous layout and copy ideas for newspaper 
advertising, as well as ideas for direct-mail campaigns 
and radio commercials, will also give them: (1) easy-to- 
use window display ideas; (2) numerous in-store mer- 
chandising ideas; (3) suggested publicity releases; and 
(4) suggestions on the use of television. 


(Please turn to page 155) 
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FREE photos... diamond mining and cutting 








Use them for store display 
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Use them for lecture material 


8 photographs on diamond mining .. . authentic step- 
by-step pictures taken in South Africa. 
9 photographs on diamond cutting . . . showing the 


step-by-step progress from rough to gem. 


These graphic, on-the-scene photographs worked for 
you, first, in magazine and newspaper articles on 
diamonds. Now, jewelers are asking for them to use 
in dramatizing diamond displays and talks. They’re 
part of the planned, all-out diamond promotion that 
stimulates diamond publicity, and uses diamond adver- 
tising, to help you sell. They’re yours, FREE. 

Order from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 E. 45th Street, New 
York 17, N. Y. 


De Beers helps you sell diamonds with: 


Three National Advertising Campaigns: 1. The Engage- 
ment Diamond Tradition—in Life and Look magazines. 2. Later-in- 
Life Diamonds—in The Saturday Evening Post. 3. Diamonds As 
Gems of Fashion—in Vogue and Harper’s Bazaar. 


Publicity in newspapers, magazines, on the radio and television. 


Movies —‘'The Eternal Gem’’— to show in your town. Write to 
Association Films, 347 Madison Avenue, New York 17, N. Y. 


Lectures throughout the country. 


Diamond Sales Manual. Helpful FREE booklet, ‘‘More Dollars 
from Diamonds.”’ Order from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 E. 45th St., New York 17, N. Y. 


Tie in with this all-out promotion — keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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Whether or not your April plans include showers of Diamonds, 


it will pay you well to get acquainted with Swirsky & Ehrlich, 


“America's tastest growing Diamond house.” The right source 


of supply can help you to merchandise more Diamonds, every 


month in the year. Inquiries cordially invited. 


LOOSE DIAMONDS EXCLUSIVELY 


SIR AY & CHALICH 


LOS ANGELES 13, CALIFORNIA 
220 West Fifth Street 
MUtual 3720 - VAndike 3809 


CHICAGO 2, ILLINOIS 
55 East Washington Street 
FRanklin 2-7791 


DALLAS 1, TEXAS 
1802 Main Street 
PRospect 1041] 


ANTWERP, BELGIUM 
62, Rue du Pélican 
296.29 


Diamond Photographs Courtesy of 
De Beers Consolidated Mines, Ltd. — 














DIAMOND IMPORTERS 





























From Interior Decorator 


To Modern Jeweler 


Interior decorator Armin Richtcr 
backed into the jewelry business 
when his customers demanded the 
necessary accessories to go with 
the modern furniture he displayed. 


by JOY KRAMER 


H.. many residents of your home town 
own a Charles Eames chair? Or a mobile sculpture? 
Would a foreign film outdraw Betty Grable at the corner 
movie house? Does a Bartok performance fill or empty 
the local concert hall? 

Oddly enough, these questions will affect the jewelry. 
silver, and crystalware you will sell in the next decade. 
So the wise retailer looks to architecture, music, and 
literature for the shadow of things to come. 


If the trend toward new shapes and new materials in 
jewelry has not yet evolved as a major economic factor. 
contemporary crafts pose several desirable merchandising 
opportunities. 

Correctly chosen, they can advance a jeweler’s reputa- 
tion for excellence of taste in an almost non-competitive 
field. For the jeweler who wishes to add an inexpensive 
department without threatening or compromising his 
finer jewelry, American ceramic and metal craftsmen 
have produced worthy wares at modest unit prices. Most 
important, through them the far sighted jeweler may 
anticipate and encourage an as yet hardly recognized 
desire to express in personal adornment the same motiva- 
tions that are reflected in today’s homes and arts. 

Whether contemporary design is a “good risk” for 
the individual jeweler depends, to a major extent, on the 
customs of his own neighbors. 

The answer lies beyond the plate glass windows of his 
shop, in the community without. For today’s tastes, and 
tomorrow's purchases, are reflected in the museums, the 
libraries, the concert halls and theaters of every city. The 
testimony is there for the asking. 

How directly tastes in art and apparel are related 
might best be illustrated in the story of Armin Richter, 
an interior decorator who pioneered in the retailing of 
contemporary craft jewelry. 

Armin Richter backed into the jewelry business. Half 
a dozen years ago, he was happily creating period in- 

(Please turn to page 154) 
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Consulting room where customer and salesclerk may discuss items 
desired. The compatibility of design between the modern design 
and the fine china and crystals is clearly evident in this room. 
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Typical of the fine hand-made jewelry sold at Richter's is this 
group shown on William Rotsler's iron sculpture. Fine design and 
careful craftsmanship reveal an_ individuality in this jewelry. 








A typical display at Richter's. This one, created for the Holi- 
day season, used a simple shelf and tube fixture to suggest 4 
Christmas tree. Traditional giftwares in modern theme are shown. 
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difference 


Encircling the girdle of every Circle of Light diamond 

is the ‘“difference’’ that makes this gem the paragon 

of preciousness ... the brilliant, blazing continuous facet of 

fire that, in other diamonds, is completely neglected. It’s the reason 
why more and more customers, today, demand the only diamond 


that actually looks larger, looks more beautiful to the naked eye. 


And, the Circle of Light Diamond, produced exclusively 
by the world’s leading diamond cutters, gives you that extra 
difference’ in value at a time when value is 


of paramount importance. 


CIRCLE os 
LIGHT diamond 


The diamond with the signature no other can copy 


Los Angeles Office: — an affiliate of 
220 West 5th St. i 
ByNG \ GO aD 62 WEST 47th STREET. NEW YORK CITY, N. Y. 


Diamond Tool Research Co.. 304 East 45th Street, N. Y. C. 











Melee Plant: Brothers, Tie. 
305 East 45th Street. N. Y. C. 
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A Sound Credit Policy For Better Business 


Credit, properly applied, has but one purpose: to increase sales. 


Don’t make the mistake of being too stringent—but be careful! A good 


credit manager must always be sales promotion minded to stay in business. 





Mr. Whiteaker is manager of the Whiteaker Credit Service of 
Seattle, Wash. He has been engaged in credit work for the past 
25 years, and has advised business men on their credit problems 
in many retail fields. Points in this article cover the most com- 
mon errors in credit policy as he has observed them. 





A PROPERLY managed credit program will 
inevitably result in increased sales totals. Here are some 
of the advantages which you may expect from the intelli- 
gent extension of credit to your customers: 

1. Your customers will buy more and better merchan- 
dise than they would if sales were on a “cash on the bar- 
relhead” basis. 

2. They will trade more often with you. Extension of 
credit gives you the opportunity to know your customers 
personally and by name. People like to trade where they 
are known. A cash customer, on the other hand, is any- 
body’s customer. 

3. A satisfied charge customer is an enthusiastic sales- 
man for you, through word-of-mouth recommendations 
of your store to his friends. 

4. Your dormant and active accounts provide you with 
a mailing list which gets results, for use in direct mail 
promotion. 

If your credit policy does not provide the proper con- 
trols on the other hand, you will be heading straight for 
trouble in the operation of your business. Merchandise 
on the shelves is just the same as money in the bank. 
When you sell on credit, the merchandise becomes an 
account receivable and you have, in effect. loaned money 
to your customers. 

To operate successfully on credit, therefore, you must 
be confident that the customer will pay for his merchan- 
dise within a reasonable period of time. You cannot stay 
in business without the necessary turnover of your inven- 
tory into money that is needed for operation and expan- 
sion of the business. 

Except in a relatively few large firms, the owner of the 
business must be his own credit manager. What, then. 
are the basic requirements of an effectively conducted 
credit policy? 

For one thing, it must be remembered that the sole 
purpose of extending credit is to increase your sales of 
jewelry. A too stringent policy that discourages more sales 
than it creates, defeats its own purpose. A good credit 
manager is always sales promotion minded. 

Your credit policy must, however, be selective. You 
cannot possibly extend credit to everyone simply because 
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by J. C. WHITEAKER 


he asks for it. In each case, you should be able to answer 
affirmatively two basic questions: “Can he pay?” and 
“Will he pay?” 

The question of a customer’s ability to pay can be 
determined by investigative procedures. Whether or not 
he will pay depends in part on what you find in your 
investigation, in part on your procedure in collecting. 
All credit work can be broken down into the two func- 
tions of investigation and collection. You must be pre- 
pared to exercise competently both functions in order to 
operate successfully on credit. 

Before you grant credit. your investigation should cover 
the following pertinent points: (1) Where is the customer 
employed, and how long has he been working in his 
present place of employment? (2) Does he own his home, 
or does he rent? (3) How long has he been living in the 
community? (4) What is his marital status, and how 
many dependents does he have? 

The objective of most of these questions will be fairly 
evident. If a man has worked for three or four years at 
the local box factory and owns his own home, for ex- 
ample, you may be sure he is a reasonably good credit 
risk. If he is a seasonal worker who lives in a motel or 
a rented home, on the other hand, you should proceed 
with caution. A man with a large family and only a 
moderate income, may find it difficult to keep his pay- 
ments up to date. 

Accurate detail work at this point will save you many 
hours of wasted effort—and possible bad accounts—later 
on. One simple precaution is to make sure that you have 
his name spelled correctly. The error of writing “Smith” 
for “Smyth” or “Smythe,” for example. may make your 
job difficult at a later date. Most names have a number 
of variations. If you do not understand him clearly, ask 
him to write it out for you. You will then have his signa- 
ture as well, for your files. 

The prospective credit customer’s address should like- 
wise be indicated with accuracy. This point is particularly 
essential with customers who live in rural areas. Your 
interviewee may tell you, for example, that he lives on 
RFD #1, which covers some 60 miles of country roads. 
In the event, that he later fails to pay his bill, you may 
have a day’s work ahead of you, finding out where he 
lives. In such cases, ask in a conversational manner just 
where he lives from well-known landmarks such as a 

(Please turn to page 174) 
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by KATHRYN BEEBE 


Sullivan believes animation is impor- 
tant to the success of window displays. 
In this one featuring gifts for gradu- 
ates, two small figures garbed in cap 
and gown revolve on turntables at each 
side of display of gift suggestions. 


Dramatic Displays, Consistent Promotion 


Spell Success for Small J eweler 


A JEWELRY store only seven feet wide, in 
York, Pa., has some interesting news to tell about its 
promotions which have been making history in that part 
of the country. One of their promotions on diamonds 
during the wedding months of May and June has be- 
come an annual event because of its success. 

The promotional ideas at the M. L. Sullivan Jewelry 
Shop, at 30 N. George St., York, Pa., are the result of 
careful timing, eye-catching displays, plenty of good ad- 
vertising. In the diamond promotion, a great deal of 
care and finesse has been used in the store windows to 
create glamour for diamond rings. Green velvet was 
used as background to highlight each box containing the 
diamond rings. 

To insure notice by passersby, a large plastic fluores- 
cent sign in the background spelled out “Diamonds.” 
Two moving figures (on turn-tables) garbed in gradu- 
ation cap and gown augmented the splash and spectacle 
of the window. 

The attention-getting window was backed up by spot 
mention on one of the York radio stations, WSBA, in 
advertising in the daily newspapers, and by the store’s 
program over another radio station, WORK, which has 
live organ music. 

Other gifts highlighted in the window were clocks, 
watches, pearls, jewelry, and silver. 

This tiny store houses a business that began as a watch 
repair service about seven years ago. Believing that the 
location and the clientele offered him an opportunity for 
an exclusive, top quality jewelry shop, Sullivan remod- 
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eled his store about three years ago into custom-shop 
appearance. An upstairs balcony takes care of the bus- 
iness office and the present watch-repairing service. 
Sullivan places a great deal of faith in window dis- 
plays, and believes the moving type of fixture is ex- 
tremely important. During the time of the autumn fair 
in York, his display of diamond rings was set in a mini- 
ature revolving Fair Grounds swing. At Christmas time, 
the block is crowded with people waiting to see the 
(Please turn to page 197) 





Only seven feet in width, the M. L. Sullivan Jewelry Shop, as a result 
of consistent promotion, has the volume of a store many times its sizé. 
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ye) You can confidently count on the House of Winston to precisely 
al i} fulfill your stipulated requirements as to weight, quantity, 
quality and color of the diamonds you need—promptly and 

at satisfactory prices. Our stock of finished stones is the world’s largest. 


Our unique facilities are entirely at your disposal. 
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THE WINSTON COLLECTIONS MAY BE SHOWN 
ON REQUEST BY FINE JEWELERS IN YOUR CITY. 
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JOHN GRESHAN 


‘As Good As The Best’ 


Keeps Neighborhood Customers At Home 


J cwernns in small towns are sometimes 
faced with the very serious problem of competing with 
large, well stocked stores in easily accessible nearby cities. 
Of course, the only answer is to bring the same quality 
merchandise and service to the small town. However, 
this is not, as some jewelers may believe. bringing the 
mountain to Mohammed, for the Ernst Jewelry Co. in 
Huntsville, Tex., has found that a well planned campaign 
to keep business at home is worth all the effort involved. 

“We believe in offering the buying public a place to 
shop which is as good as the best,” Ernst says. And 
that’s exactly what he did in 1949 when he remodeled 
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Left: The modern design of Ernst's store is one 
of the reasons why this jeweler has been able to 
compete so well with nearby, big cities. Below: 
Ernst's smartly designed interior matches the ex- 
terior. Simplicity is the keynote of the displays 
which have attracted customers away from the big 
city to Ernst's small but very enterprising store. 








his store. “We were prompted to do this because of com- 
petitive reasons as well as self pride,” he continued. 
‘Houston is only 60 miles away and we had to do it.” 
Before deciding on the design of the new store, Ernst 
traveled about the country visiting other stores in order to 
get an idea of just what he wanted, in addition to study- 
ing store designs in the various magazines. He wanted 
to be certain of competing successfully with Houston 
stores in his town of 10,000 population. 
Although the new store is just two doors from their 
old one, the change in appearance is much greater. Start- 
(Please turn to page 180) 
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Cutting Works: 
64 West 48th Street 
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NEW YORK 20, N. Y. 
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To Sell Clocks, They Must Be Seen 


In addition to their massed displays which point up their 


wide selection of clocks, Duval’s, Miami, Fla., attributes 


many sales to alert suggestive selling by sales personnel. 


by R. A. LYNCH 


Store salesman, shown here with a 
customer, attributes store's  suc- 
cess with clocks to capitalizing 
on the many opportunities for sug- 
gestive selling which turn up daily. 


N MIAMI, Florida, whenever the subject of fine 

clocks comes up, it is almost a foregone conclusion 
that Duval Jewelry Company will be mentioned — for 
since this Flagler Street store was completed, manager 
Henry V. Jenkins has made a specialty of promoting 
clocks. 

There is no reason why the jeweler should let the 
fine clock business go to the department or furniture 
store, and middle-bracket clock sales to electrical appli- 
ance stores, according to Mr. Jenkins. His method of 
“keeping the public clock-minded” involves a “‘mass dis- 
play” in the center left wallcase of the store, one of the 
largest in the city, continuous use of window displays, 
suggestive selling which capitalizes on many opportuni- 
ties which turn up daily in the store, and a “democratic 
range” which runs all the way from moderately-priced 
mechanical] alarm clocks up to the finest electric chime 
models. 
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The Duval clock display incorporates an average of 
between 50 and 75 clocks, displayed in five tiers in 4 
wallcase. In addition to presenting so large a variety, 
Mr. Jenkins backs it up all the way with an equal 
inventory, only one or two leading samples of every 
line being actually on display in the case. There is 
only one fundamental requirement for a new clock to 
find its way into the store’s inventory, he pointed out, 
and that is that the clock must be “a leader in the line 
it represents.” Thus, the customer who wishes to spend 
only a few dollars can find a hand-painted, floral-decor- 
ated alarm clock at one end of the case, and the customer 
who wishes to give a worth-while housewarming gift to 
a friend may find a modernistic chime clock in the same 
case. 

“We believe in showing lots of clocks. and so promi- 
nently that the customer will not forget it.” Mr. Jenkins 


(Please turn to page 182) 
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for those who desire the finest. 


Individual treasures available on 


consignment for your special requirements. 
A complete selection of 
platinum and gold jewelry, precious 


colored stones and loose diamonds. 


DIPiielemiue ee leccwmacely 


$2,500 to $25,000 keystone. 
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The interior of the Futer Bros. store 
in York, Pa., shows the departmental. 
zation which was designed for better 
service. Diamonds and watches are feo. 
tured in departments located directly 
in front of the display window that js 
used to exhibit this merchandise. The 
store is lighted by fluorescent lamps 


by ROSS MILLER 





Gift Demand from New Home Owners 


Sparks Success of Basement Shop 


Mhasy jewelers who have found their sales 
picture was not too bright have decided to devote some 
of their space and energies to other lines in order to 
stimulate jewelry sales and add to their overall profits. 
When the Futer Brothers jewelry store in York, Pa., was 
confronted by a sliding sales graph, they decided that the 
addition of a giftwares department was ideal for their 
location. 

“But just to add a general line of gift merchandise 
wasn't the answer to our problem,” Parke H. Futer said. 
“There are already a few art and gift shops in town 
in addition to the one in the local department store. We felt 
that the giftware lines we should stock must not only cater 
to gift seekers but also to the new home and apartment 
owners who were coming in.” 

In York, new homes and apartment houses are being 
erected throughout the city and suburbs and Futer’s felt 
that a line of merchandise that could be useful in these 
new residences would be just as saleable as gifts pur- 
chased for holidays, weddings, birthdays and _ similar 
occasions. 

“The idea of stocking this type of merchandise was just 
this,” he continued. “As a rule customers buy gifts to give 
to someone. They seldom buy a gift item for themselves. 
However, by our stocking a complete assortment of gift- 
wares for the home. customers would be shopping for 
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Silverware settings are displayed on individual panels. Parke 
Futer is shown here demonstrating how easy it is to take down 
any setting customers wish to examine, and replace it easily. 


themselves, and in new homes there are so many items 
needed that it means several trips to the store each year. 

The giftwares department was established in the base: 
ment because it offered a greater area that could be de- 
voted to this line than the main floor. Further, in order 
to reach the department, it would be necessary to walk 
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30th Anniversary.. 


An Appreciation... 


to our hundreds of friends and 
customers whose confidence has contributed 
to the success of this institution and to 

its development as one of the nation’s 
foremost diamond sources. 


A Re-dedication... 


to those principles upon which this 
organization was founded — sincerity, 
integrity, ability. And now, three 
decades of experience throw into sharp 
highlight, a tradition of dependable service 
and unquestioned responsibility. 
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DIAMOND IMPORTERS 
55 East Washington Street, Chicago 2 
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In the glass and china departments 
everything on display is in open 
stock, so that sets or individual 
pieces may be procured. The store 
stocks only well known merchandise 
because they feel that national ad- 
vertising behind these products is 
exceedingly beneficial for traffic. 


through the jewelry store and thus each customer would 
see the jewelry displays in passing. 

The staircase leading to the basement department was 
decorated with stainless steel railings and a thick rug was 
placed on the stairs; pictures and small mirrors were 
hung on the walls. So that customers would become more 
familiar with the department, brilliantly lighted display 
cases were placed on either side of the staircase on the 
main floor with small signs reading “Complete Line of 
Giftwares in the Basement.” 

Small shadow boxes were placed strategically through- 
out the store, in addition to having one of the store’s 
outside display windows devoted exclusively to giftwares. 
“Since the installation of the new department, we have 
promoted it in every way possible just as we do our 








The store itself is located on one of the main corners of 
York. It has four display windows, two on each side, which 
allows constant rotation of all the many brands they carry. 
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regular jewelry promotions,” Futer said. “We use radio 
spots, consistent newspaper advertising, bus signs, direct 
mail, advertise on theater programs and make school 
exhibits. Although we can’t tell how much business we 
get from any one promotion, we feel that they are all 
worthwhile because business continues to grow.” 

The new department occupies a space about 15 by 25 
feet and is departmentalized into three sections: wooden- 
ware, glass and china, and a home giftwares section. 
“Merchandise in the woodenwares section includes such 
items as bookends, ash trays, drinking sets, office spe- 
cialties and serving trays. Prices range from $1.25 to $50, 
so that customers have a wide variety from which to 
choose in their price range.” - 

In the glass and china department. everything on dis- 
play is open stock so that sets or individual pieces may be 
procured. The store stocks only well known, branded 
merchandise because they feel that the national advertis- 
ing given these products is very beneficial. 

Formed in a U shape, the section devoted to home gift- 
wares stocks more than 50 different items such as silent 
butlers, candy dishes, center pieces, and candelabra. 
Prices start at $1.95. “Customers shopping our giftwares 
department can find just as many items for their own 
homes as they can for give-away gifts,”’ Futer emphasized. 

This section also features a large line of floor clocks 
that retail from $500 to $1300. The reason for the ready 
sales of these clocks is that many homes of the area are 
being built in the Colonial style and each resident is a 
ready prospect for them. Futer sells several each year 
and the market is steady. The higher priced ones outsell 
all the rest. 

The Futer Brothers store is located on the main corner 
in York known to local citizens as the square. The Futer 


(Please turn to page 196) 
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Imperial Cultured 
Pearls are like 
money in the bank 


... for those who sell them and those 
who buy them—particularly in these 


turbulent times. 


It is precisely in periods like this 
that people invest in precious jewels. 
knowing that the inherent value 
of the gems they buy will always 


remain constant. 


Imperial Cultured Pearls are 
precious jewels with heirloom qualities 
that will survive for generations. 





5 No. Wabash Avenue, Chicago 
DEarborn 2-2844 
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607 Fifth Avenue, New York 
PLaza 5-6387 


WORLD OVER 


To help you sell Imperial 
Cultured Pearls we provide you with 
national advertising (more than all other 
brands combined) . . . we back you up 
with Registration and Insurance 
(the only Cultured Pearls sold 
with such protection) . . . we ensure a 
continuous supply of necklaces, 
rings, bracelets, earrings, pins and 
other accessories—matchlessly styled 
and crafted . . . these are advantages 
that only the foremost importer 


in the world can provide! 


IY, selling — iz 7: 
if will pay you fo sell Imperial 
ilies Whrld 4 Finest ! 


Imperial Pearl Nyndicate 


607 So. Hill St., Los Angeles 
Tucker 6159 
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1. “Golden Age" 
Sterling Pattern 





3. Double-Duty Bracelet 





4. Religious Jewelry 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


Le eA eT ee 


[] 1. “Golden Age," a new sterling pattern by Frank Smith 
Silver Co., Gardner, Mass., has a 14K gold insert forming 
the centerpiece of the flower at top of the handle. Six-piece 

ti i i 75, T.l. 

5. Bedside Clock place setting of this new pattern retails for $44.75 





[] 2. Three from a new line of rings by Walter Lampl, Inc., 
608 Fifth Ave., N. Y., in 1/20 12K gold fill. ‘Jewelrings” | 
retail from $6.95 to $15.95 in plain gold fill or set with ; 
cultured or simulated pearls or with semi-precious stones. 


[] 3. Double-duty identification bracelet by Flex-Let Corp., . 
20 W. 47th St., N. Y., has stainless steel mesh band and 
a sterling identification plate which has spring bars to 
permit removal for use as watch strep. $12.95 retail T.l. 


[] 4. Four medals being featured in line of religious jewelry 
by The Catamore Co., 231 Pine St., Providence, R. |. Line 
includes sterling, gold filled and !0K rosaries and medals : 
in wide price range. Many of the items are hand engraved. 


6. “Banner Buy" Watches 


[] 5. This bedside clock, the "Imp," is new addition to line 
of modern design clocks by Telechron, Inc., Ashland, Mass. 
With ivory colored case and white dial with tobacco brown 
numerals and sweep second hand, $4.95 retail plus the tax. 


[] 6. Five of the newly-styled watches with DuraPowered |7- 2 
jewel movements being featured in the Banner Buys promo- 
tion Feb. 17 to April | by Elgin National Watch Company. 
Prices from top: $33.75, 37.50, $39.75, 45, $47.50. 
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The secret compartment contains 
specially treated paper which will 
ate} Molla Pa OLX- Mel cellalel a ai (-tolom ol-lalell 
to write your name, address, etc.; 
for immediate identification. 


heavy STERLING SILVER 
Rhodium Finished 


Also available in Gold-Filled and Gold. 


Order through your local jobber or wholesaler. 
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HENRY POMMIER. Inc. 


37 West 47th Street, New York 19, N. Y. 


FOR MARCH, 1951 











AAA 


ele ee Be a ana 


jadesadacs a5e! EE REREEEE 3 


OOOO MO 
MRS 


poenoneinnitehl 
eee wwe 


Hit 


PSs oituerertcowterateta 





2. New Airfiex Bands 


3. Watch and 
Bracelet Combination 








5. Wide Men's Band 
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C 
7. Beauty 7 
Compact 

CJ 





1. Pearls and Diamonds 





4. Women's Lighter 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. This new bridal set is one of several in a new line by 
J. R. Wood & Sons, Inc., 216 East 45th St., N. Y. This one 
has cultured pearls flanking the diamonds in |4K setting. 


2. Three new additions to the Airflex line of watchbands 
made by French Jewelry Co., 137 S. 8th St., Philadelphia. 
Top to bottom: the "Conquistador," the “Olympiad” and 
the "Sultan." Each has a gold filled top and stainless back. 


3. Combined watch and bracelet has been patented by 
Tourneau Watches, 431 Madison Ave., N. Y., in 14K white 
or yellow gold, $215, tax included. Also available with cover 
and set with diamonds, rubies, sapphires or other stones. 


4. New A. S. R. Ascot lighter for women, 1!/2'' high, 

gold-plated and encased in either a red, green or natural 
pigskin case. Small clip attached to case permits fasten- 
ing in handbag or to pocket or belt. Retails at $15, T.I. 


5. This extra wide men's watchband designed to give watch 
and bracelet effect of one solid piece of jewelry has just 
been introduced by Stonewall Products Co., N. Y. ''Viking” 
is 1/20 12K gold filled in three colors, stainless back. 


6. Engine turned by hand and with mirror finish, this bill 
clip from Charm Craft Corp., 198 Broadway, New York, is of 
1/20 12K gold filled. Suggested retail $12, tax included. 


7. Elgin American Beauty Compact has polished bronze 
border with center in satin finish with red and green floral 
colors. With magnifying and regular mirror, $7.50 retail. 
Distributed by Louis Sickles, 914 Walnut St., Philadelphia. 
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CCe~- ISLAND 


BEAUTIFUL, LUSTROUS, 


FF vex ort CULTURED PEARLS 


“THE CHERISHED GIFT” 
FOR EASTER—BIRTHDAYS— GRADUATIONS — ANNIVERSARIES 


Presences vy 4.6. Beckon 60. 
IMPORTERS, WHOLESALERS AND 


GENERAL JEWELRY DISTRIBUTORS 
CHICAGO 


STATE-MADISON BLDG. 








DALLAS 


PRAETORIAN BLDG. 


DENVER 


RAILWAY EXCHANGE 
BLDG. 


DETROIT 


MICHIGAN BLDG. 


NASHVILLE 


STAHLMAN BLDG. 











NICELY MATCHED—I8 INCH LENGTHS 


$29.50 verse = HF5.50 cevsrone — $75.00 scrsron 


10K. GOLD CLASPS—ATTRACTIVELY BOXED 
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Theyre New | 














1. Ladies’ Tiny Automatic 





3. Bracelet Watch and 
Matching Accessories 





4. Ladies’ Billfolds 

















5. “Aztec"’ Men's Watchband 





CHECK THESE ITEMS FOR PROFIT POSSIBILITIES fo 


[] Tiny self-winding waterproof ladies’ watch, Mido "Golden 
Goddess," in 14K gold case to retail at $250 including 
tax, is one of several new styles of these tiny watches to 
be introduced by Louis Aisenstein and Bros. during 1951. 








[] 2. Devo religious identification bracelets for servicemen 

, . and women by F. Whitaker Co., 50 Aleppo St., Providence. 

6. "Kitty-Belle" Alarm Small Miraculous medal on ladies’, scapular medal on men's. 
Heavily made, hand-tooled in rhodium plate in four sizes. 






[] 3. Simulated pearl and sapphire-covered watch with match- 
Ss | ing accessories introduced by Gotham Watches, of Ollendorf 
wpovineen ea sseietemen nese) Watch Co., 20 W. 47th St., N. Y. Three-piece set comes in 

a brocade-covered box for use as a permanent jewelry box. 








[] 4. These new ladies' billfolds from Buxton, Inc., Spring- 
field, Mass., are available in two patterns: one in tooled 
leather called ‘Persian Brocade," $4 retail plus tax; the 
other, "Persian Lamb" in smooth leather at $3.50 plus tax. 






[] 5. The "Aztec," newest addition to line of Explorer watch- 

7. Men's and bands by Speidel Corp., Providence, R. I., is available in 
Ladies’ Bands yellow, pink and white in 54" and 34" end sizes and with 
Calibrated Spring feature. Band retails for $11.95, F.T.I. 


[] 6. "Kitty-Belle," a new alarm clock by Sessions Clock Co. 
Forestville, Conn., has ivory plastic case 4" wide, 33/," 
high with 3" dial. Clock will retail at $4.50, plus tax; 
‘also available with luminous hands ond numerals at $5.50. 
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[] 7. Five new watchbands from the 1951 line of Marvel Jewel- ; 
ry Manufacturing Co., Providence, R. |. A wide variety 
new bracelet styles are available for both men and women. | 
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The great Robert Q. Lewis, of television fame 
is promoting to millions the A*S:R ASCOT name. 
He brings top entertainment, and the lighter that never fails 
Creating for Jewelers, Thousands of sales. 








ASR Ascot “Heritage” Set: Lighter with 


exclusive Ascot “Year L-o-n-g” Flint, Ciga- A-S°R A*S*R Ascot “Pagoda” Set: Oriental 
rette Server with ebony handles, and em- ASCOT motif. Lighter, four golden ash Trays, com- 
bossed Tray. Rhodium, copper, or brass “Classic pact utility ebony Stand. Gold finished 
finish. No Fed. Tax. Retail... * $27.50 Lighter” Lighter, lucite body in ebony, orient red 


Heritage Lighter: Rhodium, copper or brass Perennial favorite. In or jade green. No Fed. Tax. Retail $17.50 


finish. Beautifully gift packaged. No Fed Tax. Grecian design, Rhodi- “Pagoda” Lighter: Details as above. 
—. $13.95 ym finish. No Fed Tax. Striking black and = gift boxed. No 
Retail «i ( $13.95 Fed, Tox. Retell «i $14.95 
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AN A°’S°R ASCOT 
EXCLUSIVE 


ay 


LIGHTER 






With AvS°R’s exclu- 
sive “Year L-o-n-g” 
Flint. Built-in chim- 
ney. Ribbed design. 
Rugged. Smart. 
“‘Light-switch’”’ ac- 
tion. Extra fuel ca- 
pacity, for extra - — 
long serv i ce be- | oe finish. Verti- Non-tar ie . Padded Brown Alli- 
; i ‘ ) the handsome lighter. 

$8.95 Te —_NoTax. Retail. $9.95 
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Fashion Windows 
(From page 105) 


arrangement of only a few pieces of merchandise. What- 
ever their job, they, like the background, are of secon- 
dary importance to the merchandise and exist only to 
make that merchandise more attractive and appealing. 
Such fixtures are generally decorative in character, but 
they are not properly used merely to fill up space or to 
draw attention to themselves. Properly designed fixtures 
enhance the appearance of the merchandise, make it easy 
for the shopper to see every piece on display. They 
make the most complete use of the space available. avoid- 
ing both the appearance of crowding and of wasting 
precious space. : 

Many stores feel that some type of step elevation is the 
best solution to their problem. These do have their place. 
but their design has tended to become stereotyped and 
monctonous and they do not always make the best use 
of the space. 

Shelves of wood or glass with simple dowel or bracket 
supports are being increasingly used in place of steps. 
These can be made in individual flexible units that can 
be easily rearranged for variety. Because such shelves can 
overhang each other a few inches, additional space is 
made available without additional crowding—important 
in the small window where a quantity of merchandise 
must be shown. 

An assortment of cubes and cylinders of various 
heights and diameters can be used in endless combina- 


tions and make a most useful, simple type of fixtur 
These may be painted or fabric covered to harmonize ~ 
contrast with the window background. 

A kind of honeycomb shelf unit can be used againg 
the background to display a quantity of merchandise ang 
serve as a background filler while still leaving most of 
the window floor available for a table setting or grouping 
of additional merchandise. This type of display unit ha 
the advantage of “framing” each piece of merchandise 
individually although still showing many items in a smal] 
space. 

There are many plastic and glass fixtures on the market 
now which are fresh and smart looking. Because of their 
transparency, these units are particularly “self-effacing” 
and do a good job of keeping attention on the merchap. 
dise. Also they give the window a “light” look in cop. 
trast to the bulkiness of solid elevations which is particu. 
larly suited to modern store decoration. There are elabo. 
rate shelf units available in all plastic and plastic and 
glass combinations and various sizes and types of small 
tables and stands. These can be used in combination with 
wood or fabric covered elevations to advantage. 

The upper half of the window area is rarely used as 
much as it could be. Display units can be suspended from 
the ceiling to create extremely effective eye-catchers in 
addition to increasing the display area. Framed plaques, 
decorative cutouts, shelves and many types of plaques 
and panels can all be used in this way. These hanging 
units are particularly useful in attracting attention to the 
window from little distance—across the street, or from 
a passing car or bus. 
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There has always been a preference for covering 
jewelry store elevations in fabric. Fabric does make a 
fattering background for jewelry merchandise, but in 
cases where expense is an important consideration, the 
fact that fabric fades so quickly makes it less practical 
than painted finishes. Wood, well-sanded and painted 
with flat paint (rather than a glossy enamel) can be used 
for many fixtures and elevations. They can be quickly 
and easily repainted in the store for freshening up or for 
a change of color scheme. The quick-drying, water-mix 
paints are excellent for this and for painting back- 
erounds. They dry in less than an hour and have a soft 
dull finish. 

An example of versatility and adaptability in modern 
display fixtures 1s the “Peg Board” recently offered on 
the market. “Peg Board” consists of flat panels of tem- 
pered masonite in which holes have been punched on 
one inch centers over the entire board. Cadmium plated 
“negs” of various types lock into the holes and support 
brackets. bars. hooks or pieces of merchandise. The pegs 
are quickly removable and can be shifted about to permit 
an infinite variety of arrangements. The panels are avail- 
able in a variety of sizes, unfinished or lacquered, and 
with a variety of mountings of legs. Sample kits and 
price list will be sent on request to the manufacturer— 
B. B. Butler Manufacturing Company, Inc., 3432 North 
Avondale Avenue. Chicago 18, Ill. The panels have a 
very decorative appearance and make an extremely prac- 
tical type of fixture. 

The size and construction of the permanent window 


background will of course determine the styles, sizes and 
materials of the fixtures to be used. They should harmon- 
ize with the background in design and must not merely 
fit into the space available, but should be in proper scale 
or proportion to it. An over-size fixture in a small win- 
dow will make it look crowded even before any merchan- 
dise is placed on it. : 

Following is a check-list of questions which should help 
vou in choosing new fixtures. 

1. Are the sizes and shapes of the elevations related 
to the size and shape of your window? Do they look as 
if they really “belonged” in it? 

2. Are they adaptable to the showing of all the various 
types of merchandise you will wish to display on them? 

3. Can they be easily repainted or recovered, or if they 
have a permanent finish. does it harmonize with your 
permanent window background and will it contrast most 
effectively with the merchandise you will show on it? 

4. If the units are fabric covered, is the fabric of a 
texture suitable for the merchandise and one which will 
stand up well under wear? Will it show finger and pres- 
sure marks easily? Will it soil easily? Will it withstand 
sun and daylight without undue fading? 

5. Are the units designed to show the merchandise in 
an organized fashion, avoiding a cluttered effect even 
when considerable merchandise is shown? 

6. Is the cost comparable with the length of time you 
will wish to use them? Less expensive units, frequently 
replaced, will give greater interest to your windows than 
costly ones which must remain in use for a long period. 
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Summer Fashions 


(From page 109) 


for instance, have peg-topped hips for fullness of line, 
side drapes, apron effects, trumpet flounces flaring just 
below the hipline, and smooth hipline effects with soft 
fullness concentrated in the front of the skirt. Again pins 
are recommended to dramatize each skirt variation and 
give it additional interest. 

Bodices of the basic sheath are mostly low in cut and 
while some have straps over the shoulders others are com- 
pletely decolleté! Sheath bodices with medium or high 
necklines are apt to be quite sleeveless although a very 
new version has a whiff of sleeve that barely covers the 
shoulder curve. This bare-top and bare-arm fashion re- 
quires plenty of attention-getting jewelry and_ there 
couldn’t be a more conducive style for selling complete 
ensembles of necklaces, earrings and bracelets. Some ol 
the models in current fashion shows have been creating 
a lavish impression by wearing two necklaces with their 
bare-top dresses. An effective combination is a_three- 
strand choker of pearls worn with a longer necklace of 
radiant jewel-colored stones. 


PYRAMID COATS STILL IN FAVOR 


Coats are following the trend for easy motion whether 
in fitted or boxy styles. A fairly new silhouette is a 
Princess coat which stresses a nipped-in look at the waist- 
line and flows into an exaggerated swirl of skirt. The best 
selling coat, however, is the somewhat voluminous Pyra- 





mid which continues in popularity from last season, and 
which, in new shorter versions gives every indication of 
being the most important coat silhouette of summer fash. 
ion. Since many Pyramid coats have widely flaring three. 
quarter sleeves, huge turned-back cuffs, and OVEF-size 
pockets, the expanse of material lends itself to glitterins 
pocket and cuff pins and a whole series of brackets on 
be recommended to jingle on the forearm. 


A FRONT LINE STORY IN HATS 
The newest hat silhouette is which is called 


“plateau” and it is exactly what the word suggests—a flat 
and level looking outline. Of course there are many 


one 


variations of the plateau design, but whether the hats are 
small, close-fitting models, or large with floppy brims, 
they are all worn level on the head and with the brim 
projected forward. The back of the hats are cut rather 
high to allow for fuller back hair and chignons, and this 
in turn contributes to the importance of the front line 
effect. 

As might be expected during a season of ultra-feminine 
fashions. veils flutter from almost all hats with pretty 
allure. 
twisted into intriguing bows and others drift backward 
from shallow crowns. Ribbons, flowers, and bows add 


Some veils frame the face sweetly, some are 


frothy touches of galety and color tops the picture in 
what one leading hat designer calls singing shades! In 
spite of the competition from veils, flowers and _ bows, 
the importance of line in hat silhouette is so cleanly de- 
fined that jewelry is needed to give a final touch of groom- 
ing. The plateau silhouette is effectively enhanced by 
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GUARD RINGS 


in all genuine birthstones 


and in eight different styles. 
Large selection of genuine 


emerald guard rings in stock. 


Memorandum Selections gladly submitted. 


REPRESENTATIVES 
CHICAGO — Louis N. Rose, 29 East Madison St. 


PACIFIC COAST — Moe Diamond, 
220 West Fifth St., Los Angeles 








e DIAMOND PLATINUM 
WEDDING RINGS 


¢e DIAMOND PLATINUM 
DINNER RINGS 


e SINGLE STONE 
ENGAGEMENT RINGS 


New Designs are constantly being added 
to our already vast array of styles. Our 
fine quality craftsmanship speaks for itself. 
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Meyer Koulish Co., Inc. 


Serving the Jewelry Trade since 1920 
228 East 45th Street New York 17, N.Y. 


Members of American Gem Society 
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d § both earrings and chokers for head-line glamour. 

of 

. a NEW THINGS IN RINGS 

. - “The moving finger wriles; and, having writ, moves 
e oF on’ —(F orgive us, Omar!) The transition was irresistible 
g & since fingers always make me think of rings, and my first 
n - move this month in pursuit of jewelry fashions was a 


visit to J. R. Wood & Sons, who have specialized in beauti- 
ful engagement and wedding rings for more than a cen- 
o . . . . . . 
tury. This company is very influential in establishing 
d § fashions and one of their newest matched wedding and 
t & enzagement sets combines brilliant diamonds with tremu- 
ohal @) ° . ry . 
| lous cultured pearls set meltingly in yellow gold. his is 
e - certainly a departure from usual betrothal sets, but [I’ve 
: never seen rings more exquisitely bridal in effect. Another 
1 - new design blending loveliness and fire is a needle-point 
r & pattern in an illusion type mounting highlighting a center 
sg diamond of wonderful radiance. A lovely series presents 
2 § pierced flowers in lacy, open clusters surrounding Tiffany 
: set diamonds of seemingly enormous size, and another 
has individually-pronged diamonds in starry snowflake 
pg design. . 
. & Many of J. R. Wood's newest betrothal sets are finger 


| bracelet rings featuring segment center designs rather 


| § than an all-around flow of jewels and these are very com- 
1 § fortable to wear as well as beautiful in appearance. In 
| § the wide, wide bands are wedding bell and flower motifs 
centered in outer ribbons of gold, and three-tone effects 
| centering flower bouquets in a shimmer of pink-tinted 
gold flowers. Illustrated on the bride figure is the 
: diamond and pearl bethrothal set. 


Ce ee moe rens = - ma en " SEE 


Walter Lampl, Inc., is making news with a handsome 
line of gold-filled “Jewelrings” set with genuine stones, 
cultured pearls, and in some instances simulated pearls. 
All of the designs show a breathtaking concept of beauty 
as spiraled circles of gold climb high in dimension en- 
meshing luminous pearls; important half-ball pearls are 
lavishly scrolled with gold decér, and lacy criss-cross pat- 
terns of openwork gold are scattered with pearls like 
white clouds scattered in sunlight. In others, brown 
cameos, carved onyx and genuine scarabs are charmingly 
set in gold fill antique picture frames. These “Jewel- 
rings” are magnificently styled from the fashion view- 
point, and at an amazingly low price point, are certain 
to create enthusiastic applause wherever they appear. 


RIBBON TIED JEWELRY, GOLD EDGING, FLOWER PATTERNS 


L.. Heller & Son, Inc., makers of both La Tausea and 
Deltah lines of jewelry are contributing highly imagina- 
tive touches to the trend of “pretty femininity” in fashion. 
Talented Madame Majeska who designs for this house, 
brought out fascinating combinations of simulated pearls 
and colored glass beads tied with big taffeta bows, and a 
second series in which tiny ribbons are interspersed with 
the bead combinations. She has used color in brilliant 
profusion such as topaz blended with yellow pearls and 
tipped with miniature green flowers, coral and_ pearls 
tipped with rhinestones and tied with aqua bows, mingled 
strands of turquoise, coral and gold, and pink tones 
accented with blue or chartreuse. 

Tremendous crystal baroque beads or melon shapes 
are used in combination with clear glass flowers and 
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diamonds 
may be 
a girl’s 


but... 


Your best friend is more apt 
to be a St. Paul Companies’ 
JEWELERS’ BLock POLICy—the most in- 











clusive jewelers’ insurance protection 
available. 





Individually written, this broad block 
policy is tailor-made to fit your particular 
needs. 


Compare the costs and convenience of 
having one policy take the place of 
several. 


Simplified, complete coverage for greater 
security can be yours with a St. Paul 
Companies’ JEWELERS’ BLock PoLicy— 
from the pioneer company with the long- 
est and strongest record in the jewelers’ 
block insurance field. 


See your agent or broker. 


St. Paul Fire and Pye ay 
Marine Insurance .* 
Company2 





Mercury %." . 
Insurance Company |?!" 


EASTERN DEPT. HOME OFFICE PACIFIC DEPT. 
75 Maiden Lane 111 W. Fifth St. Mills Building 
New York 7, N. Y. St. Paul 2, Minn. San Francisco 4 



































irregular beads with rondelles are inserted between the 
difhevent shapes. One enormous baroque bead that looks 
born in secret depths of the sea is especially beautiful jy 
deep mauve brightened with pearls and tied with a side 
bow of mauve taffeta. These ribbon combinations and 
many others also come in regulation three- and foy,. 
strand necklaces. Pins, earrings and hair ornaments are 
given plenty of attention and bracelets are exceptionally 
beautiful. 

The Deltah line combines sparkling rhinestones with 
simulated pearls. Traditional two- and three-strand neck. 
laces are surprisingly flashed with rhinestone bands, have 
blazing rhinestone pendants, and earrings in brilliant 
circles of rhinestones like open-spoke wheels, dramati. 
cally surround large glowing pearls. 

Trifari, always instrumental in forming new fashion 
trends, is showing a spring garden of jewelled flowers, 
Delicate flower motifs include summer bellflowers edged 
in gold with dangling stamens which tinkle musically 
with every movement. Violets create a hauntingly roman. 
tic impression, Dogwood appears like a breath of spring, 
Sunflowers with scalloped gold edges are boldly eye. 
compelling and a Crocus of gold and square rhinestones 
forms another arresting set. Trifari is using flower de. 
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Clearance Advertising With Dignity 


Birks Jewelers, Yonge at Temperance, Toronto, Ont, 
has a solution to the perennial problem of how a jewelry 
store can retain a dignified and conservative style of 
newspaper advertising during annual clearance periods. 

Instead of resorting to the blatant, bargain-price type 
advertising that tends to detract from a store’s standing, 
Birks employed a very dignified ad in the format of an 
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open book, headed by the caption: “Birks Annual Plum 
Sale.” 

A sketch of a plum was centered in the ad which told 
that the sale would run for three days. 

Copy, in conservative, light-face type, read: “Selected 
merchandise from all departments reduced for clearance 
by one quarter, one third and mostly one half. 

“Also, a few desirable diamond-set brooches, pend- 
ants, rings and bracelet watches from our Estates De- 
partment. Limited quantities. Sorry, no mail, tele- 
phone, C.0.D. orders or exchanges.” 
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signs and pearls tipped with gold and some of the freshest 
sun-drenched colors to be seen anywhere: canary yellow, 
delicate rose, crisp lime, clear turquoise and frothy white. 
A glamorous series called, “Concerto” is composed of 
pear-shaped, marquis, and baguette stones in wonderful 
color combinations of canary and topaz, light and dark 
sapphires, mauve and amethyst. There are complete en- 
sembles of flower and leaf designs, hair ornaments and 
pins with a swoosh of jewels cascading from them. (lIllus- 
trated on sheath costume. ) 

This house is also introducing a new simulated Oriental 
pearl called Orientique, that has startling authenticity. 
These pearls are intended to be classic, and will be kept 
that way, no fancy designs for them, but one, two or 
three-strand necklaces in different sizes and graduations 
with single pearl earrings to harmonize. 


RHINESTONES IN JEWEL COLORS 


Mazer Brothers are well known for their fine fashion 
approach to jewelry design and have introduced a wealth 
of coler to their proudly classic rhinestone creations. 
Jewel colors of amethyst, ruby, sapphire, topaz, emerald 
and alexandrite are used with artistry, as well as clear 
crystal, rose, ice blue and jonquil. This house also com- 
bines glitter and sparkle as graceful lavaliere necklaces 
suspend radiant flowers. Mr. Sam Mazer took me on 
a comprehensive and interesting tour of his plant to see 
all the steps of fine craftsmanship which result in this 
satiny finished rhodium jewelry in which each stone is 
carefully handset. 

Especially desirable in current fashion is a lovely Mazer 


series of moonstones in silvery ribbons of rhodium or 
wave crescents of gold and iced with brilliant rhinestones. 
These opalescent blue stones coordinate perfectly with 
pastel tints of summer dresses and give delicate enchant- 
ment to sheer fabrics and white materials. A life-size 
pansy pin in living vibrant colors is the inspiration for 
a pin and earring set of striking beauty and will be a 
nautral complement to all the lilac and lavender hues of 
spring. Sophistication and whimsy is charmingly cap- 
tured in a series of bird and animal designs, and | fell 
quite in love with an elongated bird sporting fluted gold 
wing feathers twinkling with psuedo pink sapphires and 
a fantastically long pink sapphire tail. (Illustrated on 
the Pyramid coat.) 

And speaking of birds! You might like to know about 
the “Bird of Paradise” promotion that will break during 
Easter week, March 25, when Twentieth Century-Fox’s 
movie of this name is released. The picture was filmed 
against the naturally beautiful background of Hawaii and 
is the source of inspiration for many summer fashions. 
Promotional programs are tying in with Bird of Paradise 
colors, Polynesian costumes, and exotic island prints and 
the whole thing is expected to have quite an impact. A 
striking costume inspired by the bird’s cascading plumage 
and at the same time cleverly bringing to mind the side 
draping of a sarong is the bridal dress illustrated at the 
beginning of our fashion story and designed by Murray 
Hamburger and Co. We'll talk more about print fashions 
next month. 

Let’s take a brief summary of our current fashion in- 
formation and see how a jeweler can make practical use 
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Whether you're selecting a hat or store merchandise, 
the right choice depends on where you want to go. 
If you want the kind of patronage that creates 
prestige for your store then, obviously, 
you ll feature offerings of outstanding character. 
Search as you will, you'll find nothing more impressive, 
more expressive of discriminating taste than the 
ageless beauty, superb distinction and 
captivating chimes of a Herschede Floor Clock 


4M 


Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 
THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 


No. 294 (illustrated) 
superbly portrays 
18th Century styling 
861,” high. 


Either Westminster 
or Westminster 
Canterbury and 

Whittington 
Chimes. 





Write for 
catalog 
showing 

complete line, 








Cathedral Chimes 
on Tubular Bells 
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745 Fifth Avenue, New York 22, N. Y. ° Plaza 9-6346 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 


Quality Cultured Pearls 
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Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 
Tel. MUrray Hill 8-0648—0649 


Pacific Coast Ofice: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 


°9eoeo@eoco0oeoeeoeo@egceoeaodoeeeoeoageeeoececeeeaeaegoo.s 


i.) 


eo0oo0o0o ooo 0o eo00c0ogocoqooqoaqooqoqo0qo0o0o0cedcdcedoeo 8 8 O 


148 


1°) 


oooooo oo oo coooooooeoooeoooeoe@eceeeoecoecaoooooncncao0o7$6d 





of it for Easter selling. Perhaps his customer will be g 
young serviceman buying Easter jewelry for his best gir] 
and his mother. He hasn’t much money to spend, byt 
he has good taste and wants distinctive presents. If he’s 
pleased with his purchase he will certainly return whey 
the time comes for him to make the important purchase 
of a diamond. The jeweler can help him by suggesting 
something like the following: 

Jeweler: Women’s clothes hold the secret of what they 
will wear for jewelry accessories. Dresses for this sum. 
mer are going to be rather plain and will need to be 
dressed-up with sparkling colorful jewelry. 

Customer: Sally’s always right up to the minute jn 
everything she wears! I wonder if I should get a pin, 
a bracelet, or what! 

Jeweler: | recommend an ensemble of matching neck. 
lace, earrings, and bracelet . . . and here’s why. The 
most popular dresses are slim with special jackets, capes, 
or shawl things to wear over them. Ensembles! But 
under-dresses are apt to be like sun dresses with com- 
pletely bare tops and they can use ensemble jewelry, 
Here’s a flower set guaranteed to make even a pretty girl 
prettier ! 

Customer: Say, this is pretty! Jewel flowers all sparkly 
and edged in gold. Is it terribly expensive? 

Jeweler: No. It’s right in line with what you told me 
you wanted to spend, and flower designs and flashes of 
gold are tops in jewelry fashion. And now... take a 
look at this pin for your mother. 

Customer: It’s really a knockout! And you've prob- 
ably a good reason for recommending a pin. 

Jeweler: The best reason in the world! Clothes fashions, 
again! Women are using pins to decorate their new 
skirt styles . . . they need them for all type ensemble 
jackets . . . and full spring coats have big dramatic 
pockets and cuffs and big beautiful pins, like this one, 
call attention to the fashion line. 

Customer: You certainly make it easy for a fellow to 
make up his mind! I know they'll go for these. It’s good 
to buy from someone who knows his business. I don’t 
know anything about fashion. Thanks. Maybe one of 
these days I’ll be asking you to help me pick out a dia- 
mond ring. 





Back-Door Approach 


(From page 111) 


use of the latest in fluorescent illumination to provide the 
best possible display of all merchandise. 

The only jewelry store in this large shopping center— 
which includes a branch of the New York specialty store 
—the Franklin Simon Company; a department store 
branch of Filene’s Boston; a branch of R. H. Stearns and 
S. S. Pierce, also both of Boston, along with numerous 
smaller shops—the center is easy to reach by automobile. 

The store’s imposing new branch at the suburban 
Chestnut Hill shopping center on the Worcester Turnpike, 
between Hammond Street and Hammond Parkway, was 
opened to the public last fall, with appropriate ribbon- 
cutting ceremonies in which the store owners, F’. Forest 
Davidson and Allen Davidson took part. 

Robert Perkins of Brighton, who has been with Long’s 
for 15 years, has been appointed manager of the sub- 
urban store. 
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Mobile Luggage Display Improves Sales 


The simple act of relocating luggage displays from 
point to point around the sales floor, has considerably 
‘ncreased sales in this department for Sunshine Jewelers, 
Denver, Colo., according to Louis Sunshine, proprietor. 

Sunshine Jewelers, at 15th and Welton in the downtown 
Denver district, have consistently merchandised luggage 
over the past several years, devoting one window in the 
store exclusively to its display, suggesting it vigorously 
to customers dubious over gifts to please the family, and 
watching for indications that customers are about to take 
vacation trips. Two famous national brands are carried, 
with top-notch, well-accepted patterns in each, exclusively 
on an open stock basis which guarantees the luggage cus- 
tomer that the Sunshine store will provide the same pat- 
tern year after year. 

Instead of devoting a niche in the wall shelving or 
upper ledge to luggage displays, Sunshine has made it 
possible to move displays from one place to another, by 
constructing blonde hardwood platforms, mounted on 
easily-moved ball-shaped legs. which contain one com- 
plete ensemble each of five pieces, and which may be 
readily moved from one point in the store to another. 
“These shifting displays make it possible to show luggage 
at the front of the stere. rear, at the sides, near the office 
or wherever traffic will be heaviest for a particular 
period,” Sunshine said. “For example, during June, when 
much of our traffic consists of prospective newlyweds, 
the luggage display is concentrated as near the engage- 
ment ring and wedding ring cases as possible. Here, it is 





a natural step for salespeople to switch the customer’s 
interest from rings to luggage. once the first sales has 


been consummated. Similarly, during the vacation 
months, the luggage is displayed alongside other items 


which are natural for vacation interest, such as sun 
glasses, lighters, or new wallets” 

One of the worst drawbacks to selling luggage ‘in the 
jewelry store, the Denver jeweler has found, is the fact 
that salesmen frequently treat it as something foreign to 
jewelry-store lines, and are unfamiliar with fine points of 
construction and use. Therefore, all salespeople in the 
Sunshine store have been given the benefit of specific 
training, which enables them to present luggage with the 
same skill and the same facility as in selling a watch, 
cigarette lighter, fountain pen, etc. Each knows how to 
pack all items of luggage efficiently, how the interior 
hardware may be used to prevent wrinkles and to protect 
clothing perfectly. This polished approach frequently 
sells luggage where a bumbling, half-hearted attempt at 
the sale would meet with complete failure, Sunshine has 
found. 

The large picture window at the left side of the store. 
nearly twice the size of other windows in the store, and 
with a deep, stage-like floor behind, shows four or five 
neatly arranged ensembles at all times, plus gift leathers, 
such as brief cases, brief bags, catalog cases, makeup 
boxes, hat boxes, and jewel boxes “We feel that if the 
jeweler is to carry luggage at all, he should give it the 
same prestige and dignity as any other merchandise in 
the store, and by all means the same type of first-class 
selling effort.” Sunshine summed up. 
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Bice seen, there’s no forgetting the beauty 
of this lovely 14K white gold ring set with 
Aquamarine and Diamonds. Its exquisite de- 
sign and flawless execution will appeal to the 
most discriminating taste . the attractive 
price will gain it wide popularity. 

$100. Keystone 


i Trade Mark Registered In 
United States and Canada 
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511-F—PER 207—14 113 
(Ring) $65 (Button) $68 
Prices Keystone—lIllustrations Actual Size 
PAST EXALTED RULER’S RING AND 
BUTTON WITH DIAMOND, 14K. GOLD 
During April, Elks Lodges will change 
officers. 
This fine jewelry is an excellent gift 
suggestion for lodges who wish to 
honor retiring Exalted Rulers. 
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Thinking of Remodeling? 


Eighth and final installment of , 
series of short articles by Murre 
M. Pearlstein, store desian an 
sultant for the JEWELERS' Cjp. 
CULAR-KEYSTONE. Mr. Pegyl. 
stein will give here each month 
helpful hints and suggestions of 
the things which should be cop. 
sidered before starting plans fo, 
store remodeling. Mr. Pearlstein 
will gladly answer reader's ques. 
tions pertaining to store modern. 
ization and equipment. 





In this current series of articles dealing with the build. 
ing of a new store or the remodeling of your present 
store, a pattern of definite basic steps has been outlined, 
for the express purpose of guiding you, the retail jeweler 
or merchant, in the preparation of a remodeling or store 
construction program. 

These steps are basic principles that should be ad- 
hered to, if you want to obtain maximum results from 
your new construction or remodeling undertaking. The 
seven articles of this series, exclusive of this one, circum- 
scribe all the facets that make for the complete jewelry 
store, namely: 

1. Need for having and maintaining, attractive, 
appealing modern jewelry stores. 


. The Store Front. 
Store Fixtures and Equipment. 
Lighting and Wiring. 


Painting and Decorating. 


Av fk wh 


. Air Conditioning and Heating. 


~] 


. Floor Covering. 

Throughout the entire series, two factors continue 
through the complete chain of articles. They are—(1) 
The absolute need for a master plan covering the entire 
store; this whether you intend to erect a new store or re- 
model the present one in its entirety or any part thereof. 
(2) The advantages and benefits gained by employing 
the knowledge, experience and technical “know how” of 
the store designer or store architect. 

The master or overall plan of the complete store, i 
properly prepared will provide for you the safe journey 
along the hazardous road of your store construction or 
remodeling. It eliminates haphazard results and expen- 
sive errors. It is the solid foundation upon which you 
can build the type of store you always wanted and should 
have. Whether you build or remodel all of your store at 
one time, or just one portion at a given time, the ad- 
visability of having such a plan cannot be overemphasized. 

As to the latter, the experience of thousands of retail 
merchants throughout the country have proved and es- 
tablished the value of the services of the store designer 
to retail jewelers and retail merchants in every field. 
In addition to the resulting savings in time and money 
and the assurance of your receiving the proper quality of 
materials and workmanship, is the mental freedom you 
obtain by keeping you free from the myriad irksome 
details involved in any building or remodeling project. 
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This alone, more than pays for the fee of the store de- 
_ living in an era of specialization. You, the 
retail merchant, should specialize only in the improvement 
and progress of your store. Leave the field of store de- 
sign and construction to the expert in that field. | 
The basic principles outlined in this series of articles 
are applicable at any and all times. During normal times, 
free from undue stress and strain, they will help you to 
proceed with your remodeling or building program, in 
an orderly and businesslike manner. 7 | 
During periods of stress, where conditions necessitate 
the imposing of restrictions and develop shortages in 
materials and labor. making it very difficult to execuie 
a building or remodeling project, these same principles 
can be of invaluable assistance. Since ample provision 
is usually allowed, during such times, for the proper 
maintenance of your store, it becomes extremely urgent 
that you obtain the most you can out of such maintenance 
expenditures. The way of accomplishing this, is to apply 
these basic principles in whatever work or remodeling 
vou intend doing. Thus you will be able to obtain max- 


imum results. 





A Suggestion Box System That Works 


It took World War II to bring the suggestions system 
into its own. This idea helped produce during wartime 
by giving workers and other employees a chance to gain 
extra money with profit-saving ideas. However, in order 
to make the idea work, management had to offer special 
rewards for these “special services.” 

Now, American industry, wholesaling and retailing, 
attaches so much importance to the “Suggestion Box” 
idea that a national association of companies selling such 
services has been organized and getting good support 
from business men. 

Jewelers are interested in this system, but many of 
them are not sure how it works. The suggestion box that 
you put in your jewelry store so that employees may put 
in their ideas is, first of all, a challenge to them to think 
about your company, your profits, and progress. 

Perhaps no other device can be used so sucessfully to 
make the employee say, “All right, how much do I know 
about this business? Have I any ideas that are better 
than those which the firm now has in operation?” The 
average man is so constituted that any challenge to his 
ego is usually accepted. The employee may consider 
himself underpaid, his work unrecognized, etc., but the 
suggestion box is a challenge to him to prove how good 
he really is by coming up with profit making and cost 
reducing suggestions. This is especially true when worth 
while suggestions are given the proper monetary reward. 

One store in the East has a good idea about rewards. 
Initial payments are made, ranging from $5 to $30 for 
workable ideas. Then as these ideas are put into practice, 
the employee is given additional payments if his idea 
proves its value. 

In many a business, the owner’s problem is to renew 
employee interest in the company and what it is doing. 
If a man is dissatisfied, if he feels he comes to the end 
of the advancement road, he usually lets down and he and 
his employer lose. However, through a properly planned 
suggestion system, the advancement road for employees 
ends only when they stop thinking. 
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Saving On Taxes 


(From page 115) 


inventory. Ask your Certified Public Accountant about 


LIFO. 


DEPRECIATION 


When you buy assets (machines, buildings, fixtures, 
etc.) which do not wear out within a year, you are 
allowed to “spread” the cost by deducting a portion of jt 
from your income each year, over the estimated usefy] 
life of the asset. 

Depreciation is complicated. For instance, the first 
step in figuring depreciation is to determine the cost of 
the item. But is the cost of the item only what you paid 
for it? Not necessarily. It may be cost, plus installation, 
plus freight, plus improvement, plus carrying charges, 
plus whatever other costs are proper. 

To get maximum credit, you must have complete ree. 
ords. On large items, keep separate records. This js 
an important part of your tax economy program. 


INSTALLMENT SALES METHOD 


A jeweler, like any business man who carries an in- 
ventory, is required to report his income on the accrual 
basis. This means that you report all expenses you incur 
during the year whether you have actually paid them or 
not—and that you report as income all the money owed 
you whether you have collected it or not. 

If you do much business on the installment plan, this 
would put you in the position of reporting as income all 
unpaid installments. It might be a serious financial 
handicap. 

However, you can report the installment part of your 
business on the installment sales method. Using this 
method, you report only the gross profit you have actually 
received from your installment sales. You continue, 
however, to deduct all expenses in the year in which they 
were incurred. 

The installment sales method may not be advisable if 
you are a partnership or a sole proprietor, since death 
of the proprietor or a partner would mean that all unpaid 
installments would be taxed in the year of the death. 
Here is another example of how proper accounting can 
ease your tax burden. Ask your CPA about his opinion 
on your set-up. 


RECORDS IMPORTANT TO TAX ECONOMY 


No jewelry store can be operated efficiently without 
proper records. They are equally important to tax econ- 
omy. You have to have good records to support your 
tax deductions. The Treasury has court precedent to 
“bear down heavily on those whose inexactitude (failure 
to prove exact costs) is of their own making.” 

Any CPA can tell you what records you should have. 
He can set up a combination of records which will not 
only comply with Treasury regulations, but will help 
you operate your business at maximum efficiency. If 
your present bookkeeping system is not adequate, ask 
your certified public accountant about installing a new 
set of records. He will show you how to make entries 
so that, unless your volume is large, you will not need to 
employ a bookkeeper. 


THE JEWELERS’ CIRCULAR-KEYSTONE 






















































The Changing Picture 


(From page 112) 
















































of jewelry volume to national sales. dropped to sixth place 
‘n favor of Texas. The latter moved up from seventh 


position. Massachusetts dropped to eighth place from 
sixth while Michigan moved up to seventh place from its 
eighth position in 1939. 


 &§ Sales increases for the individual states ranged all the 
wav from a high of 497 per cent for Arkansas to a “low” 


: of 103 per cent for Rhode Island in comparison of 1948 
| sales to those of 1939 for the state as a whole. 


Don’t let the so-called “low” be misleading, however. 
The national average for sales per store in 1948 amounted 
to approximately $57,590 per store. In 1939 this average 
was $24,840. Rhode Island with its comparatively “low” 
increase in sales for the state as a whole. showed an aver- 
age sales figure of $71.270 per store in the latest census. 
Arkansas on the other hand, with its 497 per cent increas2 
in state-wide sales, had an average per-store sales figure 
. — , ' Today, no other group of 

Leading the entire country in average sales per stove Bee ie 
was the District of Columbia with an average dollar vol- sumeeer RERENGS the | 
ume of $120,970 per store. . ability and readiness to... 

Seventeen states in addition to the District of Columbia Se buy of those who are. 
showed better than average per-store sales figures in the intensely interested in 
1948 census. The average sales per store in these localities beautifying their homes — _ 
| were as follows: and their number is vast 
District of Columbia $120,970 Virginia .......... $66,380 and growing. You are 


Maryland ........ 85.270 Massachusetts .... 65,230 le 
: OE cases ccnns 74,660 New York ......... 65,130 __ €ertain to bring these 
! Rhode Island ..... 71,270 Delaware ......... 64,910 modern, alert shoppers 
: Louisiana ......... 70,190 Oregon .......... 62,830 ee ty tacked | 
| & Washington ...... 69,880 Illinois ........... 61,140 _ to your store by featuring — 
Tennessee ........ 69,850 Ohio ............. 60,070 — e irresistible charm 
eee 68,180 Alabama ......... 59,640 
Connecticut ...... 68,080 Indiana .......... 59,380 


(The remaining states showed below-average sales per store as compared 
with the national average of $57,590. Figures for those states are available 
for anyone desiring them by writing Jewelers’ Circular-Keystone, 100 E. 

42nd St., New York 17.) 
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BENNINGTON, with 
Westminster Chimes 
retails for $525 
plus tax. 


: With the exception of Connecticut, Delaware, Indiana, 
: Maryland, Massachusetts, New York, Ohio, and Rhode 
Island, all of the above-listed states with higher-than- 
average per-store sales figures had better than average 
increases in the number of new stores. 

Throughout the country, 30 states showed increases in 
the number of new stores equal to or higher than the 
figure for the country as a whole—46 per cent. Highest 
figure for any state in this category was New Mexico 
with 129 per cent; lowest was Vermont with only 4 per 
cent. 

There are many factors that influence the showings 
made by the individual states. A complete picture of these 
: would require the analysis (and perhaps a few guesses) 
, of an economist. However, for the individual jeweler, the 
figures as given in the table accompanying this article are 
sufficient for the purpose of comparing his business with 
the average for retail jewelry stores in his state as a 


whole. 
. ies ; WEE CHIMING 


IMPORTANCE OF TAX ECONOMY w York 
Your store is an important part of our free economy. ELECTRIC 
| If it is to operate at a profit, you must take advantage Vj 


of the legitimate opportunities for tax savings which the pees f 
government allows. It is to your best interests and the 2 WY) Pelechion cHelored 
best interests of the country. 
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To Modern Jeweler 


(From page 122) 


teriors for the homes of his La Jolla clients. His office 
was much like that of a thousand other decorators: , 
small working area encompassing one antique desk, a milk 
china lamp base, and three yards of figured chinz. 

Then, the plush and prosperous little town on Cali. 
fornia’s southern coastline shifted its favor from period 
to modern. 

Now, a Duncan Phyfe table may be sold from a pic. 
ture. But before the wary householder will purchase ap 
Eames chair, he must sit on one. Similarly, a free-form 
cocktail table or a mobile sculpture lends itself poorly to 
verbal description. As Richter began to specialize jn 
modern interiors, he found himself acquiring sample 
furnishings, piece by piece. And, almost before he was 
aware of it, his tiny decorator’s office had expanded into 
the largest collection of contemporary furniture in San 
Diego county. 


ADDS ACCESSORIES TO COMPLEMENT FURNITURE 


This was only the beginning. To complement this new 
type of furniture, Richter needed a new type of accessory: 
a twentieth century version of ashtray, wooden bowl, 
crystal or silverware. For these, he sought out American 
hand craftsmen, often persuading the gifted amateur to 
expand his activities for commercial use. 

Many of these hobbiests had tried their hand at con. 
temporary jewelry designs in enamel, ceramic, metals, 
and semi-precious gems. Intrigued by their freedom of 
form and color, Richter began timidly to experiment in 
this new merchandise. His theory: that the prevailing 
trend among La Jollans toward modern line and mate- 
rial in their homes might also be reflected in their tastes 
for personal adornment. 

It was a very small experiment in terms of square feet. 
Into an eight by twelve corridor, which had been by- 
passed in expanding furniture display space, he installed 
five wall cabinets, reserving a center niche for paintings. 

The hall, cabinets and all. was painted dark blue with 
a silver and gold wallpaper of Chinese coin design cover- 
ing the blue beamed ceiling. A white cotton rug was 
tossed on the floor. and luminine incandescent tubes, the 
room’s only lighting, installed within the cases. 


INFORMAL DECOR 


Window dressing was equally informal: the cases were 
lined in a rough blue cotton fabric to which were tacked 
bits of driftwood, cork, and brightly colored kindergarten 


| paper—an intriguing foil for the unique merchandise. 


Along California’s coastline, mushrooming artists 
colonies unearthed many a vein of creative endeavor. 
Gifted hobbyists were discovered and prodded into the 
commercial field. Ellamarie and Jackson Voolley, whose 
are constant ribbon winners. were among 
Richter’s personal “finds.” 

Lapidary enthusiasts were encouraged to expand their 
creations in native gems and metals. Richter’s is ideally 
located for this, as San Diego county, with the world’s 
third largest gem producing fields and the only operating 
kunzite mine, boasts half a dozen organized rock hound 
societies, totaling well over fifteen hundred people. 
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The little corridor soon boasted the cream of Cali- 
fornia craft artists, with such names as James Parker in 
sterling, Caroline Smith, Marguerite Segal, and the 
Woolleys in enamels. 

Europe chimed in with parallel contemporary crafts: 
sterling silver flatware from Denmark, stainless steel flat- 
ware from Germany and Italy, all hand crafted and all 
uncompromisingly modern in line and tone. 

The very limitation of output and space enhances these 
wares. Because he can acquire only a few of these hand- 
made pieces at one time, Richter maintains no “stock,” his 
whole collection, with the exception of an occasional tray 
of rings or pendants, being shown on the cases. 

Each collection is exhibited according to its maker: the 
craftsman being identified by a small card. Moreover. 
the staff is thoroughly briefed not only on the merits of 
an individual item, but on the history, achievements, and 
special artistic traits of the creator. Thus huge pendants 
on leather thongs, delicate traceries of enamel on copper. 
massive silver rings set with native stones acquire some 
of the aura of museum pieces. 

But Richter’s little corridor has not been written off in 
red ink as an artistic success. James Langley Aldrich. 
who directs sales in the accessories stations, summarized 
his experiences thus: Within the year, without fanfare 
and through minimium expenditure of space and stock. 
the bypassed corridor was clearing ten thousand dollars 
annually. La Jollans were purchasing as much as five 
hundred dollars worth of imported stainless steel flatware 
each month. 

Allied merchandise, in the newly opened crystal and 


china room, was expected to more than double that 
figure. For, from his experiences in an allied field, 
Richter had deduced—-and had proven—the inception of 
a new trend toward contemporary jewelry, a trend based 
on the evolving tastes of his own community. 


JIC Sets Theme 


(From page 118) 





At the time the retail jeweler receives his promotion 
book for the 1951 Silver Parade, he will also receive, 
from the Council, five illustrated, easel-backed window 
and in-store display cards. One of these will carry an 
invitation to visit the 1951 Silver Parade. The other 
four will carry no reference to the promotion, but will 
have the following messages: “Silver for Your Favorite 
Graduate.”—“‘Silver for the Happy Bride.”—“Silver for 
Wedding Anniversaries.” — “Silver to Brighten the 
Home.” 

In these last-mentioned four display cards reference 
to the 1951 Silver Parade will be purposely omitted so 
that retail jewelers can put them to use throughout the 
year. 

An experiment, of a similar nature, with respect to 
display cards in 1950 showed that such action resulted 
in year-round use of the Council’s display cards by many 
jewelers. 

All five of the Council’s window and in-store display 
cards will carry the Council’s basic campaign theme— 
‘“Silver—Your Most Beautiful Necessity.” 
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Service Sells Tourists 


Every town has tourist trafic. Some are big tourist 
Meccas, and boast thousands, sometimes hundreds of 
thousands, of travelers who come all year ‘round. Othe; 
communities have only special seasons when tourists 
come. But every town, large or small, has some measure 
of tourist business. Getting this business can be lucra. 
tive—if the gift merchant goes about it the right way, 

Jerome J. Zaeringer and Frank Zaeringer, owners of 
Zaeringer Brothers, 322 Royal Street, New Orleans, have 
evolved a system for getting the tourist business. Jerome 
Zaeringer points out that “Our system is the result of 5] 
years of merchandising experience in selling to tourists, 
My brother and I are the second Zaeringer Brothers to 
run this store, and we have made a system of getting the 
tourist business.” 

What are the Zaeringer Brothers’ rules for getting the 
tourist trade into their store. and getting the tourists to 
buy after they have entered the doors? 


LOCATION ALL-IMPORTANT 


Here is the way Jerome describes them: “You have a 
hard time reaching tourists with the regular advertising 
media,” Mr. Zaeringer says. “The tourist seldom buys a 
local paper, and if he does, he reads only the national and 
the world news. So a location where the store itself will 
hit him is all-important. Ours is in the old French 
Quarter of New Orleans. That is where almost every 
tourist goes. We are on Royal Street—the famed old 
Rue Royale of colonial days—and Royal Street is the 
main attraction of the Quarter for the tourists. In every 
town, there is a section or a place where more tourists 
go than other spots. That’s the place to locate a store for 
getting tourist business. Luckily, the Quarter is in down- 
town New Orleans, and we are only three blocks from 
Canal Street, the main business thoroughfare, so we do 
not miss local business with our star tourist location. 

“People like to buy things when they are on their 
trips; they want souvenirs, and even more expensive 
things to remind them of the places they visited,” explains 
Jerome Zaeringer. “But they are not going to buy mer- 
chandise which fills the store shelves back on their own 
Main Streets. 

“Good sellers in New Orleans are antique-type gift- 
wares. I’d guess that tourists would go for these in any 
town—or for things which typify the atmosphere of the 
community. 


TEN DOLLARS TOPS GIFT RANGE 


“Tourists do not want ten-cent store stuff,” says Jerome 
Zaeringer, “but neither do they want to invest heavily in 
things to remind them of their trips. If the merchandise 
has utility as well as beauty and remembrance value, they 
will spend more for it. It has been our experience, 
gathered in 51 years of selling gifts to tourists in New 
Orleans’ old French Quarter, that ten dollars is just about 
a top limit on prices of tourist merchandise.” 

A location where they see the store makes the store's 
front windows its big drawing card,” says Zaeringer. 
“Obviously, then, the windows must not be haphazard 
things, nor can they be sloppy. Displays must be chosen 
for the season and for special tourist appeal. Signs must 
sell. It is up to the windows to get them through the 
doors. 
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“Many tourists buy gifts not only for themselves, but 

ty send home,” explains Jerome. “That being the case, an 
offer to mail the gifts home for the tourist helps to clinch 
a sale. Naturally, nobody wants to come home from a 
trip trailing more packages than he had when he left. 
Your tourist will buy more if you offer to wrap, address 
d mail his purchases for him. 
“Travelers usually want to know about the town he is 
visiting,” says Jerome Zaeringer. “If he has boned up in 
his guide book on certain spots to see, he will have to 
ask someone how to reach those spots. Many of them 
ask us. It’s a real service to be able to answer almost any 
question regarding New Orleans’ colorful history, fasci- 
nating French Quarter, and landmarks. Furthermore, 
getting the tourists into conversation prolongs their stay 
in our store—and helps to increase the purchases they 
make before they walk out. 

“Some businessmen, notably night club owners, are 
remarkably short-sighted when it comes to handling tour- 
ist trade,” believes Zaeringer. “They figure—this guy 
won't be back; so let’s take him while we can. 

“We look on it another way. If a person just wants 
to look. then he is welcome to do so in our store. We do 
not try to pressure him. Instead, we try to be friendly and 
helpful. For we have found that many of the tourists 
come back, and many more send their friends to our 
store when those friends visit the Crescent City.” 


an 





Hotel Lobby Display Like Branch Store 


“It’s just like having a branch store at a cost of less 
than $1 a day.” That’s what an official of the Schubach 
Jewelry store in Salt Lake City says about the firm’s new 
display case placed recently in the lobby of the New- 
house hotel, one of the city’s leading hotels and conven- 
tion headquarters. 





The display case, placed in the center of the lobby, 
costs the store an average of slightly less than $1 a day 
on an annual basis and has been the direct result of a 
sizable amount of extra business. 

There is nothing sold directly from the case. Instead, 
a small neat sign instructs people to walk “two blocks 
down Main St.” to the main Schubach store. And they 
do! 

The display contents are slanted directly to travelers 
and convention delegates. The emphasis is on small 
novelty jewelry items and gift merchandise, the sort of 
things a man would like to take home to his wife. One 
of the features of the display is a large clock giving the 
correct Naval Observatory time. 
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‘Today—more than ever, your customers de- 
mand full value for their dollar! Be leather- 
wise, make more profits with Bosca—tradition- 
ally the finest value in tooled and all fine. 
selected leathers. Fully guaranteed. Write for 
complete catalog. 





Huge Besca Co., Inc. 


SPRINGFIELD 99, OHIO 
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The Book Shelf 


Watchmaking Dictionary 


Watchmakers’ and Clockmakers’ Encyclopaedic Diction- 
ary, by Donald De Carle, F.B.H.I.; published by N.A.G. Press, 
Ltd., London, W6, England. 252 pages; about 1000 illustrations; 
tables; “Workshop Hints and Helps.” Sent postpaid, $6.00. by 
Book Department, JeweLers’ CircuLAR-KEYSTONE, 100 East 42nd 
St.. New York 17, N. Y. 

Mr. De Carle, the English horologist now so well known 
kere by his two earlier books: “Practical Watch Repair- 
ing” and “With The Watchmaker at The Bench,” as 
well as by serial articles in British trade journals, has 
given us another admirable work, the dictionary described 
in the heading of this review. A look through it im- 
presses one immediately with the number and quality 
of the illustrations and a sampling reading of the 
definitions shows them to be authoritative and concisely 
written. 

The only criticism we might make of the book, is that 
some of the definitions are too terse and incomplete. They 
are more in a brief dictionary style than in the fully 
elucidative manner usually expected of explanations in 
an encyclopedia, even though the title of the book includes 
“Encyclopaedic”’ in its implications. 

Special features of the contents of great usefulness are 
chapters or tables on: “Balance Springs for Bi-Metallic 
Balances”; ditto for “Monometallic Balances’; “Stop- 
watches”; Chronographs and Timers”; “Antique Clock 
and Clock-Case Terms’; “Dates of English Period 
Styles”; “Metals Used in Horology”; “Marbles and Orna- 
mental Stones”; “Clock-Case Woods”; eight tables of 
terminology of watch-material in principal languages: 
Standard Times zones; musical notation of 37 chime- 
tunes used in clocks; “Workshop Hints and Helps.” 

This is truly a book well worth its price for any watch- 
maker’s or jeweler’s library. 





























































Basic Guide to Collections 


“Collection Guide”, published and written by Sol Hirsch- 
horn, 9042 West 24th St.. Los Angeles 34, Calif. 48 pages. $1.00 


a copy. 

This booklet contains a complete digest coverage on 
basic collection rules and methods written in a clear. 
concise language. The following subjects are included 
and more: Series of Standard Form Collection Letters: 
Credit Form Information Requirements; A Program 
Helpful for the purpose of Training Outside Collectors: 
Points on Skip Tracing; Dunning by Telephone and Tele- 
graph; Examples of Classified Ads that Increase Man- 
power. These and many other essential materials and 
information on collections. 

Sub-titled “A Training Digest on Fundamental Prin- 
ciples of Installment Collection,” this booklet is an ABC 
of the credit business, a bible for the collector in training. 
and “memorandum pad” for the credit department. It is 
not, however, a text book, for no attempt is made to cover 
any single subject completely. It is a digest of the basic 
ground rules of installment collection and as such is a 
valuable aid to any retailer. 

The book is available from the author and publisher 
at the address given above. 
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Jewelers While They Study 


“Designing” students at the University of Oklahoma a 
Norman are putting themselves through college with , 
jewelry store. All-inclusive, this store not only sells 
jewelry, but it also manufactures some of its wares, 

J. T. and Bob Waugh, brothers, built a jewelry store 
in 1947 on the campus corner. Between classes at the 
school and operating the store, they have managed to 
keep themselves and three other employees busy. They 
are business administration majors in the university. 
J. T. graduated in June and Bob will graduate next year, 

Under the name of Waugh Brothers Jewelers, they sell 
a complete line of jewelry, specializing in graduation, 
wedding, and gift selections. Their manufacturing depart. 
ment is incorporated under the name of the Southern 
Scholastic Manufacturing company. J. T. is president, 
and Bob is secretary. The vice-president is Maurice 6, 
Woods, Oklahoma City. 

Eighty per cent of the manufactured jewelry is sold to 
university and high school students as graduation rings 
and fraternity pins. However, the company is often 
requested by civic organizations to design and manufac. 
ture pins, bracelets, and keys. 

“Designing pins is the most fun we have in all our 
work,” J. T. said. “Imagination and artistic talent can 
really be put to work here.” Wedding rings and mount- 
ings for other rings are often requested. This firm’s man- 
ufactured products go to jewelers all over Oklahoma. 

Seeking new ideas for window displays is a never-end- 
ing job. To keep in line with the colonial motif of the 
interior and the front of the store, the windows usually 
have an old-fashioned look. A lovely cut-glass chandelier 
lights the displays at night. 

Jewelry business with the Waugh brothers started eight 
years ago when J. T., now on the board of the Okla. 
homa State Retail Jewelers, went to work as an apprentice 
jeweler at a department store in Oklahoma City. He also 
worked in a jewelry store in Stillwater when he attended 
school at Oklahoma A. and M. college for two years. He is 
now a registered watchmaker. 

Bob. the younger of the two. worked in a jewelry store 
during his high school summer vacations. He learned to 
make the artistic pieces when he was an apprentice for a 
year after school hours in a jewelry manufacturing con- 
cern in Oklahoma City. 

After Bob’s high school graduation, the boys operated 
a store in Moore. Okla., for a short time. [ater they 
opened a business in downtown Norman. 

But downtown Norman seemed a long way from the 
college life of which the boys were supposed to be a part, 
so the Waughs decided to go into business for themselves 
nearer the campus. They found a vacant lot one block 
from the college corner and constructed a one-story brick 
building in three months of their spare time. 

They laid plans for the interior decoration together. 
The latticed windows on the wall cases, the colonial wall- 
paper. and carpeted floor give the store an air of dis- 
tinction. 

From their small beginning, they have added the manv- 
facturing department, a watch repair shop, and three 
employees. 

Some may think this is the hard way to get an educa- 
tion. but to the Waugh brothers it is only one more lesson 
in their business administration curriculum. 
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Size 6Y4" x 9%" 





NEW COMPLETELY REVISED 
SECOND EDITION 


JEWELERS’ 
DICTIONARY 


“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised Sec- 
ond Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 


Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 











Selling points on karat quality, rolled gold plate and $ 4 00 
electroplated articles are backed up with the authority of s 
the printed word, compiled by experts in these fields. oan ean 
Terms in allied fields such as china and glass are also 
explained in detail in easy to understand language. HARD COVER BOUND 
In one comprehensive volume, THE JEWELERS’ DIC- IN RICH BLUE CLOTH 
TIONARY contains an invaluable wealth of information— WITH GOLD STAMPING 


indispensable to the jeweler, watchmaker, gemologist. 


advertising man; in short, to anyone seeking information ORDER TOD AY 


pertinent to the jewelry and allied fields. 
FOR IMMEDIATE DELIVERY 
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AUTHORS _ _ | 
JEWELER ULAR-KEY 

Dr. Frederick H. Pough 1 100 E. 42nd St.. me — 
Curator of Gems and Minerals of the ' New York 
American Museum of Natural History ae ws 
—— Please send me a copy of the revised JEWELERS’ 1 

Director of | DICTIONARY. Enclosed find $6.00 

Bowman Technical School ’ 
CM. Heke 1 Check ................ is enclosed 

Consulting Chemist | Money order ......... is enclosed 

Jewelers’ Technical Advice Co. 
SS x vo 2 hao 05endodecse dcns taguadiilestenwavees ; 

Check or money order must ! 
Ms 4 «4 $2 one ebhaeenees tates ciabee bere ‘ 

accompany all orders. 
DO NOT SEND CASH ! City .......... P. O. Zone No........... State .......... : 
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This winning table setting 
was created by the Silver 
Study Group from the 
First Methodist church. 
Voting by exhibit visitors 
was the determining fac- 
tr in choosing best table. 


Nearuy every jeweler knows that one of the 
best ways to advertise his merchandise, put it on display, 
and build up store traffic is by means of a table-setting 
contest. The formula for such an undertaking is now 
classic, but it is not to be ignored, for communities where 
such a contest takes place are sure to raise their interest 
in the sponsoring jeweler. 

The Osborn-Schmitz store in Silver City, New Mexico, 
was no exception to this rule. It staged a successful table- 
setting contest that proved to be very effective in building 
up sales of china, silver, and crystal. 

The store owner, R. O. Se :hmitz. invited all women’s 
organizations in the county to participate and accepted 
the first twelve to submit applications; twice as many 
answered the invitation as could be accepted. The rules 
of the contest were simple. The women’s clubs were to 
furnish their own flowers and table cloths and the store 
provided all the rest. Prize for the winner was a 52- 
piece set of Holmes & Edward silverplate. 

Concurrent with the contest, Osborn-Schmitz gave its 
annual tea party for Grant County High School girl 
graduates in the Martha Room of the Murray Hotel. 
The tea party enabled the store to give out sterling silver 
teaspoons in the pattern of the graduate’s choice as a 
starter toward a silver service. 

I:xtensive advertising in the local newspaper played 
a good part in getting a large crowd to attend the contest 

nar turn to following page) 
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nternational ‘Touch Lends 
Interest to Table Contest-Exhibit | 
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An example of the advertisements 
run before the contest to invite 
the public to attend and vote for 
the table they thought was best. 
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“Third Dimension Beauty” designs 





| of Wallace Silversmiths 
will be promoted by the most 


extensive advertising campaign 





im the company’s history 


ROSE POINT - GRANDE BAROQUE 


STRADIVARI - GRAND COLONIAL 





SIR CHRISTOPHER . ROMANCE OF THE SEA 


the only sterling silver with 


Cte Wjmension Beauly | 


WALLACE SILVERSMITHS AT WALLINGFORD, CONNECTICUT...SINCE 1835 
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Left: The ballot visitors were given. Right: The registration card for high school 
girls who attended the tea party given concurrently with the table-setting contest. 


which took place in the ballroom of the same hotel from 
one to six p. m. There was no admission charge and 
each visitor was given a ballot to vote for his or her 
favorite table. The table receiving the most votes was 
judged the winner. Of course, no sales were attempted 
during the contest. 

In addition to the tables themselves, an international 
touch was provided by a special exhibit of china plates 
from the actual services used in the Spanish legation, 
Venezuela; the presidential yacht; the U. S. Embassy, 
Ecuador; the Cuban palace; President Wilson’s White 
House service; and Prince Feisel’s service. Of special 
interest was the White House service. The dinner plate 
from the pattern ordered in 1918 by President Wilson 
has a center circle of etched gold with an outer border 
containing 48 stars. The president’s seal is done in raised 





R. O. Schmitz presenting the 
52-piece silverware set to 
a representative of the Sil- 
ver Study Group. They are in 
front of the winning table. 


gold on an ivory border. 

In 1932, President Roosevelt ordered a 1722 piece set 
to replace the one ordered by Wilson. This plate, attract. 
ing much attention, was a departure from the rather 
severe line of the Wilson service. The outer band is a 
dark cobalt blue decorated with 48 gold stars. The roses 
and the plumes in the encircling designs were taken from 
the Roosevelt family coat of arms. 

Other displays included a Cambridge glass educational 
exhibit which showed processes used in glass manufacture 
from the various ingredients used, to blow-pipes and 
molds. Leading silverware manufacturers added to the 
sparkle of the elegant room with their exhibits. 

Approximately 600 people attended the table-setting 
contest which, out of Silver City’s population of 7000, is 
very good indeed. 
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Dancing Flowers 
karrings 


YOUR LOCAL TIE-UP WITH 


REED& BARTON 
NATIONAL 
ADV ERTISING 











Seventeen... run this mat in your local paper... 





send these special invitations... follow up 


\{ 
\\ 















at the point of sale... and sell her “her own” 
pattern — Dancing Flowers — in that all-important first 
place setting y/ iff ... She'll come back again and again. 
MU 
f 
As 
Lt” Reey « You 
{ € 8 
Fi Sale, 
THERE’S A COMPLETE PROMOTIONAL PLAN TO HELP rd fm 
tT 
YOU CAPTURE YOUR LOCAL TEEN-AGE MARKET = £ = mp, 
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HERE’S WHAT HOUSE 


Gives you adaptable promotable editorials like these 
in the forthcoming April issue... 






reaching your best potential customers. 
the pace-setters of their communities, 
month after month. 














This exciting table setting pictured in full color accompanies a taste 
tempting article, “How to Invent a New Dish.” 






However taste provoking the dish may be, it’s doubly so when served 
at an attractively set table ... as in this photograph showing beautiful 
Chinese rice bowls and condiment dishes from the China Importing 
Company, Stedeware ovenproof metal service plates — both set off by 
Gorham’s “Old French” pattern sterling. 










Make use of House Beautiful’s new department “The Daily Arts of 
Good Living” discussing cooking as an art. Here’s a splendid chance 
to create unusual table settings displaying the china, glassware and 
silver you stock. Keep a copy of House Beautiful handy — opened to 















Customers everywhere recognize the true value of 
fine silver at a moderate price. That’s why the 
FISHER hallmark is becoming more and more 
popular with lovers of sterling! Handsomely de- 
signed and exquisitely fashioned by expert crafts- 
men, FISHER sterling pieces are truly the maximum 
in quality at a minimum in cost. 


HEIRLOOM STERLING’S greatest advertising 
campaign is typified by the entrancing Lasting 
Spring advertisement in April’s House Beautiful. 
This new campaign features the ‘party spirit’, 
and is aimed at the heart of today’s silver market. 


PACIFIC SILVER CLOTH wraps are ideal for 
silver drawer linings and silverware in everyday 
use. This amazing cloth filters tarnish out of the 
air, keeps sterling and silverplate bright without 
polishing. Recommended by leading silversmiths. 
Labeled wraps are available in two sizes, 18 x 31 
and 31 x 36 inches. 


Another in a powerful series of advertisements 
featuring America’s most widely advertised tea 
ware. Continuing with the successful ‘Build your 
REED G BARTON Tea and Coffee Services Step- 
by-Step’’, the campaign has attracted widespread 
consumer attention and demand. Dealer tie ins at 
the point of sale have proved very effective. 


In April House Beautiful, your gift-bound seeking 
customers will see a new advertising campaign 
featuring all six ‘Third Dimension Beauty” pat- 
terns by WALLACE SILVERSMITHS. Famous de- 
signer, William S. Warren has created these pat- 
terns in sculptured loveliness. ‘‘Third Dimension 
Beauty’ is exclusive with WALLACE SILVER- 
SMITHS found only in Grande Baroque, Sir 
Christopher, Grand Colonial, Stradvari, Rose Point, 
and Romance of the Sea. 


FRANK M. WHITING & COMPANY presents 
“Rose of Sharon’, a new pattern in sterling 
silver. It combines the clean lines desired by those 
preferring modern decor with a richly carved pat- 
tern to please those whose tastes run to the tra- 
ditional and period. Nationally and locally pro- 
moted in magazines and on television. 


A waffle set so unique and lovely that it will be 
the center of attraction in your shop .. . that’s 
the merchandise CEMAR is advertising in HOUSE 
BEAUTIFUL for April. It consists of a large batter 
bowl, beating pitcher and sugar shaker formed 
in strawberry shapes and tinted in rich Dubonnet 
and moss green. Complete Cemar Catalog on 
request. 
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this new department on cookery. It’s bound to create interest. 


Gives you promotion ideas for brand names like these... 


which parade across House Beautiful’s pages month after month 


One of our most popular patterns DUNCAN’S 
Lily of the Valley rock crystal, with its wisps of 
valley lilies hand cut into sparkling stemware, 
plates and decorative pieces, harmonizes perfectly 
with fine china and sterling silver. The Duncan & 
Miller Glass Company, makers of The Loveliest 
Glassware in America. 


Orchid etched crystal in a four-color full-page ad 
in the April HOUSE BEAUTIFUL, is certain to 
intrigue brides-to-be and other glassware pros- 
pects. Follow through by writing to HOUSE BEAU- 
TIFUL for a display card, and sending to HEISEY, 
Newark, Ohio for ad mats and folders. 


There is no finer china than Lenox, as LENOX, 
INC., of Trenton, New Jersey, tells your customers 
in constant full page, full color national adver- 
tising. Especially effective for Spring, this House 
Beautiful page features lovely and popular Wheat, 
and includes the Country Garden and Belvidere 
patterns to appeal to every taste. 


A hand blown vase with copper wheel engraving 
of two Fawns is delicately executed on the clear- 
est of crystal in a distinguished shape. It is made 
by STROMBERGSHYTAN, one of Sweden's leading 
quality glass manufacturers and imported by 
R. F. BRODEGAARD & CO., INC., 225 Fifth 
Avenue, New York 10, N. Y.— exclusive selling 
agents for this firm in the U. S. A. 


SYRACUSE CHINA'S page advertisement in April 
announces the new Berke!ey Shape which is mod- 
eled on a whiter, thinner, more trans'ucent china 
body. Four patterns are shown in full color — 
Dawn, Lilac Rose, Gardenia and Jewel Tree. Dis- 
play cards, newspaper mats and glossy prints of 
these patterns are available. 


The ever popular ‘’Ballerina’’ dinnerware pattern 
by UNIVERSAL will be featured in Universal's 
advertisement in April issue of House Beautiful. 
Ballerina is a shape of modern contours and 
comes in newest tableware colors — Jonquil Yel- 
low, Forest Green, Burgundy, Dove Gray and 
Chartreuse. Bal'erina is guaranteed ovenproof and 
is very inexpensive for such fine quality. 


The demand for VIKING GLASS has been steadily 
increasing and plans are being made to expand 
in order to handle this increased demand. The 
company’s advertising program is being increased, 
especially in national magazines. There will also 
be an increase in trade advertising. New colors 
are being planned to replace those discontinued 
due to critical material shortages. 







‘Designed by Russel Wright, hand-crafted by 


STEUBENVILLE, American Modern is the pioneer 
modern dinnerware. Real news in this fast-selling, 
consumer-welcomed dinnerware is the introduction 
of ‘Black Chutney’’, a brand-new rich olive-brown 
color. Nationally advertised on a regular foull- 
page schedule, American Modern goes on your 
floor virtually pre-sold. 
+ * 7 


S. P. SKINNER CO., INC., 225 Fifth Avenue, 
New York 10, N. Y. features in the April issue 
of House Beautiful a group of ‘’Peerage”’ brass 
planters made by Pearson, Page-Jewsbury Co., 
Ltd., Birmingham, England. These items were 
chosen for Spring appeal and include an oblong 
planter, a round planter and a hanging planter. 
e es a 


VERPLEX offers the largest selection of ‘’Quality- 
at-price’’ values in replacement lampshades, pinup 
lamps, occasional table lamps, decorative wrought 
iron floor lamps with table combinations and 
modern table lamps. In addition, Verplex mer- 
chandise is given extra saleability with 17,000,000 
readers consistently seeing the Verplex tag ina 
series of exclusive national advertisements. 


COLONIAL MANUFACTURING COMPANY, out- 
standing maker of hall clocks, features a hand- 
some Provincial model in House Beautiful for 
April. Other occasional furniture, including repro- 
ductions of Edison Institute early American orig- 
inals, are shown in advertisements also appearing 
in Good Housekeeping, American Home, Better 
Homes and Gardens, House and Garden, Living 


and Fortune. 
* > - 


Clocks for every room in the house! Beautiful, 
impressive clocks . . . cheerful little clocks ... 
chiming clocks. . . . SETH THOMAS has them all! 
Featured in the April issue of House Beautiful is 
the Dynaire, a modern electric clock with graceful 
lines, easy-to-read dial. In popular blond or ma- 
hogany finish on hard woods. $19.95. 


DONNELLY-KELLEY’S Falling Leaf design mirror 
advertised in April House Beautiful has expert 
hand-engraving to bring out the beauty of the 
pattern. For modern or traditional interior. All 
Donnelly-Kelley mirrors are manufactured from 
polished plate glass, silvered by Colpor process, 
have masonite backs for added strength. 
@ e & 


The first insertion in the 1951, ‘’100%, full page, 
four-color’ advertising campaign for URRE 
“Living Picture’ Mirrors appears in the April issue 
of HOUSE BEAUTIFUL. Featured in the advertise- 
ment is one of the late Nurre patterns (No. 1273) 
with the new cast metal frame — developed by 
and exclusive with Nurre. 
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... fill in your name and mailing address and mail to 
Merchandising Division, House Beautiful, 572 Madison 


BEAUTIFUL DOES FOR YOU... 


USE THIS CONVENIENT COUPON 
TO ORDER FREE DISPLAY CARDS 


FOR YOUR STORE 


Cheek any or all of the top- 
quality products below (pre- 


ceded by a number) which 
appear in our April issue 


Avenue, New York 22, N. Y. 


94. 
95. 
96. 


97. 
98. 


99. 


100. 


101. 
102. 


103. 


104. 


105. 
106. 
107. 


108. 


ALVIN STERLING 
FISHER MASTERPIECES IN STERLING 


HEIRLOOM STERLING “LASTING SPRING” 
PATTERN 


PACIFIC SILVER CLOTH 


REED & BARTON SILVER TEA & 
COFFEE SERVICES 


WALLACE STERLING 


FRANK M. WHITING STERLING FLATWARE 
“ROSE OF SHARON’’ PATTERN 


CEMAR WAFFLE SET 


DUNCAN “LILY OF THE VALLEY”’ 
ROCK CRYSTAL TABLEWARE 


HEISEY CRYSTAL STEMWARE ‘“‘ORCHID” 
PATTERN 


LENOX CHINA 

LIFETIME PLASTIC DINNERWARE 
ORREFORS ‘WHIRLPOOL’ BOWL 
ROYAL DOULTON TABLEWARE 
SPODE FINE ENGLISH DINNERWARE 


STEUBENVILLE AMERICAN MODERN 
DINNERWARE — RUSSEL WRIGHT 


SWEDISH CRYSTAL VASE — BRODEGAARD 
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109. 
110. 


111. 
112. 
113. 
114. 
115. 
116. 
117. 

30. 
118. 
119. 
120. 
121. 





RIGHT PROV 


House | Seautify/ 


SYRACUSE CHINA NEW BERKELEY SHAPE 


TIFFIN STEMWARE “FOREVER YOURS” 
PATTERN 


UNIVERSAL “‘BALLERINA”’ DINNERWARE 
VIKING GLASS 

TAPERLITE CANDLES 

‘“PEERAGE’’ BRASS ACCESSORIES 
VERPLEX LAMPS & SHADES 
DONNELLY-KELLEY MIRRORS 

NURRE MIRRORS 

PITTSBURGH PLATE GLASS MIRRORS 
COLONIAL CLOCKS 


SETH THOMAS “‘DYNAIRE’’ ELECTRIC CLOCK 
‘“FRYRYTE”’ AUTOMATIC ELECTRIC DEEP FRYER 


WEST BEND ‘“‘FLAVO-MATIC’”’ ELECTRIC 
PERCOLATOR 





* No Card Available. 
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Section G—Block 


!. Preparing and sharpening tools for cut- 
ting all types of block lettering. (a) flat 
tools; (b) round tools; (c) liners. 

2. Drawing on paper. Plain Block Alpha- 
bet and numerals; principles of con- 
struction. 

3. Cutting stems and bars squaring off 
ends with triangular shade cuts or 

“picks’’. 

. Cutting plain block alphabet and num- 
erals. 

. Cutting names, dates, inscriptions. 

. Construction of Capped Block Alphabet; 
method of cutting. 

. Cutting names, dates, inscriptions. 

. Wriggling with flat tool. 

. Cutting with liner—names, dates, in- 
scriptions. 

. Wriggling with liner. 

. Combination cutting using wriggle and 
bright cut, liner and flat tool, etc. 

12. Drawing (on paper) Gothic Alphabet and 

umerals for cutting with round tool; 
principles of construction. 

13. Cutting Gothic Alphabet and Numerals. 

14. Cutting names, dates, inscriptions. 

(5. Cutting large block letters for fill-in 
work and shading. 

(*Subjects completed in previous installments 

of this section. ) 


oOow 


-—= © oO @ s~I 





Decsteninc and cutting 
the following block alphabets involves 
engraving of a nature entirely different 
from the sections already covered. 
Script, Ribbon, and Vertical Script may 
be considered the alphabets most artis- 
tic in appearance due to their oval or 
round shape and flowing lines. 

Roman Block is the “in-between” 
alphabet in the course-outline, being 
cut with the square graver and with 
some letters having the same oval or 
round construction found in the pre- 
ceding alphabets. At the same time, 
most of the letter formations are angu- 
lar, thus placing it partially in the 
mechanical group of alphabets, in 
which category falls the simple block 
style to be studied next. 

To further emphasize the contrast 
between the alphabets already covered 
and the ones to follow, it is entirely 
possible to construct all simple block 
alphabets with a ruler, using propor- 
tions measured exactly, leaving nothing 
whatever to the imagination. Those stu- 
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A Practical Course in Artistic Engraving 






by R. ALLEN HARDY 


Section G—Cutting Block Alphabets 


dents who lean more to the mechanical 
side will find their aptitude for this 
style greatly increased; those who are 
more artistically inclined may find it 
dull and rather monotonous. A really 
good engraver, however, is judged by 
his overall ability and consistency, even 
though the mastery of script is of most 
importance. 

The gravers used for the next phase 
of cutting are of varied shapes and 
sizes; the manipulation of the tools in 
cutting requires a different technique. 
The complete tool has a different “feel,” 
due to the comparatively short graver 
handle and the exposed graver length. 
Heretofore, all cutting has been done 
with the finger tips well cushioned 
against a wooden graver handle. Now 


the “feel” is changed; the fingertips 
will not be changed at all, but will rest 
against the bare metal. 


The response of the graver as cutting 


proceeds is not as fine and delicate as 
experienced with the square graver, 
where a sensitive “touch” is so impor- 
tant. Instead, due to the broadness of 
the cutting edge and the manner of 
cutting “flat,” greater resistance is en- 
countered, resulting in a different tech- 
nique of control. 


1. PREPARING AND SHARPENING 
TOOLS 


Gravers used for cutting block letters 


are referred to as flat gravers, round 
sravers and lining gravers, or liners. 
Their construction is decidedly differ. 
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Figure 52. Set of lining gravers from two to 12 lines in 13 sizes. 
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The ROSE OF SHARON pattern has both 


the smooth cleanliness of graceful line de- 
manded by those who favor modern decor 


and the richly carved design that satisfies 
period and traditional tastes. 


The ROSE OF SHARON pattern will be in- 


troduced to your customers from the pages 
of leading consumer magazines... with “ads” 
and editorials throughout the year... and 


will be featured on television and radio shows 
across the country. 


WE ARE PROUD TO PRESENT... 
YOU'LL BE PROUD TO FEATURE... 
YOUR CUSTOMERS WILL BE PROUD TO BUY 


ROSE OF SHARON 


AAD SOMPAAAF 
MERIDEN, CONNECTICUT 
Goldsmith and Silversmith Tradition Since 1840 


Orders will be filled on a first come first served basis. 
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Figure 53. Lining gravers (side view). Top, bent type; bottom, straight. 











Figure 54. Flat graver. 


FLAT GRAVERS 
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ROUND GRAVERS 


HELPER ERE BREED ED 





Figure. 55. Different sizes of flat and round gravers. 


ent from the square graver with its 
adjustable handle. (See Figures 52, 
57.) The gravers as they are manufac- 
tured are generally much too long. To 
correctly alter them, it is necessary to 
shorten them from the handle end, tak- 
ing care to restore the original taper 
by shaping on a grinding stone. The 
wooden handles are drilled to receive 








Figure 56. Knife gravers. 


the gravers, which are driven on by 
holding a graver securely in a vise, 
lightly tapping the handle with a ham- 
mer. The overall length of all such 
tools should be from 334 inches to 44% 
inches. This may seem short but after 
working with them it will be found that 
a short graver is more easily controlled. 
Long gravers are more inclined to slip. 

Flat gravers, round gravers, and 
liners may be purchased in various 
sizes or widths. In acquiring a balanced 
selection the beginner should have at 
least the following sizes: Flat gravers, 
No. 36, No. 37, No. 38, No. 40, No. 42; 
round gravers, No. 50, No. 51, No. 52; 
liners, No 8-4, No. 8-6, No. 8-8, No. 
8-10. In selecting liners the first num- 
ber denotes the number of the graver, 
the second denotes the number of lines 
on the graver. One other graver may be 
added to this group: a No. 1 knife-edge 
graver. This tool is converted into a 
small flat graver and will be discussed 
later in the text. In time more sizes 
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may be added as the engraver sees fit, 
especially liners. A wide assortment of 
liners is highly desirable since the en- 
eraver is often called upon to duplicate 





Figure 57. Flat side graver handle. 


or match engraving done by someone 
else. 

The flat gravers may be sharpened 
first. The rear line of the graver’s belly 
must be straight and is shaped first, 


Figure 58. Graver 
sharpening. In flat 
tools, sharpen belly 
first (A). Dotted line 
must be straight. Belly 
angle (B) should be 
slight. Face angle 45 
degrees. Sharpen face 
last (C). Excess metal 
at arrow is ground 
away to make refacing 

easier. A 





Figure 58-A. Then the face is done q, 
shown in Figure 58-B-C. The ae 
should be a perfectly straight cuttin 
edge; a 45-degree face angle is pO: in 
The belly angle should be slight, An 
extreme belly angle widens the cutting 
edge causing, for example, a No, 38 
flat graver to become a No. 40 ip 
ting width. 

To sharpen liners (Figure 59), face 
them only, with a 45-degree face angle. 
Do not touch the belly. Burrs betweey 
lines may be removed by stabbing the 
point into a block of wood. 

Round tools should be faced with , 
45-degree face angle. See Figure 60 
Nothing should be done to the belly 
unless it happens to be too rough and 
shows lines. In this case, it may he 
smoothed out on an Arkansas stone ip 
a rolling motion to preserve the orig. 
inal roundness. Then it should be pol. 
ished on emery paper. 

Liners and round tools are some. 
times available with curved ends, An 
extreme curve is useful for engraving 
extreme, concave surfaces, but hardly 
suitable for average work, having too 
much lift. Such a graver may be altered 
to use for average work by shortening 
the length from the cutting end. In do. 
ing so, the extreme curve may be 
greatly reduced leaving a slight curve, 
with a desired 8 to 12-degree belly 
angle. | 

Straight liners and round tools have 
a tendency to cut deep. Since the belly 
is not ground on the stone, the only 
way to arrive at a belly angle is to 
bend the tips of the gravers enough to 
compensate for the belly angle nat- 
urally acquired in sharpening square 
and flat gravers. This may be done by 
placing the tip of the graver on an 

(Please turn to page 172) 


Cut- 








“~" Figure 59. Liners should 
have a 45 degree face 
angle. Lift should be 
added by softening tip 
and bending up at arrow. 
Reharden and draw to 

light straw color. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














. A Polish that 
3 REALLY 


° ° + ° ° 2 . ° ° ° + : . . * ° 











heeps Silver Beautiful! 





Imported from England, Goddard’s Silver Polish has been world renowned 
for over 100 years—a polish that keeps silver beautifully shining, without 
leaving a single blemish or scratch—the same polish that famous silversmiths, 
museums, steamship lines and hotels use to keep intact the lustre of their 


own silverware. 


Wie 









GODDARD’S SILVER POLISH: / (K Ad A 


This is a polish that leaves no film on the QU 


silver to act as a tarnishing agent, as soap or 
glycerine do. Rather, it imparts a lovely long 





lasting lustre. 


GODDARD’S SILVER CLOTH: _ 


This is a cloth made with a fine Egyptian : 

cotton and impregnated with Goddard’s ~ pee S — i 
polish. It’s ideal for quick, last minute polish- i 
ing—or for drying and polishing silver in 


one simple operation. 


Sole U.S. A. Distributor Le 


Manufacturers Marketing Company 
299 Madison Avenue, New York 17, N. Y. 
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Our first ad in HOLIDAY brought unprecedented response from our cus- 
tomers, our sales organization, and consumers. We know that the best place 
to spearhead a campaign for a good, new product like Anson Style Pag- 
eant Jewelry is in HOLIDAY. Yes, we're enthusiastically sold on using 
HOLIDAY magazine from now on!*° 


Mr. OLOF V. ANDERSON, President of Anson, Ine. 


HETHER you're a tie-clip titan ...amen’s 

wear manufacturer...or a_ silverplate 
sultan... you'll find that HOLIDAY magazine 
pulls more inquiries per 1000 readers, sells 
harder per ad than any magazine tn America. 


Why? Because every month HOLIDAY 
reaches more than three quarters of a million 
class families ... totaling an estimated six 
million of America’s silver - spoon - in -the- 
mouth readers. Yes, HOLIDAY reaches the 
cream of the crop—active, alert men and 
women whose average income is almost three 
times the national average... progressive 
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people who entertain more, travel more, buy 
more and buy the best! 

And, what’s more, leading men’s jewelry 
and men’s wear manufacturers everywhere 
recognize that the Holiday editorial theme of 
enjoyment, good living and travel is a natural 
merchandising idea. The most natural of any 
magazine today! 

If you’re not getting your share of the tre- 
mendous buying power of HOLIDAY’S massive 
class market, drop a line to Holiday, Indepen- 
dence Square, Philadelphia 5, Pa. You may 
be amazed at the results you get in Holiday. 


sales in HOLIDAY than 
weve ever used J/ 


Natural Merchandising Medium! 
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Don’t Forget Your Store’s Birthday 


It should be the deep-founded hope of every jewelry 
store operator that his establishment eventually becomes 
a cornerstone in the community. However, jewelry stores 
or any other business firms—do not gain this reputation 
overnight—it takes years, even decades. 

There is no substitute for age when it comes to a 
jewelry firm’s reputation. It represents quality, success, 
integrity and solidness. 

That’s why it is so vitally important that a jewelry 
store celebrate its anniversaries in a dramatic manner. 

Each milestone of a jewelry store—from the first year 
to that golden anniversary—should be celebrated and 
_ observed with a well-coordinated advertising and promo- 
tional campaign. 

It has been a general practice for years for large depart- 
ment stores and other large business establishments to 
hold special anniversary sales to mark the anniversaries 
of the store’s founding date. 

Most jewelry stores do celebrate their anniversaries 
with special sales—but an anniversary should also call 
for special publicity and institutional promotions to 
mark on the minds of the residents of the trade area that 
your firm has passed another milestone. 

Let’s say, for example, that you are reaching your 
25th successful year in business in the same community. 
You want to celebrate with a birthday party to focus 
attention on the fact that you have been serving the trade 
area with fine jewelry and service for a quarter of a 
century. 

A series of ads should be created to emphasize the fact 
that your jewelry store has been in business 25 years. 
One useful idea is a series of column-type ads relating the 
highspots of 25 years ago. These ads could be written in 
a chatty manner to evoke nostalgia among the local 
readers. The actual advertising in these columns should 
be held to a minimum. Let your sales message be in- 
direct. 


A contest always attracts attention. One type of contest 
that would blend in with the anniversary theme would be 
a series of popular movie stars of 25 years ago. Search 
out the newspaper files and secure pictures of the reign. 
ing movie queens of 25 years ago. Run one picture each 
day in a series of small ads, and offer a prize or group 
of prizes to the person or persons who can correctly iden. 
tify the entire set. 

Arrange a special luncheon or party in the store for all 
folks in the community who were born—or married—op 
the day you first opened the doors of the store. This pro. 
motion will result in publicity. 

As for window displays, go through your files and see 
if you can find your first ad. Have this blown up and 
place it in the window. 

Another attractive window display in keeping with the 
silver anniversary theme would be a display of 25-year. 
old newspapers with their nostalgic headlines bringing 
back memories to passersby. 

Secure a picture of your first store, get an enlargement, 
then place it in the window along with a picture of your 
present establishment. This will be visual, tangible proof 
to the community of your growth in the past 25 years. 

And don’t forget your employees! 

Hold a special birthday party for your employees. Such 
an affair will boost morale, and give your staff an in- 
creased pride in the establishment. If you have people 
who have been with you from the start, it will be good 
taste and good morale policy to feature these workers in 
a series of special ads in the papers. 

Naturally, a store only one year old or five years cannot 
go all out on institutional promotion. But it can celebrate 
in a small way. 

For a small jewelry store celebrating its first birthday 
in business, a large birthday cake in the front window 
with the invitation extended for all passers-by to stop and 
come in and have a free piece of cake and a cup of coffee. 

Remember, if you want to become a cornerstone in the 
community, you have to celebrate those birthdays! 
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Figure 60. Round tools should have a 45-degree face angle. 
Polish lines out of belly on emery paper. Grind away excess 


metal at arrow. 


asbestos pad and with a flame gradually 
heat the area until the graver tip will 
bend under slight pressure. (See Figure 
59 at arrow.) After completing this 
operation, the graver must be rehard- 
ened and tempered to a light straw /. > 2 
color. 

Figures 58 and 60 show a hollowed- 
out section (indicated by arrows) on 
top of the graver near the point. This 
metal is ground away for two distinct 
reasons. The operation reduces the size 
of the face, saving time when resharp- 
ening; a small area of metal being 
more quickly ground away than a large 


172 


area. Reducing the size of the tip of the 
graver results also in a more sensitive 





tool, one that is easier to control when 
cutting. 

Figure 61 illustrates some common 
errors in sharpening flat gravers or 
liners. (1) and (2) show incorrect 
belly lines resulting from tilting the 
graver too far over to one side when 
using the sharpener. (3) and (4) show 
an incorrect face which can result 
either from tilting the graver too far 
over to one side or by neglecting to 
correct an error in shaping of the belly. 

(To be continued) 
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Figure 61. Common errors. 


(1) Incorrect belly line. 
(2) Incorrect belly line. 
(3) Incorrect face. 


(4) Incorrect face. 
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Here’s your connection for Larger Profits 
during APRIL— MAY— JUNE 























* 7 & * £ 
Why it pays you to tie-in with this long-range WHAT YOU SHOULD DO FOR 
e e ‘ e@ 
industry-wide campaign to promote electric A MOST PROFITABLE TIE-IN 
° ° ° e GET CONTINUOUS EXTRA TRAFFIC AND SALES 
housewares as first choice for every gift occasion 1. Via A PERMANENT ELECTRIC HOUSEWARES 
GIFT SECTION IN YOUR STORE OR DEPART- 
MENT. 
] An all-occasion gift campaign will create continuous and new 9. “MERCHANDISE” EVERY NATURAL GIFT PRO- 
® consumer traffic for your Electric Housewares department. * MOTIONAL OPPORTUNITY IN YOUR PERMA- 
NENT DISPLAY py Nat sven te including 
, . . P Mother’s Day, Father’ Brides, Anni 
? . You get higher ticket sales. Gift buyers are not price buyers. ccsiem, Siete, ea ey me 
3 USE THE OFFICIAL INDUSTRY DEVELOPED 
Gift theme permits continuous promotion for any basic elec- * DISPLAY KIT TO TIE-IN YOUR STORE with the 
® tric h k theme to be seen in national advertising of partici- 
tric houseware stock. pating manufacturers. 
Electric House ll sion gifts supply the reason and SHOW A “GIFT WRAPPED” ITEM IN EVERY 
4. 1 — - “ vee . 6 PP'Y l 4. ELECTRIC HOUSEWARES DISPLAY WINDOW 
volume to make it a major contributor to overall volume. OR IN STORE. 
. ; 5 USE THE GIFT CERTIFICATE ANGLE WHICH 
5, Capture dollars now spent for “frivolous” gifts. * WILL CLOSE MANY SALES FOR ELECTRIC 
HOUSEWARES AND CREATE ADDITIONAL 
‘ ‘ oe ‘ TRAFFIC FOR YOUR STORE. Your distributor 
& Build for future business by establishing a year-round gift will soon show you suggestions for this idea. 
® market starting now. 
es re 
SEND for Free Retail Dis- ENTER Electric Housewares ORDER your Electric House- MAIL THIS | Evectaic Housewares Section 
play Kit of attractive post- Display Contest and win wares Gift Certificates to | National Electrical Manufacturers Assn. | 
ers and streamers! awards for most resultful simplify selling! COUPON 155 East 44th Street, New York 17, N. Y. , 
Electric Housewares Gift , 
Window! TODAY 1 Please send me 
; 0) Free Electric Houseware Retail Display Kit 
ELF FOR YOUR | Store ........ ! 
HOUSEWARES SECTION 1 | 
FREE } Addres6......................0... ! 
National Electrical Manufacturers Association SELLING Cy. 
New York 17, N. Y. ; Attention ................. ' iindedenienteecwieninieendinaadl 
AIDS q , 
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NORTHAMPTON 
STAINLESS STEEL 


Teaspoon Blanks: 


Pann 









In response to increasing tg 
demand, we offer this high gt é 
quality forged steel tea- we 4 

spoon blank—at a reason- 
able price! 


This teaspoon blank 
will prove popular for usé 
with bone or bamboo handles, 
particularly with manufactur- 


ers catering to the gift trade. 





Manufacturers of the finest sterling or plated flat- 
ware and reputable repair shops have learned that 
they can stake their reputations on 80-year-old 
Northampton Cutlery. For the ultimate in quality 
and craftsmanship in forged stainless steel blades, 
you can rely on the complete line of Northampton 


Blades. 





ON 2, MASS: esl1871_ 














Sound Credit Policy 


(From page 124) 


river, creek, or the John Henry home. You may also get 
a brief description of the house. 

Another wise precaution is to obtain his telephone num. 
ber, or the number of a home through which he can he 
reached. Virtually every individual can be reached some. 
how by telephone, whether in his own or someone else’s 
residence. 

Such questions can hardly be considered “private” oy 
embarrassing, and there is no reason why you should be 
reluctant to ask them. The person who resents them indi. 
cates by that fact that he is probably a bad credit risk, 
Many purchasers, in fact, expect and are used to being 
asked such questions, and some of them will know more 
about buying on credit than you know about credit 
granting. 

A good deal may also depend on your judgment of the 
credit applicant’s character. If a man’s personality and 
bearing indicate stability of character, you will often be 
justified in extending credit in small amounts, even to a 
stranger, although another point or two may be doubtful. 
For sales of any size, of course, a credit check is man- 
datory. 

You should not hesitate to check with the applicant's 
credit references or with your local retail credit bureau. 

This not only gives you a double check on his statements, 
but enables you to determine how he has paid his obliga- 
tions in the past. A dollar spent for a credit reference 
may save $50 on a bad account, later on. 

Where all your information indicates that the applicant 
should be refused, you should turn him down by telling 
him plainly your reasons for doing so. A “yes” man can- 
not stay long in business. Or, you may suggest the 
alternative of getting a responsible person, such as a 
relative, to guarantee his account. In such case, however, 





New Jersey Watchmakers Combat 
Cut-Rate Advertising 






You Get ae You Pay For 


WATCH REPAIRING 


» » Your Watch 
Needs Alfention 
By a Highly 

= sj TRAINED 
IZ Co WATCHMAKER 






The Watchmakers Association of 
New Jersey, in a recent drive to 
counteract cut-rate advertising by 
members, ran the above adver- 
tisement as a public service. The 


THE 
| WATCHMAKERS’ ASSOCIATION 


OF NEW JERSEY, INC. 


Urges You to Look for These 
Important Points When You 
Choose Your Watchmaker: 
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the agreement should be obtained in writing over the 
signature of the individual who makes the guarantee. | 

It is exactly at this point that your ingenuity as a credit 
orantor should be exercised. Since a good credit manager 
‘g always sales minded, you should be sure that you have 
exhausted all reasonable possibilities before finally turn- 
ing down the applicant. a | 

Where a specific purchase is at issue, an alternative may 
be to sell a $60 watch, for example, on a conditional sales 
contract with a substantial down payment. In such case 
the merchandise can be repossessed if necessary. Be sure 
that you comply with your state’s laws governing valid- 
ity of such contracts. Some states require filing within a 
stated period from date of purchase before extending full 
protection to the seller of the merchandise. 


CREDIT INFORMATION IN ACCOUNT LEDGER 


The information you obtain in the course of your credit 
investigation must, of course, be recorded where it will 
be readily available. For the jeweler of small or average 
size operation, the best place for such information is right 
in his account ledger. The facts can be written down in 
longhand, using both sides of the sheet if that is necessary. 
This method is easy, simple and quick, and saves invest- 
ment in a separate and unnecessarily complex filing 
system. 

There is no such thing as an airtight credit investiga- 
tion procedure. No matter how expert your judgment in 
the investigation end, therefore, a certain amount of col- 
lection work must be anticipated. Collection work begins 
when the account becomes past due. The principal re- 


quirement for an effective collection procedure at this 
point is a consistent, regular, and diplomatic follow-up. 

According to generally accepted practice, an account 
becomes past due if the bill has not been paid by the 10th 
of the month following the month of purchase. The 
first follow-up notice should be sent at a definite interval 
following the past due date. Some business men send 
notification the 20th. of that month, others the lst of the 
following month, and others the 10th. In the case of the 
latter, the account has become 30 days past due. What- 
ever period you select to start your collection procedure, 
you must start and you should follow consistently the 
same procedure with all accounts. Consistency in this 
respect will clear up the majority of your past due 
accounts without further effort on your part. 

The first follow-up may take any one of several forms. 
Some dealers send a duplicate statement, others a letter, 
and others a printed colored reminder notice. If no 
acknowledgment or payment is received, further notices 
should be sent at definite intervals. If no acknowledg- 
ment has been received following the third such notice, 
telephone or personal contact should be made. 

Your first follow-up notice, for example, might be 
mailed the 10th of the month following the due date, when 
the account is already 30 days past due. The second is 
mailed the 20th of that same month, the third on the Ist 
of the month following. If the account has still not been 
paid 10 days later, a telephone call or personal visit is 
in order. 

The value of the information gathered in your investi- 
gation becomes readily apparent at this point. It enables 
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for the Graduale... 


FIDELIS rosaries 


Graduating time is gift time. Private Catholic schools are now gradu et 
ating students by the hundreds of thousands, while many more thousands 
of Catholics graduate from public schools each year. 

Supply this huge market with a new type of graduation gift, one in 
tune with a way of life, a gift that will last and be cherished for a lifetime, 
Fidelis Rosaries. If you haven’t seen the Fidelis rosary line, write to us, for 
we stock many rosary combinations to meet the fancies of all your 








You cannot Feature a Finer Rosary than 


- FIDELIS 


PS WHILAKER CO. 


50 ALEPPO Si., FROVIDENCE 5, R. I. 
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you to lind out speedily the reason for delinquency in the 
account. Whatever you find then, act on it at once. 

If the man has sold his house and moved, go to the 
real estate dealer who handled the sale and find out his 
forwarding address. If he has died, go to the undertaker 
and find out who is executor for the estate. Should the 
facts you find require it, don’t hesitate to place the account 
in the hands of a collection agency or an attorney. Where 
the man has moved, for example, such agents can get in 
touch with colieagues in his new community who will take 
appropriate steps. But whatever you do, do it at once. 

Equally important in collection work is to keep a record 
of everything you find in the course of your inquiry. The 
best place for this information, again, is on your ledger 
sheet, where it will be accessible and up-to-date. Don’t 
trust your memory! 

The value of recording such information will demon- 
strate itself in a number of ways. If the account is later 
turned over to a collection agent, it will make his job 
easier, and ultimate collection that much more certain. 
It will also make it easier for you to get the money, 
before it reaches that point. 


CREDIT RECORD MAKES COLLECTION EASIER 


As an example, the account may promise immediate 
payment following your first telephone call. Ten days 
later his check has still not arrived, so you make a second 
phone call. He again promises payment and again the 
money does not arrive. In the meantime, you have written 
in your ledger the dates on which you called him and the 
reason he gave for his delinquency. On your next call, you 








will be able to give definite date and facts which will make 
it morally impossible for him to squirm out of payment. 
You have the psychological advantage of being definite 
in your collection talk. 

In addition to these, procedures, you should also have 
your bookkeeper draw up a list of past due accounts regy. 
larly, once a month. This can be done easily and quickly, 
and copies placed in a drawer near the cash register, jp 
the office, and in any other spot where it will be cop. 
venient. Names are crossed off the list as the accounts 
are paid. 

This procedure will save you and your employees a 
good deal of time in constantly running to the books to 
check the figure. It also ensures that customers who come 
into the store to pay their bills will be able to pay them 
without delaying them unnecessarily. It can even happen 
that absence of such a list will prevent you from accepting 
payment, should the books be out of the office at that 
moment. 

Almost as important, compilation of such a list will 
provide you with a check on the effectiveness of your 
credit policy. It will show you where to concentrate your 
collection efforts, and perhaps suggest improvement in 
your investigation procedure. 

A final precaution should be noted against allowing a 
delinquent customer to pyramid his credit purchases. 
The 90-day past due accounts in particular, should be cut 
off from further credit. Likewise, the customer who is 
pyramiding his purchases too rapidly, should be cut off 
before his debt becomes unmanageable regardless of the 
time which has elapsed. 
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Metals of Guaranteed Purity 


PLATINUM ° 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 
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Platinum — Metals 
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Kastenhuber & Lehrfeld, Inc. 


Tel. LUxemburg 2-2320 


PALLADIUM 


s—Scrap Gold and 


WILL RECEIVE 
Special Attention 


New York 19, N. Y. 
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Spring Window 
(From page 104) 


and bracelets. In addition to the masks, the studio also 
makes half-round and full round heads with shoulders 
or simple bases. These are, of course, more expensive 
than the masks, but are very striking in appearance. The 
velvet finish is, of course, an ideal one for showing 
jewelry and the designs are sufficiently stylized so that 
they can fit into almost any set-up. All pieces are made 
to order, so some time must be allowed for delivery. 

Five panels of beaverboard about 18 inches by 24 
inches are covered with five different lengths of spring 
dress fabrics and fastened together to form the screen-like 
background to which the jewelry and the mask and hand 
are attached. If the panels can be hinged together, so 
much the better for easy adjustment in the window and 
for storage for future use. Another length of fabric is 
draped from the velvet hand and sprays of apple blos- 
soms extend from behind the screen, above and to each 
side of it. 

The six different lengths of fabrics should be chosen 
to be harmonious in color, but as much variety as possible 
in textures will give added interest. A piece of tweed, a 
piece of velvet, a sheer wool, a silk crepe, a taffeta and 
a chiffon would give a nice variety. 





Co-Op Ad Explains Installment Purchases 


Because of confusion in the public’s mind, many peo- 
ple have been led to believe that Regulation W covering 
installment purchases also extends to the installment pur- 
chase of jewelry and jewelry items. Such is not the case. 
However, the Salt Lake jewelers in question found that 
the unfounded belief of the public was cutting into their 
business. 





IMPORTANT NOTICE ! 


Government Regulation “W" covering installment controls does not affect purchoses of 


jewelry, diamonds, china, silverware, and many other items carried by your jeweler 
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Good News' You can still make your purchases of 
jewelry items and place them on an account with . . . 


* * 


Daynes  Tanner-Bennion 
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After a few futile small ads by the individual firms, 


they met and decided that one large ad would do the 


trick, 

The half-page ad was paid for by the six jewelers, and 
the ad simply stated in large block letters that there had 
been no change in the government credit plan in rela- 
tion to jewelry. 

The sponsoring jewelry firms were: The Anderson 
Jewelry Co., Schubach Jewelry Co., Daynes Jewelry Co., 
Tanner-Bennion Jewelry Co., Jensen Jewelers and the 
Time Shop Jewelers. 

Just another instance that it pays to cooperate in the 
industry. 
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FURERA 


Guaranteed Tarnishproof 





DELUXE 
Solid Mahogany 


DRAWER CHEST 
#110 


Superbly styled from 
rich, béautifully grained 
solid mahogany, this 
FURERKA Silverware Chest 
is outstanding for mas- 
ter craftsmanship in 
every detail. Side han- 
dles, drawer pulls and 
name plate are of polished brass. Lined throughout with seal- 
brown Pacific Silver Cloth —“the cloth that prevents tarnish”. 


Holds up to 200 pieces. Approximately 19” x 13" x 7}2", 


The 
TAUNTON CHEST 


One of EUREhA’s most 
popular lower-priced 
chests, cabinet-crafted of 
selected hardwood with 
mitred corner joints. 
Available in modern 
blond or dark finish. Lined 
throughout with guaran- 
teed tarnishproof mate- 
rials. Holds up to 120 pieces, and has partitioned area for 
serving pieces. Approximately 16” x 12“ x 4", 





Made with cabinet craftsmanship of finest selected 
hardwoods, fully lined for anti-tarnish protection, 
every EUREMA Stlverware Chest is guaranteed tarnish- 
proof for the life of the chest. EUREHA Silverware Chests 
are available in a wide range of styles and prices. 
Write now for free illustrated leaflet. 


Eureka Manufacturing Co., Inc., 5 Maple Street, Taunton, Mass. 
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SERVICE 


olel = 
by Bisher 


The ever popular heart and book lock- 
ets — with authentic service insignia. 
In gold-filled, 14 karat, or sterling. 
Through your wholesaler. 


J. M. FISHER COMPANY 


Attleboro, Mass. 





























ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock. 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 

















\ 77 MADISON AVE. MEMPHIS |, TENN. J 
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Famous Diamonds of the World 
SANCY—54 carats 


This famous gem, owned by kings and queens, is nowy 
in the possession of the American-born Lady Astor, who 
wears it on state occasions set in a tiara. The fine, 
fiery stone is said to be one of the first diamonds cyt 
with symmetrical facets. 

It was purchased in Constantinople about 1570 by the 
French ambassador to Turkey, Nicholas Harlai, Seigneur 
de Sancy. He carried it back to France where the young 
king, Henry III, who was very bald, used it to decorate 
the small cap he always wore. During the next reign, 
when Sancy was made Superintendent of Fi inance, Henry 
IV borrowed it as security for a large loan to hire sol. 
diers. The diamond was finally sold wn Sancy to Queen 
Elizabeth and in 1605 was described in the jewel inven. 
tory of the Tower of London as “one fayre dyamonde cutt 
in Faweetts.” After the overthrow of James II, it came 
into the possession of Louis XIV and remained in France 
until the Revolution, when it disappeared from the royal 
treasury with other famous gems in the jewel robbery of 


1792. 
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The Sancy reappeared about 1828 when it was sold 
by a French merchant to Prince Demidoff of Russia, 
a patron of the arts and husband of the Princess Mathilde, 
niece of Napoleon Bonaparte. This same Princess 1s 
credited with introducing the jewelry creations of one 
Louis Francois Cartier at the court of the Empress Ev- 
genie and thus helping to establish the house of Cartier. 
The Sancy was shown at the Paris Exposition of 1867 and 
Prince Demidoff died in 1870. Some gem historians say 
that he had previously sold the stone to an Indian mer- 
chant, but descendants of the family state that the Sancy 
was in the Demidoff family until about 1900. Lord Astor 
has owned it since before World War II. 

The Maharaja of Patiala also claims ownership of 4 
Sancy diamond. The American Gem Society says: 

“The diamond which is in the possession of Lord Astor 
weighs 53.75 carats and has dimensions identical with 
models generally accepted as authentic. The diamond 
owned by the Indian potentate weighs 60.40 carats, and 
although pear-shaped, actual measurements do not corre- 
spond to the accepted ones.” 

There is also a Little Sancy or Beau Sancy weighing 
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34 carats and said to be a splendid brilliant. De Sancy 
collected many diamonds and it is likely that the col- 
lection was dispersed after his death in 1627. Prince 
Frederick Henry of Orange bought the Little Sancy in 
1647 and passed it down to his grandson, King Fred- 
erick I of Prussia. Later it turned up at a royal wedding 
‘, Berlin and was identified in 1881 as having come 


down from Sancy. 





Customers Like Appliance Showroom 


A substantial increase in the sale of deluxe small appli- 
ances, plus a far better appearance for the front of the 
store, are two benefits accomplished by a new showroom 
for small appliances completed at Lee Jewelers, Engle- 
wood, Colo. 

Paul Nichols, manager, is one of those jewelers who 
feels that although small appliances are steadily profit- 
able, fast-turning merchandise, they have no place shown 
side by side with diamonds and fine jewelry. “No dia- 
mond customer likes to be carefully considering a $500 
investment while a clerk nearby is popping a toaster up 
and down for a housewife,” Nichols said. “Nor does the 
small appliance customer get a real opportunity for com- 
parative buying if the appliance she wants is displayed 
amid jewelry cases. The latter customer wants to feel 
free to experiment and talk about the appliance at length, 
without feeling that she is interrupting store quiet, or a 
jewelry customer, in the process.” 

The result of this line of thinking was the conversion 
of what was formerly stockroom space at the rear of the 
store into a handsome small appliance showroom, sepa- 
rated entirely away from the jewelry sales floor. The 
room is small, 10x7 feet, but is large enough to accom- 
modate five levels of flush shelving, a small service 
counter and three display racks for various household 
appliances. The entrance to the room is well back of the 
credit department of the store, where small appliances 
are visible through the door, but are shown nowhere else 
in the store. 

Constructing the room consisted merely of clearing a 
center space in the large stockroom at the rear, and 
building a “shell” of 2x4’s over which a handsome plastic 
wood was fastened. With a false ceiling, hard-surface 
flooring, this produced an eye appealing small showroom 
which has completely solved small appliance merchandis- 
ing problems, according to Nichols. 

“Our selling policy now includes showing a complete 
selection of small appliances, suggested primarily as use- 
ful gifts, in the store window,” Nichols explained, “with 
an invitation to visit the separate small appliance show- 
room. When the customer asks to see any of these, the 
salesperson who has contacted her escorts her back to 
the privacy of the salesroom, just as diamond buyers are 
handled. There, competitive brands can be displayed one 
by one by removing them from the wall cases, and operat- 


ing them on the convenient counter. We have plugs for | 
connecting any small appliance if the customer wishes, | 
and can demonstrate any of them actively without fear | 


of bothering other customers.” 


While the actual increase in small appliance sales is | 


difficult to pin down, it has been obvious to the manage- 
ment that there are far more sales per demonstration 
in the quiet, separate display room. 
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BEATTIE 
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The only lighter with the 


flame you can point. 


Equipped with wicks that 
need no replacement. 


. TILTED...jet 
flame for pipes 














UPRIGHT. .. for 
cigarettes and cigars 






























® Consistently advertised in national magazines with 
increased schedules planned for 1951! 


@ More and more pipe smokers insisting on the unique 
Beattie Jet Lighters have sent our sales to an all time high! 


Retailing at: 
Heavy Silver Plate $10.00 
Heavy Gold Plate, 


Heavy Nickel Plate $5.95 

Pigskin or Black Morocco $6.95 

Satin Chrome $6.95 Leather Covered $15.00 

Engine-turned Chrome $8.00 Heavy Gauge Sterling Silver $27.50 
Desk model, custom built body, genuine Leather $8.95 


e Also Beattie extra large flints, retailing 25¢ per pkg. 


Ask your favorite wholesaler or write direct to 
Beattie for name of distributor in your territory. 





| 
Beattie Jet Products Inc., Box JC | 
17 E. 48th St., New York 17, N. Y. | 


Rush complete price lists and dealer discounts for Beattie Jet 


Lighters to: 
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WINDPROOF LIGHTER 














Town and Country 
750 $7.50 


Hand engraved and 
painted in true-to-nature 
brilliance ... choice, in- 
cluding Mallard, Trout, 





200 $3.00 Pheasant and Setter. 
Brush Finish .. . GUARANTEED ... 
buffed to a fine, satiny UNCONDITIONALLY 
surface. 

COST-FREE REPAIR 


COMPLETE ZIPPO 
FROM $300 RETAIL 


SERVICE REGARDLESS 
OF AGE OR CONDITION 


JOS. B. BECHTEL & CO., INC. 
WHOLESALE DISTRIBUTORS 


729 SANSOM ST. PHILADELPHIA 6, PA. 
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slaty) Severe Tarnish 
eee =» Problem in 
- Store Display 
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St © Bosshart & Morphy, Clifton 
Mma «Springs, N. J., report that 

wea mineral water springs create a 
severe tarnish problem in their 
area. After years of search 
Trim Protectors solved their 


E é 4 Be 4 


¢ Tarnish Proof, Moth Proof 


¢ Dirt, Dust and Moisture Proof — Ree ig _ 
* they: "No t ilv 
e Jeon, ~ vial cio acine moe displayed in TRIM wd 
7 Beautifies Cases " ale tectors as shown the slight- 
, Cupboards, est tarnish." 
efc. 


They now recommend TRIM 
to other stores and to their retail customers. 


Envelope type Vinylite protectors in several sizes are interchangeable 
for flat and hollowware silver, china or linen. Roll-type units with 
12 or more pockets for flat silver. Roll unit for 6-pe silver place 
setting is marvelous for "bride-trade." Designed by Lucile Whittier. 
Now nationally advertised. Among units available and list prices: 


Trim Units for 6-pc Flat Silver place setting.............. $1.25 
Trim KIT for 72-pe Flat Silver service.................... 6.75 
12 Units, each 15x19". . .$5.00 6 Units, 12x13" ....... 2.00 
16 Unrts, Asst Sizes ... 5.00 | Unit, 18x24" ....... 2.00 
3 Units, each 16x20"... 2.00 | Unit, 24x30" ....... 3.00 


| Shelf Protector, 27" deep by 36" wide ................. 1.00 
| Complete SILVER TEA SERVICE PROTECTOR, 32x19x14". 3.00 
| Flat Silver Tray Storage Protector, 18x18" ............... 


THE TRIM Company in4 pn" 


2669-JCK Cascade Springs Drive, Ada, Michigan 
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‘Good As the Best’ 


(From page 128) 


ing at the front, a large porcelain neon sign was installed 
with dark blue structural glass and white metal trim 
along the front. A thick glass door with four-foot side 
lights forms the entrance. Two windows on each side 
allow Ernst plenty of room for displays without crowding. 
He believes that good windows are really the “pay-off” 
in a jewelry store. 

Inside, the fixtures and wall panels are of walnut. The 
wall cases have plate glass sliding doors except for three 
in the rear of the store which have no glass in order to 
encourage browzing. Many sales are made to customers 
who want to handle the merchandise at their leisure, ac. 
cording to Ernst. He finds antique china a good item for 
this type of merchandising. 

Another method of letting customers sell themselves 
which has worked out well for Ernst, is by placing an 
electrical appliance away from the department where it 
normally belongs. It stands out in such a way that cus. 
tomers are sure to notice it and, it gives Ernst the oppor- 
tunity to show them the appliance section. 

Ernst’s watch department is in the rear of the store. 
He uses an open type department with two walnut paneled 
benches behind a delivery counter which crosses the 
width of the store in the rear. Also in the back is a 
wrapping department which compels customers to go to 
that end of the store for their purchases and thus they 
see all the attractive displays. 

Lighting throughout the store including the windows is 
fluorescent supplemented by incandescent spotlights. 


AIR CONDITIONING A 'MUST* 


Nor has Ernst ignored the other touches that make up 
today’s merchandising methods and one of the things 
which he believes is a must is air conditioning. He 
thinks that just this one improvement is worth many 
times the cost in increased sales and added efficiency. 
“T have seen jewelers install paneled diamond rooms and 
other fixtures only to decide later they didn’t need them. 
But I have yet to see a jeweler install air conditioning 
and take it out,” Ernst said. 

Because most of the store’s volume is in silverware and 
china, these displays are featured in front section of one 
of the windows. Many patterns are carried in a wide 
assortment of prices and Ernst thinks this market has 
hardly been touched. He is also a firm believer in bud- 
get plans and says the 30-day account is on the way out. 

Ernst tries to merchandise in departments that blend 
with each other. All their jewelry is carried on one side 
of store, while china, glass and silverware are displayed 
on the other. Along the center aisle are bridal tables 
and featured merchandise on island displays, and a ster- 
ling flatware table. 

While door-to-door selling has been the bugaboo of 
jewelers almost from its beginning, Ernst is prepared and 
alert to meet it by contacting prospective customers first, 
although the store does attempt to get an invitation to 
see a family rather than call unannounced. “If you don't 
contact ‘new home’ owners at once, you find that some 
furniture store has sold them over half the items we 
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carry.” But the greatest competition any jewelry store 
gives itinerant salesmen is that certain quality of ser- 
vice to the community of the kind that Ernst gives. 

The Robert Ernst Jewelry Store was established in 
1893 by C. A. Randolph where the present owner’s 
father was head watchmaker. He later bought the store 
from Randolph. Robert A. Ernst, his son, became a 
partner in 1929 and when his father died in 1942, Mrs. 
Robert Ernst became an active partner. 





Tower Display Features Seasonal Motifs 


The tower display at Herrett’s Manufacturing Jewelers, 
Twin Falls, Idaho, combines eye-appeal and flashing 
movement coupled with the use of symbols appropriate 
to the trade. Motor-driven, two giant rings—an engage- 
ment-wedding ring set—and a center gem revolve 50 feet 
above the ground. The jewels in the rings and the gem 
are mirrored, while the frames are of steel. Scintillating 
rays of sunlight and the glow from the tower windows 
after dark throw these huge emblems into bold relief. 

At night the plate glass windows of the tower appear 
to churn with rainbow tints and hues. This startling effect 
is achieved through agitated mirrors picking up colored 


At Christmas time the 
revolving rings were re- 
placed with a_ large 
simulated gift-wrapped 
package. At other sea- 
sons of the year, other 
appropriate motifs 
highlight the occasion 
for this jeweler. 





lights and throwing them in different combinations on 
the 100 square feet of ground glass. 

Seasonal motifs affixed to the rotating standards draw 
added attention. At Christmas a gaily wrapped gift, made 
by covering a wooden box with gleaming white and red 
oilcloth, supplants the engagement ring and is flanked 
by evergreens strung with colored light. Loudspeakers 
broadcasting Christmas carols and hymns add to the 
holiday spirit. 

During the season reserved for lovers in February a 
giant heart of painted masonite perches just below the 
center gem, while smaller hearts turn on either side of the 
betrothal ring. 

Independence Day is marked by realistic firecrackers 
spinning atop the tower. Heavily painted metal tubes 
with wooden plugs and fuses made from garden hose 
boast streamers of pliofilm that simulate sparks of fire. 

Other motifs are planned, such as Bugs Bunny and 
Faster eggs for April. 
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WATCH REPAIRING TO THE JEWELRY TRADE 


One week's service on average overhaul jobs 


I. kon cacneenes ee rT $3.00 
iself-winding - $1.00 extra) 
Cleaning amd Slew 2. cccccccccccccccccccccces 4.50 
Cieaning and Mainspring .............-+ese00: 3.50 
Cleaning and Stem and Crown ............... 3.60 
TEE SET TT eeT Te TTT TT eT TT Te TT 2.50 
Stem and Crown only ..........-eeceeceeees . 41.75 
EN EP on ccccccecccecesceneee eewews 1.75 


Jewels - balance, roller, pallet (with clean) ea. .85 
Crown, hand, crystal reg. (with cleaning) ea... .30 


PD CED 5 6c Ce cccecccsceccescecoeeeceuse 1.00 
Es 000 4n460640600400 8600000006" -- 1,00 
I vo. 4004 00050a0eenenanennee 1.00 


Chronographs overhauled (plus parts)... .$8.50- 10.50 


Dial refinishing - factory prices. 


All customers’ watches are fully insured while in our possession 
by our Jewelers Block Policy, issued by the St. Paul Fire and 
Marine Insurance Co. 


We acknowledge all watches upon receipt with a list of your 
numbers, size, maker, jewels, case. 


We have a good staff of competent Watchmakers—NO 
APPRENTICES. All repairs timed on our WATCHMASTERS 


and carefully checked before returning to you. 


If you are interested in FIRST CLASS WORKMANSHIP and 
repairs that we fully guarantee, we can be of service to you. 
Repairs shipped "open" to well rated accounts. Terms: Net: 
10 days. 


We are offering following material assortments which every 
watchmaker should have on hand and have purposely omitted 
staffs, stems, and mainsprings as these items are usually 
stocked. 





FF 120 ASSORTMENT AS 970 ASSORTMENT 


only roller table, complete |} | only roller table, complete 
3 yoke bridges - ‘ 

| “ minute wheel 2 yoke bridges 

| “ setting wheel (inter- minute wheel 


| 

mediate) | " clutch wheel 
2 “ clutch wheels 1 “ hour wheel 
a hour wheel 2 “ 4th wheels, sec. hand 
3 click springs ra 
3 “ clutch lever springs _ — ace 
2 " winding pinions winding pinion 
YOUR COST $3.00 |} YOUR COST $3.00 














Both assortments $5.70 or $2.85 each in lots of 2 or more. 


Terms: Net Cash—Postage prepaid when remittance accom- 
panies order. 


Prices subject to change. 


FRED P. SMITH 
6008 W. Belmont Ave., Chicago 34, Illinois 
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#7753—Junghans ATO Mantel Clock. 11 x 8 inches, with 
magnetic pendulum. Runs for 1000 days without replacing 
dry battery. Keystone $72. Square Model #7754, Keystone 
$92—both come in brass, gilt polished. 





Sole Agent for the U. S. A. 


HENRY COEHLER CoO., INC. 


220 FIFTH AVENUE — NEW YORK 1, N. Y. 











CCURATE 
EATS ALL 


OMPETITION 


in production & delivery of 


ui BAGS & ROLLS 





; write f 
e To Protect Your Merchandise Price List 
e To Merchandise Your Product S.A 


PACIFIC SILVER CLOTH @ ANTI-TARNISH FLANNELS Dept. K 
ACCUPAC COTTON-LINER PAPER @ KIMPAK 


Hammel Bag Company » «0 


150 West 22nd Street New York 11, N. Y. 
Chelsea 2-4880 
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CAN ENGRAVE RINGS 
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NEW HERMES - poy out of profits 


13-19 University Pl., New York 3 
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Selling Clocks 


(From page 130) 


said. “The fact that the price range runs all the way 
from $6 to $50 has a lot to do with a continuous volume 
of sales. We never let our salespeople lose sight of the 
fact that a clock is a perennially useful item to everyone, 
and that in a last resort, when a gift-purchaser is dubious 
as to what to buy, he cannot go wrong on a clock.” 

In addition to the mass display inside the store, one. 
half of the main front window is completely devoted to 
clocks over the weekends. Like many other top-notch 
jewelers, Mr. Jenkins deplores leaving the jewelry store 
windows bare and uninteresting over the Saturday night 
to Monday morning period, and thus, when diamonds, 
watches, and other valuable, small items are removed, 
the emptied space is filled up with an attractive selection 
of clocks. Small signs indicate that the store carries 
one of the largest clock inventories in the city, and that 
“Duval has time.” Wherever possible, clocks are wound 
and set to the proper time. 

Duval’s estimates that its clock sales volume is split 
50-50 between gift purchases and customers buying for 
themselves. In turn, the largest percentages of clocks 
purchased for personal use is the result of alert sug. 
gestive selling by salespeople. 

“While impulse buying may account for many clock 
sales, it is the ability of salespeople to sense an oppor: 
tunity and to present the right clock which accounts for 
much more,” Mr. Jenkins said. “As a typical example, 
we recently sold several jewelry items to a couple of 
tourists from Denver, Colorado, who announced that 
they were making a trip around the world. The sales- 
person, harking back to some of her own trips when 
there was no method of being waked in the morning, 
quickly asked whether the couple had a suitable alarm 
clock for the trip and wound up selling a small-leather- 
cased alarm to this couple. At other intervals, we find 
many newlyweds picking patterns of china, flatware, etc., 
who completely overlook the need for a clock; salesmen 
who complain that hotels forget to wake them at the 
proper hour, etc. Such opportunities as this sell alarm 
clocks. When customers tell us that they are refurnish- 
ing their homes, we are always sure to respond with 
clock presentation.” 

Finally, better-priced chime clocks are regularly sug: 
gested by Duval’s as “a gift for the entire family”—one 
of the few items which is useful to every member. Com- 
mon-sense merchandising of this type has made clocks 
more than an “incidental” at this Miami store. 





Pick-Up Clock Repair Service 
Chas. B. Engel & Son, 217 Lackawanna Ave., Scran- 


ton, Pa., has given considerable stimulus to its repair 
work by offering pick-up and delivery service on all 
clock repairs. 

This meets a long-felt need of housewives who have 
clocks that need repairing but who don’t relish the idea 
of carrying a heavy or cumbersome clock through traf- 
fic to a jewelry store and then making a return trip to 
pick it up. 
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LOOK AT THE PICTURE to see what happened to John 
Byers’ Zippo Lighter. He accidentally dropped it into 
the combine while cutting beans! 

Even accidents like this are covered by Zippo’s offer 
of free service! Today John Byers is zipping a brand 
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Paid a Cent to 





NO ON é, (not even John Byers) 





epair a Zippo: 





new Zippo in exchange for his smashed-up lighter. 
That’s going a long way on a free service policy. But 

Zippo intends to go all the way—every time—to build 

and keep customer goodwill for Zippo dealers. 
When you sell a Zippo, you know you make a friend! 


Ask Your Distributor About the 
New Fast-Selling Zippo Lighters! 

















ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 
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2. Tiffin Cellini Bowl 








3. Porcelain Centerpiece 


4. Holland Cast Pewter 


CL) 





5. "Greenleaf" Pattern O 
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CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. Just introduced—"Wilmington" shape in Theodore Havi- 


land china, has scalloped edge line, footed cup, double- 
ridged hollow pieces; shown here with "Orange Blossom 
design. From Haviland & Co., Inc., 26 West 23rd St., N. Y. 


2. This Cellini bowl in heavy Tiffin crystal glass with 
its deeply sculptured base is one of many pieces in the 
recently-introduced Tiffin Collection. It is 7A" tall, 8" 
wide. Made by the United States Glass Co., Tiffin, O. 


3. Magnificent ceramic creation—''Page Boys" centerpiece 
in Karl Ens shell porcelain painted in clear colors; cart 
cover is removable; 13!/," long; may be retailed for $100. 
From Ebeling & Reuss Co., 707 Chestnut St., Philadelphia. 


4. Pewter tea service from 175-year-old Meeuws factory 
in Holland—from series of pieces cast in original bronze 
molds. Designer, Jan van de Pol; date, 1740. Retail $54. 
From Margaret Preston Wuorio, Inc., 15 E. 26th St., N. Y. C. 


5. Designed in 1949 by Victor Skellern—the "Green Leaf" 
pattern done in tones of green on the "Queen" shape in 
Queensware. Place setting may be retailed for $5.90. 
From Josiah Wedgwood & Sons, Inc., 24 E. 54th St., N. Y. 
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his year, the story of Tiffin’s 
fine handblown glass will be 
brought to more of your customers 


than ever before. 


You can best profit from 

this expanded national advertising 
and publicity by displaying your 
Tiffin line prominently 

always... by coordinating the 
timing of your own 

advertising with ours when 
possible... and by 


featuring Tiffin in your 


Special promotions. 


hat you Il make this brilliant new pattern 
wha 


Forever yours !s at so little 


gs sO much great beauty 


elaln 
‘1 stemware that . 98 
\| your table settings! Brilliantly cut, beau we 
: . 
cost to \—it is crystal of a quality and ol mels The ( i 


acefu 
or AN his price. Af all fine stores 


gance yndreamed-of at t 


ele t YOU. 


UNITED STATES GLASS CO. 
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will appear in Glas Asy< TIFFIN, OHIO 
SVANICUS 

HOUSE BEAUTIFUL—APRIL TIFFIN, OHIO 

HOUSE & GARDEN — APRIL 
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2. “Flowerlite™ 
Centerpiece 
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4. New China Pattern 


Romtiles theamatodte 6202 


5. “"Horseless Carriage" Placque 











1. New Dinnerware Design 


3. Detailed 
Ceramic Eagle 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] 1. New treatment in Franconia china by Krautheim. Wide 
bands of "Regal" maroon or "Teal" green with narrow bands 
of fine gold at edge an shoulder; 5-pc. setting, $13.45 
retail. From Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. 


[] 2. "Flowerlite" is new glass centerpiece consisting of 
footed bowl and two candlesticks; bowl is made in either 
crystal or evergreen; candlesticks in crystal only; retail 
about $6. By Viking Glass Co., New Martinsville, W. Va. 


[] 3. Arrested motion is expressed in this beautifully de- 
tailed ceramic figure of eagle alighting; hand-painted in 
natural colors; made in Lorenz Hutschenreuther Art Dept. 


and sold by Paul A. Straub & Co., Inc., 19 E. 26th St., N. Y. 


[] 4. "Glen Arden"—new china dinnerware decoration from 
the Castleton Studios—delicately fashioned sprays hand- 
painted in muted tones of gray and yellow; 5-pc. setting 
retail $27. By Castleton China, Inc., 212 5th Ave., N. Y. 


[] 5. One from set of 8 Auto Placques showing “horseless 
carriage" prints in full color, plastic-protected; framed 
in perma-wood in various finishes; 6!/2"' x 8!/2"; retail $20 
for set. From Creste-Andover Co.. 2 Park Ave.. New York. 
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Recognizing the need for quality glassware with a contemporary 
flair, Fostoria proudly unveils three new blown tumbler lines in 
high-fashion colors. 


—~ 6 








( = No pictures can adequately portray these timely new items de- 
| HIGHBALL _ signed to meet today’s market. They harmonize both in silhouette 
: +) and color with many popular contemporary dinnerware patterns. 
Low, colorful and correct, these generous-capacity tumblers fill a 

| ! srowing demand for quality glassware for informal living. 
: Best of all, each item in the line has a dual purpose to fill both 
| | WATER) dining and entertaining needs. A glance at the silhouette chart at left 
_ SCOTCH & S004 will convince you of their popularity with overcrowded, space- 


cramped families of today. 

Ask your Fostoria representative to show you the Tiara, Catalina 
| and Horizon lines in fascinating Cinnamon, Chartreuse and Spruce, 
eockrau colors. See also, the matching Horizon serving pieces. These are only a 
: few of the many new items being offered for your selection this spring. 
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1. Bone China 
Pattern 











2. Glass Vase Foursome 








3. Gold Decorated Lazy Susan 





4. Bavarian Coffee Set 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. "Christine" is the name of this floral design done in 
rich natural colors on the Flower-Embossed shape in Spode 
bone china. This pattern has recently been added to New 
York stock by Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


[] 2. Here is a foursome of new vases ranging in height from 
4!/, to 10!/2 inches and made either in all crystal or in the 
new colors of cinnamon, spruce and chartreuse; retail from 


$1.35 to $7.50. By Fostoria Glass Co., Moundsville, W. Va. 


[1] 3. New Lazy Susan with 1634"' plate in deep green deco- 
rated with gold overlay in the Lotus Rose design, set on 
revolving base in various woods. It may be retailed for 


$13. Made by the Lotus Glass Co., of Barnesville, Ohio. 


[] 4. One from series of I7-piece after-dinner coffee sets 
in Bavarian china decorated with flowers and gold—retail 
$9.60, $12 and $18. Also 23-piece teasets, retail $18 to 
$36. From Henry Coehler Co., Inc., 220 5th Ave., N. Y. C. 








[] 5. From new group of 8 hand-reproduced silkagraphs by 
Nicholas Takis—gay colored “Mexicanos” in 2 frame sizes, 
BI," x 10!", retail $4; 12!'/" x 141", retail $4.50. 

5. Mexican Pictures Sold by the Edward Gross Co., 120 E. 16th St., New York. 
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4. Ceramic "Stove Saver" 


5. St. Francis 
Bird Feeder 











1. Formal Decoration 


3. Coffee 
Warmer 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


1. “Gold Renaissance’“—new formal pattern in Franciscan 
china—gold overlay on jade green; retail, plates $120 4 
doz. By Gladding-McBean & Co., 2901 Los Feliz Blvd., L. A 


Silver, Reed & Barton's Renaissance; glassware by Tiffin. 


2. "Eleanor" is the name of this new, diminutive figure wear 
ing Dutch costume and carrying rose garland; 61/2" high 
made in white or pastel colors; price, $29. From Heirlooms of 
Tomorrow, Inc., 3601 Aviation Blvd., Manhattan Beach, Cal. 


3. New addition to line of Brock Provincial Wares is this 
all-ceramic coffee warmer in Chanticleer design. Set, in- 
cluding coffee pot, stand, warmer and candle, retails for 


$12.95. Created by B. J. Brock & Co., Inc., Lawndale, Calif. 


4. A jeweler's promotional item is this colorful little 
kitchen gadget—a ceramic "Stove Saver" with spoon rest 
9 different designs; when not in use can be hung on wal 
as decorative note. Sold by Pryor & Co., Brack Shops, L. A. 


5. New idea in bird feeders—miniature St. Francis shrine 
with 10" x II" terra cotta plaque housed in redwood, & 
feeding tray. Weather-resistant colors in earthy tones. From 
Joy Thompson, 99 S. Raymond Avenue, Pasadena, Calif. 
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THE DUNCAN & MILLER 
LASS COMPANY 


WASHINGTON ¢ PENNSYLVANIA 











2. "Nostalgia" Planters 





4. State Ashtrays 












5. Unique Glaze Figures 














3. 


C 


Self-Watering Planter 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


> 


1. "Symphony" is new china dinnerware pattern showing 
gracefully curved sprays in pastel pink and green, touches 
of brown and blue; 5-pc. setting retails at $13.50. From 
Flintridge China Co., 350 S. Raymond Ave., Pasadena, Calif. 


2. "Nostalgia" series including copper and ceramic plan- 
ters in first of monthly displays done by Raymond Elliott 
as new dealer service by factory; each pre-tested at Rath- 
bun's store. By Metlox Mfg. Co., Manhattan Beach, Calif. 


3. Wickfed, self-watering ceramic planter, 6" x 6" x 4°, 
priced at $21 a doz. Made in variety of sizes and models 
all with reservoir from which water is drawn by fibreglass 
wick. By Kellems-Pasadena, 2573 Bersa St., Pasadena, Calif. 


4. Pottery ash trays in forms of 48 states, hand painted 
underglaze with state flower in color; 4"; retail $1 each. 
Min. order | doz., and town name may be added. By Annie 
Laura Ceramics, 12720 South Gurley Ave., Downey, Calif. 


5. Contemporary in modeling and finished in unique glaze 
effect are this Rooster, $10 retail; Ming horse, $15; and 
Torso, $10. Gold splattered on bisque and fired creates 
the effect. From Westwood Ware, 742 South Hill St., L. A. 
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Open up a new market with this new 
: Viking “Insignia” line. 





It looks and is quality. It has 

the “‘carriage trade” appeal of 
superbly fine glass—but it costs less, 
like all Viking Glass values. 

So you'll naturally sell more. 





ee 


Display it where it will show off 
smartly. Point out the beauty of its 
etching. Play up its good taste. 


SE ee 


National advertising —the first of its 
kind ever used for glass—is featuring 
Viking “Insignia” etching —the Lion 
Line—in big space in big magazines. 


ae 
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Always come to Viking for value, 
steady sales, nice profits. 






O48 £4 Treasured American Glass 


HAND MADE 


iking Glass Company 
ew Martinsville 
est Virginia 
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by KRAUTHEIM, BAVARIA (U.S.A. ZONE) 


The European Continent's Finest 





Festive Autumn 


Vintage enchantment is typified with subtle pur- 
ples, greens and browns, artistically accented by 
a fine gold line on the finest of translucent china. 


FIVE-PC. PLACE SETTING WITH 1034” DINNERPLATE 
$11.00 Retail 


Obtainable from New York Stock in April 1951. 


At a recent trade show, this handsome 
FRANCONIA CHINA pattern won acceptance 


with prominent stores throughout the nation. 


It and other equally attractive FRANCONIA 
CHINAWARE patterns especially designed for 
contemporary living, offer JEWELERS dinnerware 
with excellent possibilities for profitable quality- 


prestige selling. 30 Franconia Patterns carried in 
New York Stock. 


We cordially invite your visit to our 
Spacious showrooms. 


Complete showings of all lines 
in our permanent showrooms 


MERCHANDISE MART 


Representative 


SAM J. LOMBARDO 


HERMAN C. KUPPER, INC. 


39-41 West 23rd Street New York 10, N. Y. 


ROOM 1541 CHICAGO 
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FRANCONIA CHINA 





















by MADELINE LOVE 


oe from both the California and the Chicago 
Gift Shows revealed a pattern which is likely to be 
followed throughout the show season—metals in high 
demand, less gadgetry, more interest in sound and salable 
merchandise. Resistance to price increases has not proved [| 
to be as great as exhibitors anticipated, and retailers are 
buying in good quantity, without over-buying. 

In both Chicago and Los Angeles, the shows were 
scattered over various localities—hotels, permanent show. 
rooms, and so on—and it had been suggested that this 
might have a slightly adverse effect on buying. But it f 
soon became obvious that retailers wanted to ensure their — 
stocks for the months ahead, and were quite willing to 
20 where the merchandise was being shown. 


* * # 





i. ew season’s gift shows are being announced, among 
them George F. Little’s New York Stationery Show, 
to be held May 20 to 25 in the New Yorker Hotel; New 
York Lamp Show, July 1 to 6 in the New Yorker; the 
National China, Glass and Pottery Show, July 15 to 
20 in the New Yorker; Chicago Gift Show, July 30 to 
August 10 in the LaSalle Hotel and Palmer House; 
New York Gift Show, August 20 to 24 in the Statler and 
New Yorker Hotels; Boston Gift Show, September 3 to7 fF 
in the Hotel Statler; Philadelphia Gift Show, September § 
16 to 20 in the Hotel Benjamin Franklin; and Washing. | 
ton Gift Show, September 23 to 27 in the Hotel Willard. | 

Next summer’s California Gift Show is set for July 22. 
to 27 in Los Angeles. And John M. Hammer, manager | 
of the Pittsburgh Glass and Pottery Exhibit at the William — 
Penn Hotel, has announced that the hotel has been taken 
from January 5 to 17, 1952, and the Show will be held 
there some time during those dates. The exact time is 
to be set later. 





% % * 


errs point of the decorative scheme in the new home 
of Registered California, Inc., at 805 Brack Shops, 








Los Angeles, is a textile mural along the entire north 
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wall, to filter light from a solid bank of windows. The 
mural is done on unbleached muslin, with a design 
worked out in spun glass, string, and contrasting textiles. 
Ralph Wyatt and Tracy Jones created the showrooms, 
in which samples of the products of member firms are 


permanently on display. 


OU HOENIG (left) and M. C. Wentz (right), presi- 
dent and chairman of the board of the Los Angeles 


Gift and Art Club, are shown with Dr. D. W. Ritchie. 





medical director of Rancho Los Amigos, Los Angeles 
County Hospital. The occasion was the presentation by 
the Club of two television sets for use in the hospital’s 
polio wards. 


EPRESENTATION here for the Arabia china factory 
*t in Finland has been transferred from the Finland 
Ceramics and Glass Corp. to the newly-formed Waertsila 
Corp., headed by John Junge. The new company is 
affliated with Waertsila-koncernin of Helsinki, which 
owns the Arabia factory and is now also owner of the 
158-year-old Notsjoe Glass-works. When enough stocks 
are here next fall, the glass will be shown by the Waertsila 
Corp., which will occupy the same showrooms and ware- 
houses as its predecessor. 


w 


ARGARET PRESTON WUORLIO, INC., 15 Last 

26th Street, New York, has taken on the famous 
old Herend line of Hungarian china, carrying three din- 
nerware patterns and an extensive series of gift acces- 
sories. The Wuorlio firm also carries two lines of pewter 
from Holland; Royal Heidelberg (Winterling) figures 
from Bavaria; and a group of copper miniatures from 


Holland. 


% % 


S Communist-controlled Czechoslovakia violating a 

30-year-old law prohibiting the dumping of merchan- 
dise on the American market? The American Glass- 
ware Association has proffered such convincing proof of 
it to the Government that the U.S. Treasury Department 
has ordered a long list of handmade glassware items 
imported from Czechoslovakia placed under bond while 
the Customs Bureau investigates the charges. Importers 
must post the bond, which amounts to 114 times the 
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19 East 26th Street (Near 5th Avenue) 
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Pattern 
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Immediate 
Delivery 


PAUL A. STRAUB @& CO., INC. 


New York 10, N. Y. 
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0 dc — 1770 


THE WFINE ENGLISH 


DINNERWARE 


Fine English Earthenware 


. , SPOUE 
COPELANCS CHINA 
English Bone China Copetancs cs 





Lowestoft Stone China 
Stone-China 


Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 
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WORLD'S A FINEST ; 


MONOGRAMMING MACHINE 

















STAMPS 
Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 


Napkins 
Gift items 


enn: 


Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 
to promote soles. Its proven 
speed, simplicity and ease of 
operation assure you of 

extra profit. 


Nees 


Write for catalog and copy of “THE KINGSLEY PLAN” 


KINGSLE 
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STAMPING MACHINE CO. 


1606 Cahuenga Bivd. « Hollywood 28, Calif. 





assessed value of the merchandise plus all customs duties 
before the merchandise will be released for sale here. r 
it is found that the Anti-Dumping Act has been violated— 
which means that the merchandise is being sold here ag 
less than the cost of its production—then special high 
duties will be imposed. It would have the effect of raisino 
the retail price of the foreign glass to the level of Amer. 
ican ware and stem some of the flow of dollars into 
country dominated by Russia. 


* % % 
KORGE O. ANDERSON, recently with the Idhurst 
Importing Corp., New York, has returned to his 
former affiliation with Haviland & Co., Inc. 


% % *% 
— L. GRUEN has been elected chairman of the 
New York Chapter of the Industrial Designer’s 
Institute, and he was also named regional vice chairman, 
The organization was formerly known as the American 
Designer’s Institute. 





Homeowners 


(From page 134) 


Brothers, who began as watch repairmen not adverse to 
ringing doorbells for business, consists of Parke H. and 
LeRoy C. Futer. Their first store was located several 
blocks from the town’s main shopping district. 

Later, in 1932, they made their first move to the center 
of town and occupied a small jewelry shop just two doors 
away from the corner. With consistent promotions, good 
service and the start of a credit system, by which credit 
was extended to individuals of standing or to those mak- 
ing a nominal down payment with the promise and ability 
to pay in 30 to 90 days. 

“When customers know that we are going to give them 
a thorough cross checking for credit,” says Mr. Futer, 
“they usually feel as if they don’t wish to bother with 
credit. If any customer is worth giving credit to, they can 
be checked quickly and privately without disturbing them. 
Of course, there may be “beats” from this type of credit 
allowance, but we’re very careful and, anyway, we aren’ 
trying to build up a credit business in the first place. The 
point is to allow a time period for a customer to make 
payments on costly merchandise. Any customer desiring 
to purchase low priced items on credit cannot be termed 
very substantial to begin with.” 

The store finally was enlarged and this gave the Futer 
Brothers the best location in town. The additional traffic 
of this location plus usual merchandising methods helped 
the business to grow even more. 

“We have four large display windows for our store,” 
says Parke Futer. “Two on one side of the corner and 
two on the other. By constant rotation we show off all 
our lines.” 

The store itself has been departmentalized to facilitate 
service. These departments are diamonds and watches, 
costume jewelry, sterling and silverware, solid gold 
jewelry, hammered aluminumware and a watch repair 
department. The entire store is brilliantly illuminated 
with fluorescent lights, and has thickly rugged floors and 
air conditioning for customer and employee comfort. 
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The diamond and watch department is located directly 
‘n front of one of the store windows that features this 
merchandise. Below the display window are the store's 
vaults where precious merchandise is stored at night. The 
doors of these vaults are open during the day because 
Futer believes that it has a strong psychological effect on 
customers buying diamonds and precious jewelry. 

“While customers are examining the merchandise being 
shown them, they see the open vault doors in front of 
them. Psychologically, it appears to emphasize strength 
and security as well as worth,” Futer said, “and customers 
place a higher value on the merchandise that they intend 
to purchase.” 

The location of the vaults also saves time, for jewelry 
items can be easily withdrawn from the window and 
stocked in the safes directly below. 





Dramatic Displays 
(From page 126) 


Santa in the Sullivan shop. This Santa is seated at an 
organ and appears to be playing, as his hands move from 
side to side over the keys. The music, of course. comes 
from a mechanical fixture. 

Displays are carefully planned and changed every week. 
so that there’s always something novel in the windows 
of the shop. “I prefer to create and build my own dis- 
plays,” Sullivan states. “I use a great deal of velvet. 
satins, and rich-textured fabrics, but in each window | 
try to have a dramatic and timely theme.” 

Among the best-selling items in this shop are wide 
wedding rings, with prices starting from $19.00 up to 
about $46.00. Some of the wide bands with rubies are 
well-liked by the younger crowd as the newest fad. 

“We have a very good trade in watches, and carrv 
types, both for men and women, at prices from $29.75 
to $225. 

“We have what we call our ‘dignified budget plan’ for 
the purchase of jewelry here which is an arrangement 
whereby the customer pays one-third down on the pur- 
chase price, and further payments according to his 
credit, etc. 

“We send out mailing pieces at various times of the 
year, including announcements of the introduction of 
new watches. 

“One thing we believe in very much is continuous 
radio and newspaper advertising. We think it is better 
to go along month after month using these mediums of 
presentation to people rather than merely advertising at 
holiday or special times of the year. Our promotions 
are year-round and continuous. We have found it pays. 
Perhaps by continual plugging we have been able in a 
short time to surge up to the top; and active working to 
interest people is our only answer to our present good 
fortune. 

“We still do a very large volume of watch repair work. 
My father and other men long-trained in expert watch 
repairing are associated with me.” 

In the interior of the shop, one wall has a glass-enclosed 
case showing silverware. The carpeting is a rich tur- 
quoise, and the light wood of the cases lends a richness 
and lightness to the interior of the shop to gain a spacious 
effect not actually there in the seven feet of width. 
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Hard Hitting Ad Program for Small 
Town Ups Diamond Sales 


“It’s Coffee Time,” in Fallon, Nevada. 

You can never forget those three words in Fallon. You 
hear it over the radio every hour on the hour. You read 
it on D. L. Coffee Jeweler posters at every restaurant. 
It is blared out at you from a loud speaker in front of the 
store. And at the ball park where the local soft ball 
league plays five night games a week you hear the an- 
nouncer sing, “It’s Coffee Time,” and sing it every 15 
minutes, suggesting that coffee is being served at a booth 
at the end of the grandstand. And in the winter when the 
enthusiasts move in-doors for basketball you are still 
told about it being “Coffee Time.” 











With his favorite slogans painted on the doors of his new 
car, Coffee overlooks no opportunity to promote diamonds. 


And that’s not all. Coffee has “It’s Coffee Time” 
painted on one side of his new Cadillac, and “Diamonds 
By Coffee.” on the other side. And Coffee’s store sales- 
man has the same thing painted on his new 1951 Frazier. 

Coffee, who has been in the jewelry business all his life, 
sold his interests in Bishop, California, to his brother, and 
moved to Fallon four years ago. 

“When I bought the store in Fallon,” Coffee said, “I 
made up my mind that we were going to sell diamonds. 
| wasn’t sure just what kind of advertising would do the 
job best so we tried ’em all. Diamond sales began to 
climb and they have kept on climbing.” 

His advertising program is broken down as follows: 

1. Sixty-four electric clocks have been put up in Fallon 
and in two neighboring towns. A clock manufacturer 
stands half the initial cost, making the clocks stand 
Coffee $8.50 each. 

2. A color film trailer used every week in the local 
theater starts off with the announcement “It’s Coffee 
Time,” and then shows the young hero selecting a dia- 
mond ring at Coffee’s store and taking it home to his 
charming wife. The theme on these films is changed to 
fit the seasons, with 8 different films being used during 
the year. Cost on this runs $350 per 12 months. 

3. Coffee mails a gift card to every new baby born in 
the county and sends the mother an attractive baby book. 
The gift card is good for a 14K gold baby ring when pre- 
sented at the store. 

4. Baby’s names are entered in the store’s customer’s 
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fist and each baby received a birthday card each year. 
The cards going out the first year say, “On Your First 
Birthday,” and “Congratulations On Your Second Birth- 
day,” etc. Coffee says he believes these cards which men- 
tion the Ist, 2nd, etc., birthday have more effect than 
just greeting cards. 

9. Coffee is active in all civic affairs. On all prizes and 
awards he tries to see that part of the prizes given are 
diamonds. “All prizes of this sort,” Coffee said, “We 
sell at near cost.” 

6. “We never forget a diamond sale,” Coffee says. 
This is the plan: When the sale is made Coffee sets aside 
around 7 per cent for what he calls appreciation adver- 
tising. If the sale is an engagement ring and later the 
wedding ring, Coffee sends the couple a gift when the 
wedding is announced. He then remembers the couple 
on each anniversary with a card, and sometimes a small 
gift. 

“This is a type of advertising,” Coffee said, “which 
works particularly well in the small town. It enables us 
to get into nearly every home in the territory where there 
is a diamond prospect.” 

7. Coffee has folders and a small catalog which are 
furnished by wholesale jewelers in Seattle and Portland 
and carry “DIAMONDS BY COFFEE,” printed in gold 
on the covers. The folders are mailed out twice yearly 
to a selected mailing list. The catalogs are used in show- 
ing pieces and for home calls. Coffee has a store salesman 
who uses his own car and makes regular home calls on 
commission above his regular salary. 

Coffee’s promotion program is never static. He is 
always on the lookout for an advertising idea which will, 
he hopes, enable him to sell more diamonds. So it is 
very probable that by the time you read this he will have 
added one or two more stunts. 

The store’s diamond sales for 1949 were 300 per cent 
above diamond sales for 1946. And diamond sales for 
1950 were 10 per cent ahead of 1949. 





Diamond Display Answers ‘Typical 
Questions” 


A special display of unmounted diamonds in a small 
glass-covered frame just inside the window glass, has 
created much interest in the diamond department of 
Bohm-Allen Jewelry Company, Denver, Colo., and also 
serves to answer in advance many of the typical ques- 
tions which are asked by potential diamond purchasers. 

Mounted in a small leather-covered tray, with a glass 
cover, the display shows a collection of unmounted dia- 
monds in the popular sizes with the karat weight and 
price of each emphasized. Spaced a few inches apart, 
and arranged so that details of the cutting are readily 
visible, the display has had much good effect, according 
to the management. 

“A very large percentage of the public is not familiar 
with the present per-karat value of diamonds,” it was 
felt, “and we find that this display is always eagerly 
scanned by any passerby who may, at one time or an- 
other, make a diamond purchase. Quite frequently, the 
customer who has looked over the display, is inclined 
to be less argumentative or resistant to prices when the 
window diamond display has indicated the basic karat 
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price. He then understands that the cost of the mount 
ing, labor, etc., is added to this, and is far more reason, 
able about it.” 





Early Start Means Sterling Sales 


“The best promotional stunt we’ve tried!” That’s how 
W. L. Green of Green’s Jewelry, Lamar, Colorado, de. 
scribes a “gifts for graduates” plan which he inaugurated 
last spring and plans to continue annually. 

Each member of the Lamar Union High School grad. 
uating class was invited to come to Green’s for a free 
gift—a sterling silver teaspoon for each girl or a pencil 
tie-clasp for each boy. 

“We were aiming at the girls,” Green explains. “Get 
the girls in first, and the boys will follow.” 

“We let each girl select her spoon in whatever sterling 
pattern she wished. We figured our plan would help ow 
sterling sales, and it really has!” 

Only announcement of the gifts was an ad run in the 





W. L. Green, of Green's Jewelry, Lamar, Colorado, presents a 

free sterling teaspoon to Barbara Trueblood, while classmate Shirley 

McGuin looks on. Green has found the plan paid off in additional 
sterling sales. 


high school newspaper, yet 60 of the 76 girl graduates 
came into the store to get their spoons. More than half 
of that number have already purchased additional pieces, 
and many of these have three, four or more pieces now. 

At Christmas relatives purchased additional pieces, and 
in the case of several of the girls who have been married 
since last spring, sales have been numerous. 

A record of the pattern chosen, the pieces sold and the 
girl’s name and address are kept on individual sheets in 
a looseleaf notebook providing an easily kept record of 
the results of the gift plan. Crystal and china pattern 
preferences are also indicated on the reverse side of the 
sheets as well as the amount of each that a girl has. 


Green points out that results of this type of promotion 
can not be summarized yet. Many of the girls are now 
going to college and may not marry for several years. 
Sales to them or to their friends and relatives during that 
time or when they do marry are all potential results of 
the “gifts for graduates” plan. 

And, finally, Green points out, there is no way of esti- 
mating the amount of good will or the sales of other 
merchandise which might be traced to the promotion. 
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here’s a book that § 
makes money 


for you 


READ HOW IT TURNS 


EVERYDAY QUESTIONS INTO SALES 


Again and again, knowing quickly who made a 
silver pattern, where to get replacement parts for a 
watch, or how to fill in a prized piece of fine china is 
the first step to making a sale—and making a steady 
customer. 


And you can have the answers . . . quick as the 
flip of a page .. . in the new, revised 1950 edition 
of TRADE MARKS OF THE JEWELRY AND 
KINDRED TRADES. 


This standard reference, the only book of its 
kind, and a sales-maker for jewelers for half a century, 
is now completely revised for the first time in seven 
years. It is packed with more trade marks and trade 
names than ever before—new addresses—all handily 
cross-indexed for easy finding. 


When customers ask questions, they expect you 
to have the answers. You are the authority, on silver, 
watches, jewelry and giftware of all kinds .. . and you 
want to keep that authority, by having all the facts of 
the field at your fingertips. 





TRADE-MARKS 
OF THE JEWELRY 
AND KINDRED TRADES 





YOUR 
COPY 
NOW 


new sixth edition 


$730 


postage prepaid 











Money back if you do not 
. believe this book is 
essential to your business. 


TRIAL OFFER . . 


ORDER 





¥/ ~  TRADE-MARKS 
| of the Jewelry 
and Kindred Trades 





In this new edition of TRADE MARKS OF 
THE JEWELRY AND KINDRED TRADES, you’l! 
have 388 pages of important information . . . illustra- 
tions and lists of more than 4200 trade marks and 
names; about 3650 watch names; 3300 sterling silver 
and plated ware pattern names — all with current 
addresses of manufacturers and distributors. In addi- 
tion, you'll have reference data on giftwares, whole- 
salers’ names and addresses, and the current state and 
national Trade Mark and Stamping Laws as they affect 
your business . . . the result of two years of work by 
THE JEWELERS’ CIRCULAR-KEYSTONE, primary 


source of data for the jewelry field. 


As more and more people buy by trade-mark, 
and more and more manufacturers clearly identify 
their products, this book becomes an increasingly valu- 
able basic tool of your trade. At a mere $7.50, it can 
pay for itself over and over by closing sales you might 
have lost with an “I don’t know.” Order it today, and 
be sure every salesman uses it daily. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 
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Enclosed find....check....money order for my 
copy. It is understood that if | am not completely 
satisfied, | may return it after 10 days trial, and 
receive my full money back. 
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"| HAVE USED OTHER TIMING MACHINES, BUT THE PAULSON IS SUPERIOR TO ALL." 
Writes Fred L. Freman, Jeweler of Chicago 


DOES THIS 


























NOTE RECORDING. 
watch to have a good rating. 


BUT DON'T BE 
DECEIVED. 


Had the tape stopped at the 
end of 30 seconds, the change 





which occurred in rating would Less 2% 
have been unknown. or 
IT PAYS TO KNOW THE a 
FACTS. rane 


THE CONTINUOUS TAPE IS A DISTINCT 
ADVANTAGE, WRITES O. W. SORNBERGER 


O. W. Sornberger, Enfield, N. H. . .. 1 am very 
pleased with the new Paulson Printer. | find it picks 
up the very small watches far better than any other 
make of machine. The continuous printed record is a 
distinct advantage. The Printer certainly is all you 
say of it, and more. 


HENRY PAULSON & CO. 
131 South Wabash Ave., Chicago 3, Illinois 


[] Send Paulson Time-O-Graf on no-risk trial. 
[] Send Paulson Time-O-Graf at $550.00 less 2% for 


cash. 
[] Send contract, $100.00 down and balance $28.00 per 
month for 18 months. 


ie a egceccdutnes s0auedisastnorrenees 
Ps 86... ca eau wu cameurnn eee 
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Only the Paulson Time-O-Graf 


Invites Comparison 


Only a continuous tape can 
The first 30 seconds shows the give an UNINTERRUPTED rec- 
ord of the mainspring. 


330° 














USE THIS HANDY COUPON 


HENRY PAULSON & CO. 


131 S$. WABASH AVE. 
CHICAGO 3, ILLINOIS 


PREPARE NOW FOR FUTURE SERVICE 
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Tighter Metal Controls Foreseen 


New Restrictions on Copper and Aluminum Being Studied; 
Present Restraints Have Not Produced Expected Savings 


® Administrator James Boyd, Defense Min- 

erals Administration, says that mineral 
industries are losing no time in taking 
advantage of proffered assistance for in- 
creasing production of copper, lead, zinc 
and other critical materials. More than a 
hundred applications have been made for 
government leans, government loan guar- 
antees, government contracts, and for fast 
tax write-off certificates. 


Dr. Boyd says that new _ production 
bought by the government under the DMA 
program will mostly be turned over to 
industry for defense production and essen- 
tial civilian uses. But the darker side of 
the picture is the time element. New pro- 
duction from expansion and _ marginal 
mining should show up soon but new 
enterprises will take two, three and more 
years. 

The DMA is also concerned about con- 
tinued shipment abroad of scarce mate- 
rials from American supplies and sources. 
Marshall Plan shipments, for instance, 
have gone on although domestic use has 
been restricted. Also. foreign production 
which once came to the United States is 
“being diverted” to other countries. The 
DMA says steps are being taken to stop 
this leakage but officials will not say what 
action is under way. 

Meanwhile, the National Production Ad- 
ministration has been drafting new orders 
and further limitations on domestic uses 
and supplies. Most sweeping of those in 
the works is a scheduled steel order which 
—it being felt inadvisable to prohibit 
specific end uses as in the case of copper 
and nickel—would limit the amounts, in- 
dustry by industry, which may be used 
for non-defense purposes. As this was 
written, the 1estrictions would be first 
applied to the heavy durables manufac- 
turers and extended to lighter durables 
and others as soon as possible. 
similar orders were being 
studied for aluminum and copper since 
existing limitations had not produced ex- 
pected savings as of late February. NPA 
officials say bluntly that the supply of 
aluminum for civilian usage “will grow 
progressively tighter” until next year when 
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new production should begin to come in 
in quantity. 

The government is moving as fast as 
possible toward a Controlled Materials 
Plan (CMP) but earlier hopes that this 
could be done before June now seem 
doomed. Spot surveys are being made of 
metal-working plants in order to find out 
exactly how much is being used for what. 
Under CMP, metals would be put under 
allocation for defense and supporting uses. 
What is left would go to the civilian econ- 
omy under general limitations. In the 
meantime, as of late February, the situa- 
tion was as follows: 

Nickel. Supply is now proportionately 
lower than during World War II. Amount 
available for civilian use is so short that 
NPA says further limitation of end items 
will be necessary. Order M-14 (12/2/50) 
limits non-defense consumption for first 
quarter 1951 to 65 per cent of base period 
average; amendment (1/23/51) prohibits 
use of nickel (effective March 1) and high 
nickel alloys including stainless steel (ef- 
fective April 1) in manufacture of about 
300 items including jewelry except in 
specified instances. Manufacture of goods 
started before effective dates may be com- 
pleted and sold if this is done within two 
months of the effective dates. 

Copper. No easing of tight supply in 
sight. Order M-12 (11/29/50) limits non- 
defense use of brass mill, copper, and 
copper alloy products during March to 80 
per cent of base period average. Amend- 
ment (12/30/50) bans use of copper for 
manufacture of more than 300 products 
including jewelry, effective March 1, ex- 
cept for functional purposes where no 

(Please turn to page 214) 


NPA to Restrict Platinum Use 


In the works at press time was an NPA 
order which would restrict the use of plat- 
inum or platinum alloys in less essential 
items. Representatives of the platinum in- 
dustry meeting with NPA agreed that a 
cutback order was necessary to assure ade- 
quate supplies of platinum for defense 
and defense-supporting needs. 





Snyder Asks for 
Additional $54 Million 


Bite from Jewelry 


Although nearly all members of Congress 
are agreed that substantially higher federal 
taxes are necessary to support President 
Truman’s rearmament program, a majority 
of members are steadfast in their refusal 
to be pressured into a “quickie” tax bill 
as proposed by Treasury Secretary John 
W. Snyder. 

The White House proposal for an “imme- 
diate” tax hike of $10 billion ($4 billion 
from individuals, $3 billion from corpora- 
tions, $3 billion in new and higher excises) 
is meeting a chilly reception at the Capitol. 

Members of both Senate and House tax 
committees take the position that they will 
exercise their constitutional right to raise 
taxes in their own way and in their own 
good time. The way the revenue situation 
stands now, it will be several months be- 
fore any tax bill can be cleared for Mr. 
Truman’s signature. 

On the subject of new excise taxes, Mr. 
Snyder proposed to the House Ways and 
Means Committee last month that all exist- 
ing excises on jewelry be retained, and 
that the present 20 per cent rate be ex- 
tended to silver plated flatware and to 
fountain pens containing precious metals 
as component parts, such as clips, bands, 
or plungers. In addition, he asked the 
committee to increase to 20 per cent the 
existing 10 per cent tax on watches selling 
for not more than $65 and alarm clocks 
selling for not more than $5. Such a move 
would have the effect of imposing a uni- 
form 20 per cent tax on all clocks and 
watches, since watches selling for more 
than $65 and clocks at more than $5 are 
already taxed at the 20 per cent rate. 
Mr. Snyder estimated that these increases 
would add about $54 million to the $222 
million the Treasury now collects annually 
from jewelry sales. 

Mr. Snyder also proposed jumping the 
present 10 per cent manufacturers rate on 
appliances to 25 per cent. This move, he 
estimated would return an additional $248 
million to the Treasury. The same percent- 
age increase on refrigerators would bring 
in another $90 million, he said, while a 
like increase on radios, phonographs, and 
TV sets would squeeze another $87 million 
out of the buying public. The Treasury 
would add to its list of taxable appliances 

(Please turn to page 215) 
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Wide Variations in Month-to-Month 
Returns Mark '50 State Collections; 
21 States Report Higher Receipts 


Collections of the retail excise tax on 
jewelry during the calendar year 1950 were 
less than one per cent below those for the 
preceding year, according to data just re- 
leased by the Treasury Department’s Bu- 
reau of Internal Revenue. Tax collections 
for the 12 months of 1950 totaled $197,- 
130,308.92, as compared with $198,623,- 
870.29 in 1949. This represented a de- 
crease of $1,493,561.37—only three-quarters 
of one per cent. 


Although the year’s total collections 
were only a trifle behind 1949’s, month-to- 
month variations were extremely notice- 
able. In some months collections lagged 
as much as ten per cent behind those for 
the same month of 1949, and in other in- 
stances the tax collections were as much 
as 24 per cent above 1949’s corresponding 
month. 


MONTHLY EXCISE COLLECTIONS 


for both the calendar years 1950 and 1949 
may be found in the tabulation which ac- 
companies this article. 

As can be readily observed, although 
New York, California, Illinois, Pennsylva- 
nia and Ohio headed the list in both years, 
a number of states changed position in 
respect to their share of the total collec- 
tions. Eleven states moved upward on the 
list, and ten dropped down from the posi- 
tion occupied in 1949. States reporting 
collections which were higher, percentage- 
wise, in 1950 than in 1949, included: Mis- 


'50 Excise Collections Down Less Than 1% 


souri, Georgia, North Carolina, Florida, 
Oklahoma, Kentucky, Oregon, Rhode 
Island, Arizona, Idaho and _ Delaware, 
States with 1950 collections accounting 
for a lesser percentage of the national 
total than in 1949, were: New Jersey, Vir. 
ginia, Wisconsin, Tennessee, Alabama, 
Colorado, South Carolina, Mississippi, 
North Dakota and New Hampshire. 
Despite the fact that the jewelry excise 
tax collections were lower in 1950 for the 
nation as a whole, 21 states reported col- 
lections higher than in the preceding year. 
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COLLECTIONS OF RETAIL EXCISE TAX ON JEWELRY 


Calendar Year 1950 Compared with 1949 





















Inc. (+-) or 

1950 1949 Dec.(—) 
Jan. $22,348,176.09 $24,062,526.06 — 7 
Feb. 31,620,962.42  35,185,261.63 —10 

Mar. 13,603,191.38  14,854,158.62 — 8.4 
Apr. 12,180,332.18 12,993,807.47 — 6 
May = 13,731,657.93 13,336,243.70 + 3 

June 14,849,431.03  15,705,238.35 — 5.3 
July 14,291,190.35 14,115,736.65 + 1 

Aug. 15,140,216.32 14,660,630.50 + 3.7 
Sept. 12,503,288.00 12,034,009.20 + 4 
Oct. 15,536,943.25 13,035,456.81 +19 
Nov. 15,753,932.46  12,656,102.96 +24 

Dec. 15,570,987.46  15,984,698.34 — 2.5 





$197,130,308.92 $198,623,870.29 


It must be observed that the month 
by month tax collections, as reported 
in the table above, indicate month of 
collection. The actual jewelry sales, of 
course, occurred during the preceding 
month, Therefore, the $22,348,176.09 
reported for January actually repre- 
sents taxes collected on sales made in 
December, 1949. 

It will be noted, further, that Feb- 
ruary collections of the excise tax (rep- 
resenting January sales) are abnor- 
mally high. This occurs every year 
and simply indicates that a substantial 
number of jewelers were lax in sub- 
mitting their tax receipts for Decem- 
ber, the big Christmas month. The 
other months, falling into pretty much 
of a pattern, indicate re-establishment 
of efficiency in making returns. 


New York, as usual, collected the lion’s 
share of the tax, accounting for 15.98 per 
cent of the revenue collected. California 
placed second, collecting 9.43 per cent 
of the total, and Illinois was third, account- 
ing for 8.70 per cent of the revenue col- 
lected from the jewelry tax. Pennsylvania, 
in fourth place, collected 7.07 per cent 
of the total. 


Specific data for each state, covering 
collections and percentages of the total 
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Total for State | %of | s2~ | Totalfor State | Q%of | ss*% 
State 1950 Total | 5&£ 1949 Total | 58 
New York......... $ 31,509,982.94 | 15.98 1 |$ 32,528,943.16 | 16.40 1 
California......... 18, 586,600.35 9.43 2 18,959, 728.96 9.54 2 
Ilinois............ 17,143 ,800.30 8.70 3 17,682 ,578.17 8.90 3 
Pennsylvania. ..... 13,932,471 .53 7.07 4 14,168,730.93 7.12 4 
spy 10,897 ,325.10 5.53 5 11,309 ,301.16 5.68 5 
ree 10,367,502.98 5.26 6 9,414,091 .47 4.73 6 
Massachusetts. .... 8,133, 786.34 4.13 7 8 026,498.11 4.41 7 
Michigan.......... 7,858 ,067.23 3.99 8 7, 893,119.60 3.96 8 
Maryland (incl. 

Dist. of Col.)..... 5 530,064.27 2.80 9 5,473 ,647.54 2.74 3 
Missouri.......... 4,978 ,496.22 2.52 | 10 4,810,287.78 2.42 | 12 
re 4,890,382.69 2.48 | 11 4,906 ,829.00 2.46; 11 
New Jersey........| 4,714,575.48 2.43 | 12 4,911,207.50 2.47 10 
Minnesota......... 3,818,519.23 1.94 13 3,988 , 293.62 2.01 | 13 
Georgia........... 3,362,589.50 1.70 | 14 3,148 ,844.44 1.57 | 16 
Washington (incl. 

Alaska)......... 3,266,071 .33 1.66 | 15 3,217,860.95 1.62 | 15 
North Carolina... .. 3,174,615.96 1.61 | 16 2,792 ,244.42 1.40 | 20 
ee 3,140,515.90 1.59 | 17 2,989,140.71 1.50 | 18 
Virginia........... 3,114,409.07 1.58 | 18 3,055 ,391.59 1.53 | 17 
Wisconsin......... 3,105,714.10 1.57 19 3,296,370.17 1.65) 14 
Tennessee.........| 3,073,827.28 1.56 | 20 2,905,516.98 1.44 19 
Connecticut........| 2,653,840.03 1.35 | 21 2,766,941 .55 1.38 | 21 
Louisiana.......... 2,517,758.60 1.28 | 22 2,694 ,371.23 1.35 | 22 
i ae 2,308 ,875.29 1.17 | 23 2, 392,333.16 1.21 | 23 
Oklahoma......... 2,002,217.15 1.01 | 24 1,848 ,967.70 0.92 | 27 
Seer 1,983 ,936.30 1.00 | 25 1,975,259.96 0.98 | 25 
Alabama.......... 1,928 ,879.11 0.98 | 26 1,980 ,067.11 0.99 | 24 
Kentucky.......... 1,849 ,408.02 0.94 | 27 1,819,116.26 0.91 | 28 
ee 1,819 582.68 0.92 | 28 1,794 ,239.13 0.90 ' 29 
Colorado.......... 1,817 ,574.26 0.91 | 29 1,930 ,367.36 0.97 | 26 
West Virginia...... 1,347,705.76 0.68 | 30 1,520,041 .79 0.76 | 30 
Nebraska.......... 1,287 ,565.28 0.65 31 1,338 ,346.47 0.66 | 31 
Rhode Island...... 1,126 ,476.39 0.57 | 32 1,088 ,937.36 0.54; 33 
South Carolina..... 1,107,030.59 0.56 | 33 1,100,774 .55 0.55 | 32 
Arkansas.......... 1,001 , 761.75 0.51 | 34 967 ,823.20 0.47 | 34 
see 861 , 343.30 0.44; 35 885,154.94 0.43 | 35 
Arizona........... 808 ,514.92 0.41 | 36 769 , 756.96 0.37 | 37 
Mississippi........ 802 ,402.09 0.41 | 37 807 ,551.28 0.40 | 36 
Hawaii............ 715,415.52 0.36 | 38 657,005.08 0.33 | 38 
ee 616,480.00 0.31 | 39 644 ,367.94 0.32 39 
New Mexico....... 570,714.77 0.29} 40 554,594.72 0.27; 40 
Montana.......... 520 ,877.58 0.26 41 542,838.15 0.26 | 41 
ere 470,266.02 0.24 | 42 500,009.77 0.25 44 
South Dakota...... 457,018.36 0.23 | 43 508 , 447.33 0.25 | 43 
North Dakota...... 452,342.07 0.23 | 44 531 , 754.90 0.26 | 42 
Delaware.......... 367 ,654.19 0.19 | 45 354,111.17 0.16 | 46 
New Hampshire... .. 364 ,835.05 0.18 | 46 355,228.71 0.17 | 45 
Wyoming.......... 312,077.86 0.16 | 47 328 ,910.27 0.15 | 47 
Se 245,999.24 0.12 | 48 259 ,968.22 0.13 | 48 
a 212,528.94 0.11 | 49 227 ,955.76 0.11 | 49 

$197,130,308.92 | 100.00 $198 ,623,870.29 | 100.00 
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Elgin and Hamilton Ask 
For Hike in Tariff Rates 
On Swiss Watch Imports 


American watch manufacturers last 
month petitioned the Tariff Commission 
to take action looking to the elimination 
of tariff concessions to Switzerland which, 
the watchmakers claimed, are gradually 
destroying domestic production. This 
move was made possible by application last 
October of the escape clause which until 
then had not been in the Swiss trade 
agreements with this country. 

Relief, even if the commission takes 
favorable action, is not yet in sight for 
many months or a year to come. The com- 
mission will first make a study of the 
application which, due to the backlog of 
work, would normally take from - four-to- 
six months. Then it will follow one of 
two courses—(a) dismiss the petition or 
(b) order formal hearings to determine if 
the tariff levies should be increased and 
by how much. 


The application was filed jointly by the 
Elgin National Watch Co. and the Hamil- 
ton Watch Co. Their request for increased 
import duties on Swiss movements of 7 
to 17 jewels was based on a ten-point ar- 
gument. These included claims that: 


The Swiss trade agreement has destroyed 
the symmetry of rates; that imports had 
increased more than seven times on an 
absolute basis and in relation to domestic 
sales; that the percentage of sales of 
domestic products in the American market 
has dropped from 50 per cent to 19 per 
cent; that American manufacturers are 
being forced gradually into importing 
rather than making 7-17 jewel movements; 
and that the agreement has acted to pre- 
vent recovery of the domestic industry from 
wartime disruption. 


Statistics were presented in support of 
all these claims. Under the agreement 
which opened the market to more Swiss 
movements, domestic manufacture (includ- 
ing Waltham) rose from about 780,000 in 
1934 to a peak of 1,778,000 in pre-war 
1941 (after dropping under a million in 
1938), averaged 620,000 for civilian use 
during the four war years (1942-45), and 
has risen from 1,044,000 in 1946 to 1,845,- 
000 in 1950. 

In contrast, however, imports _of move- 
ments (0 and 1 jewel excepted) rose from 
841,000 in 1934 to a peak of 9,080,000 in 
1946, and were 7,841,000 for 1950. The 
average for the past four years stands at 
about 7,590,000. 

Concessions in tariff duties has only 
added to the competitive distress of domes- 
tic watchmakers, the applications pointed 
out, which was already suffering from the 
advantage afforded Switzerland by reason 
of lower labor costs, the main cost factor 
in a watch. Average current labor cost is 
estimated for a 17-jewel watch at: Swiss, 
$4.20; American $12.25. 

Including the existing tariff duty, esti- 
mated as averaging $2.25, the Swiss would 
have a cost advantage over the domestic 
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Swiss Watchmakers Say 
Tariff Rise Would Hurt 
U. S. Consumer and Jeweler 


Following the petition for a high tariff 
on Swiss watch imports filed by the Elgin 
and Hamilton watch companies with the 
U. S. Tariff Commission, Paul A. Tschudin, 
U. S. representative for the Watchmakers 
of Switzerland, released a statement for 
the Swiss watch industry in which the 
action was termed contrary to the best in- 
terests of both America and Switzerland. 

Mr. Tschudin described the petition filed 
February 13th with the U. S. Tariff Com- 
mission as “failing to objectively analyze 
the greatly increased demand for watches 
in the American market, as contrasted with 
the capacity of the two plaintiff companies 
operating at peak to meet this demand. 

“When this petition is reviewed by the 


-U. S. Government, against the background 


of the American watch market, we feel 
confident the findings will show that boost- 
ing tariffs on Swiss watch imports would 
be injurious to the American consumer 
and jeweler.” 

Only two months ago, a U. S. Depart- 
ment of Commerce survey observed that 
“neither planned nor existing capacity” of 
domestic watch manufacturers is sufh- 
ciently large to supply this country’s an- 
nual demand for quality watches, Mr. 
Tschudin pointeed out. 


“Swiss imports have provided the differ- 


ee — 


watchmaker of $5.55 after allowing a 25 
cents shipping cost. 

As a net result of these combined factors, 
American watchmakers claim, the percent- 
age of the domestic market which they 
supply is steadily being reduced. Statistics 
show that the percentage of business done 
in U. S. by the three American companies 
has dropped from 48.1 per cent in 1934 to 
19 per cent last year. 

Even worse for the future, the petition 
indicates, the surviving domestic manufac- 
turers are gradually being forced into stop- 
ping manufacture of low priced movements 
and turning to imported works if they are 
to stay in business in this class. A straw 
in the wind is offered by the fact that Elgin 
is already dropping production of the 15- 
jewel type. It will import such movements 
for sale in the $20 to $30 retail price range 
through its subsidiary, the Wadsworth 
Watch Case Co. of Dayton, Ky. 





ence between the record production levels 
of the American watch companies and the 
soaring consumer demand,” he said. 

“Without these Swiss imports the Amer- 
ican consumer public would find itself 
unable to obtain the watches it needs, 

“The American people have developed a 
preference for a better watch in the past 
15 years. As a result the American manu- 
facturers’ production and sale of 17-jewel 
watches has increased more than fourfold 
—from 254,662 units in 1934 to 945,786 
units in 1950. This increase occurred after 
the tariff rates on Swiss watches were re- 
vised in 1936. 

“Switzerland has long specialized in 
watchmaking. If our watch workers are 
efficient, inventive and technologically ad- 
vanced, and can produce the kind of 
watches Americans want and need, we feel 
they should be permitted to do so when 
there is an obvious market for the full 
production of American manufacturers, 
supplemented by Swiss imports. A non- 
competitive situation could only force con- 
sumers to pay higher prices than necessary, 
thus contributing to an inflationary spiral. 

“Two-way trade between the United 
States and Switzerland over the past 15 
years has contributed greatly to the well- 
being of our two sister democracies. The 
Swiss have been buying consistently more 
goods from the United States each year 
than they sell to America. And our watch 
exports, mostly in the form of watch move- 
ments, help to create a huge American 
precision industry.” 


Katz Hits Tariff Move 

The American Watch Assemblers’ Asso 
ciation in a statement released February 
21 by Benjamin S. Katz, president of the 
association and president of the Gruen 
Watch Co., estimated that an added burden 
of 20 to 40 million dollars in watch costs 
would be forced on the American consumer 
if the government were to grant demands 
for an increase of import duties on 7 to 
17 jewel watches and watch movements. 

“The vast increase in market acceptance 
of watches here in the United States,” Mr. 
Katz said, “is largely the result of the 
planned promotion and sales effort of the 
members of the American Watch Assem- 
blers’ Association, an American organiza- 
tion. We have built a great business in 
the approved tradition of free enterprise 
in a democratic economy. And we intend 
to hold on to our share in this market.” 








U.S. Watch Imports for 1949 and 1950 


Watch Movements—All Widths: 


1 or no jewels 
2 to 7 jewels 

8 to 15 jewels 
16 to 17 jewels 
Over 17 jewels 


Total Movements 








1950 1949 
1,433,157 1,259,823 
1,554,212 1,315,651 

649,190 556,398 
3,867,606 4,959,361 

3,843 8,243 
9,508,008 8,099,476 


NOTE: Approximately 99 per cent of all watch movements and parts imported 
into the U.S. A. during 1950 were from Switzerland. (1950 figures are 


preliminary. ) 


Source: Compiled by the U. S. Tariff Commission from official statistics of the 


U. S. Department of Commerce. 
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SCHWAB HONORED BY INTERFAITH GROUP AT DINNER 
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WILLIAM WATERS SCHWAB 
1 INAPPRECIATION OF 
HIS DEVOTED SERVICE 
10 THE CAUSE OF 
BROTHERHOOD 


PRESENTED BY 











DRLD BROTHERHOOD AWARD | 
8s 10 | 


NATIONAL CONFERENCE fog 
3 OF ae 








For distinguished service to the cause of 
brotherhood, W. Waters Schwab (left), presi- 
dent, J. R. Wood & Sons, was honored January 
29th, at a dinner at the Waldorf-Astoria, spon- 
sored by the Jewelry and Allied Trades Divi- 
sion of the National Conference of Christians 
and Jews. Dr. Everett R. Clinchy, president of 
the National Conference, made the presenta- 
tion. Applauding the dinner highlight are (left 
to right): P. M. Fahrendorf, THE JEWELERS 
CIRCULAR-KEYSTONE, and Harry J. Bromley, 
National Jeweler. Shown in the inset at left is 
the plaque that was presented to Mr. Schwab. 











A dinner in honor of W. Waters Schwab,’ 
president of J. R. Wood & Sons, sponsored 
by the ‘National Conference of Christians 
and Jews, was climaxed by the presentation 
of an award to the guest of honor “for dis- 
tinguished service to the cause of brother- 
hood,” on January 29th, at the Waldorf- 
Astoria Hotel, New York. 

G, H. Niemeyer, of Handy & Harman, 
who served as chairman of the event, pre- 
sided. Mr. Niemeyer paid a glowing tribute 
to the guest of honor describing his 
achievements in the industry, and his 
leadership in civic affairs, particularly in 
the work of the National Conference 
toward buililing good will and greater 
understanding among Protestants, Catho- 
lics and Jews. 

Lashing into the evidence of prejudice 
and discrimination that mar the practice 
of our democratic ideals, Mr. Niemeyer 
warned the 600 who joined in the $50-per 
plate dinner that “we must practice in our 
daily lives the ideals of democracy we 
profess.” 

“The National Conference, through its 
leaders like Bill Schwab, is tackling the 
un-American traits of hate and bigotry,” 
he added. “We must give this organiza- 
tion our utmost support.” 

The funds derived from the sale of din- 
ner tickets will all be used to aid the 
work of the National Conference in 
strengthening racial and religious group 
relations in American life. 

The celebrated song writer and theatri- 
cal producer, Oscar Hammerstein, was the 
principal guest speaker. Mr. Hammerstein 
made a moving appeal for the cause of 
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brotherhood, stressing that world peace 
will come only if mankind learns to live 
together as a family. 

Dr. Everett R. Clinchy, president of the 
National Conference, paid a eulogy to the 
leadership Mr. Schwab has given over the 
past 12 years to the organization and his 
excellent work in enlisting the support of 
the jewelry and allied industries, 

To all the tributes, Mr. Schwab as the 
final speaker, modestly disclaimed the 
words of praise, pointing to the cause as 
the rightful recipient of the eulogies. He 
appealed for greater support of the Na- 
tional Conference. 





Stone & Bead Importers 
Re-elect All Officers 


Saul Blitz of Kittay & Blitz, Inc., was 
re-elected president of the U. S. Stone & 
Bead Importers Association at the annua] 
meeting of the group held on January 3st 
at the Hotel McAlpin, New York City, 

Also re-elected were: First Vice Presj- 
dent, Saul Siegel (Elliot, Greene & Co.); 
Second Vice President, Ben Jacobson (Ben 
Jacobson Co.) ; Treasurer, Arthur G, Pin. 
cus (Teller Importing Co.), and Secretary, 
Seymour Middleton (National Bead Co.), 

Directors elected to hold office for the 
ensuing year were: Earl H. Ashley (E. H. 
Ashley Co., Inc.); A, Bram (A. Bram, 
Inc.); L. Frankel (Lawrence Frankel & 
Co.) ; Max Grossberg (Du Caire Import 
Co.) ; Miss Lillian Ginsburg (K. Ginsburg, 
Inc.) ; Morris Hollander (Hollander Bead 
and Novelty Corp.) ; Leonard Levin (Leon- 
ard Levin Co., Inc.) ; Julius Lipton (Oval 
Mfg, Co.); H. Nelson (Nelson Bead Co.,, 
Inc.); Murray Powell (New York Bead 
Co.) ; Joseph Rosenberg (Joseph S. Rosen- 
berg Co.), and Boris Weisman (York Noy. 
elty Import, Inc.). 





Gruen President Asks for Unity 
In All Parts of Watch Industry 


During a recent meeting of the Ameri- 
can Watch Assemblers’ Association, Ben- 
jamin S. Katz, president of the Gruen 
Watch Co. and association president, de- 
clared that it is essential that all com- 
ponent parts of the watch business work 
together and consider themselves as an 
industry, and do nothing that will in any 
way increase prices and affect supply. 

“Today and in the near future,’ Mr. 
Katz said, “the demand for watches will 
increase and they must be made available 
so that the retailer can continue in busi- 
ness and make a profit. Anything that 
disturbs this basis, hurts the retail jeweler. 

“Over the years, the American Watch 
Assemblers, representing American manu- 
facturers and assemblers, have consistent- 
ly promoted watches to the point that they 
are now a major profit item of the retail 
jeweler. We mean to keep it that way.” 


OVER 120 ATTEND ANNUAL MLOC DINNER 





Fun reigned supreme at the 27th annual dinner of the Maiden Lane Outing Club held on the 

evening of February I5th at the Hotel McAlpin, New York. Over 120 members jammed the 

hotel's ballroom and enjoyed a delicious dinner and the entertaining floor show which fol- 

lowed. As a souvenir of the occasion each guest received a beautiful gold plated and 
enameled A.S.R. pocket lighter. 
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M. Stevens Named President 
Of International Silver Co. 


Maltby Stevens has been elected presi- 
dent of The International Silver Co.—suc- 
ceeding his brother, Evarts C. Stevens, 
who has been named chairman of the board 
of directors. Previously a vice president, 
Maltby Stevens has been in charge of all 
manufacturing operations of the company 
for several years. 

At the meeting which elevated E. C. 
Stevens to chairman of the board, the di- 
rectors expressed appreciation for his ad- 
ministrative accomplishments and in great- 
ly increasing production capacity and 
volume of sales. No other period in the 
143-year history of the business equals 
the progress made under his leadership 
since 1935. 











New president of The International Silver 
Co., Maltby Stevens (right) being congrat- 
ulated by his brother, Evarts C. Stevens, 
whom he succeeded. E. C. Stevens was 
named chairman of the board of directors. 


Maltby Stevens started with The Inter- 
national Silver Co. in 1912. His associa- 
tion was interrupted twice for war service. 

In his 35 years with the company, the 
new president has initiated many manu- 
facturing improvements and also has shown 
great administrative ability. He is a di- 
rector of The International Silver Co. of 
Canada, Ltd., the Wallingford (Conn.) 
Bank & Trust Co., and the Manufacturers 
Association of Meriden. He also has served 
as a director of the Connecticut Manufac- 
turers Association. 


Lux Clock Mfg. Co. Appoints 
R. H. Chirgwin Sales Manager 


Fred Lux, president of the Lux Clock 
Mfg. Co., Waterbury, Conn., recently an- 
nounced the appointment of Robert H. 
Chirgwin as general sales manager. 

Chirgwin has been associated for the 
past two years with the Ingraham Clock 
Co. as a district manager. Prior to that 
he was connected with the New Haven 
Clock Co. for approximately 19 years where 
he served successively as advertising man- 
ager of the industrial division, ger.eral 
sales manager and vice president in charge 
of manufacturing. 
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Customs Agents Seize Smuggled 
Diamonds Worth Over $800,090 


Frank Dow, Commissioner of Customs, 
announced February 12th that Customs 
Agents in New York had seized an ad- 
ditional $200,000 worth of cut diamonds, 
bringing the total wholesale value of 
gems involved in three smuggling attempts 
broken up in late January to more than 
$800,000. : 

The latest cache, about 1500 carats, was 
found in hollowed-out, wooden supports 
of luggage belonging to a woman immi- | 
grant from Belgium, whose platform-type | 
shoes yielded $243,000 worth of contra- | 
band gems upon her arrival at New York’s | 
International Airport on January 22nd. | 


The woman’s baggage was detained, and 
subsequent search revealed the additional 
eems in the stays. 

Announcement of the find was withheld 
for a time, Commissioner Dow said, in the 
hope associates would identify themselves 
by an attempt to obtain release of the 
luggage from Customs custody. 

Two other seizures were made during 
the week of January 21st. One man, who 
arrived by plane from Antwerp, was 
placed under charges at New York in con- 
nection with attempt to smuggle in stones 
worth $275,000 wholesale. Another man 
was charged in the Florida district with 
attempting to bring in $120,000 worth of 
gems when he arrived at Miami by plane 
from Amsterdam. 








StyleValue-eauty 


Diamond and Platinum 
Jeweiry enhanced by the 
extra touch of design that 
transforms beauty to sales. 
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Washington Member of 
(JC-K) Editorial Board 


Honored by President Truman 


THE JEWELERS’ CirRCULAR-KEYSTONE and 
its editorial staff are members of the So- 
ciety of Business Magazine Editors which 
meets at frequent regular intervals during 
the year in Washington for the purpose of 
holding informal “off-the-record” talks with 
the heads of Government departments and 
bureaus. 














President Truman Speaks Before 
Society of Business Magazine Editors 


On the evening of Friday, January 19th, 
the Society held a dinner in the Presiden- 
tial ballroom of the Hotel Statler, in Wash- 
ington, which was highlighted by the 
presentation of a silver quill for outstand- 
ing. service to Paul Wooton, Washington 
member of the Chilton Editoria] Board, 
by President Harry S. Truman. THE 
JEWELERS’ CIRCULAR-KEYSTONE is a Chil- 
ton publication. 

The dinner was attended by 600 editors, 
publishers and Government officials and 
was the highlight of a series of meetings 




















Easter comes on the 25th of March. 
Since there are at present shortages in 
many lines, order now to meet the 
requirements of your customers. 


With the BA& Co. 1951 Catalog at hand 


you have the means of obtaining what is 
needed. The book can be of value if you 


will use it. 


BENJ. ALLEN & CO., INC. 


SILVERSMITHS BLDG. - 10 S. WABASH AVE. - CHICAGO 3, ILL. 
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designed to accelerate business mobilization 
in the present emergency. 


The President described our world 
crisis as “a struggle between people who 
believe in spiritual values and people who 
believe in nothing but materialism.” His 
significant speech was highlighted by first 
page stories in all metropolitan newspapers 
and had national newsreel distribution. 





President Truman presents award to Paul 
Wooton, Washington member of the Chilton 
Editorial Board. 


To demonstrate that the business press 
is whole-heartedly behind the national ef- 
fort, a highly significant resolution was 
read and unanimously adopted in the 
presence of the President. The resolution 
read as follows: 

Whereas it is now clear that we who 
believe in the freedom of mankind are 
involved in a great world struggle with 
those who do not, and 

Whereas this struggle may be the last 
opportunity to prove that free labor led 
by free management can produce more 
than slave labor under dictators. 

Therefore, be it resolved that: We, who 
enjoy individual freedom as independent 
editors of America’s business magazines, 
do hereby pledge ourselves as editors to 
arouse and support the kind of produc- 
tive effort that will demonstrate the om- 
nipotent power of the free spirit. 

And be it further resolved that: A copy 
of this resolution be delivered to the Presi- 
dent of the United States, to the director 
of Mobilization and to the Administrator 
of Defense Production. 


Jewelers Board of Trade 
Elects Bullock President 


Fred A. Bullock, president and treasurer 
of Dolan & Bullock Co., Inc., Providence, 
R. I., was elected president of the Jewel- 
ers Board of Trade at a meeting of the 
board of directors on February 16th. 

Horace M. Peck, long time secretary 
and treasurer of the Board of Trade, was 
re-elected to that position. 

Other officers were elected as follows: 
First Vice President, Charles G. Brown, 
vice president of Stein & Ellbogen Co., 
Inc., Chicago, Ill.; Second Vice President, 
Lester S. Wall, R. Blackinton & Co., North 
Attleboro, Mass.; Assistant Secretary and 
Treasurer, Vincent F. Chapman; Assis- 
tant Secretary, James McDermott, and 
Assistant Treasurer, Walter C. Crooks. 

Named to the executive committee were 
President Bullock, Francis E. Nolan and 
Lester S. Wall. 
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JIC Entertains Fashion Press 
At Fabulous Jeweled Dinner 


The semi-annual trek of the country’s 
leading fashion editors to New York City 
was highlighted in January by the “Million 
Dollar Dinner” given in their honor by the 
Jewelry Industry Council. As a good will 
gesture toward these editors who release 
stories on the jewelry industry all year 
round, the Council invited them to a real 
chop house dinner at the famous Keen’s 
English Chop House. To make it a real 
Million Dollar Dinner, the Council pre- 
pared a complete “steak dinner” of gems, 
spread upon a table roped off in one 
corner and flooded with spotlights. 





Martha Percilla, Fashion Director of the 
Jewelry Industry Council, shows what it is 
like to sit down to a real “Million Dollar 
Dinner.’ Ruby encrusted steak, pearl baked 
potato, diamond water and jewel studded 
gelatin all were part of dinner spread for 
nation's fashion editors in New York in 
January to review forthcoming spring fash- 
ions. Colored gems from Wm. V. Schmidt 
Co., Diamonds by Baumgold Bros., and 
pearls by Imperial Pearl Syndicate. Silver 
service by Gorham. 


The steak, which was encrusted with 
rubies, was valued neatly at one hundred 
thousand dollars. The baked potato, which 
turned out to be made of real pearls, was 
estimated at a mere five thousand. The 
green peas upon inspection proved to be a 
mound of emeralds valued at one hundred 
and fifty thousand dollars. Also included 
in the dinner was a silver goblet of “water” 
—white diamonds to you—worth another 
two hundred end fifty thousand dollars. 
The butter was gleaming yellow sapphires 
and the demi-tasse was a cupful of brown 
diamonds. 

The entire “meal” was laid on a beau- 
tiful sterling silver service worth several 
thousand dollars in its own right and to 
top it off, there was a fabulous dessert of 
golden yellow gelatin filled with a dazzling 
array of emeralds, rubies, aquamarines, 
peridots, topaz and every other colored gem 
imaginable. 


Wichita Watchmakers Elect 


Eugene P. Wetzel, manager of the Ray 
W. Gumm Watch Co., was elected presi- 
dent of the Wichita Watchmakers Guild 
at the organization’s monthly meeting at 
Wolf Cafeteria recently. 

Others elected were: Wayne Larson, 
Dales Jewelry, vice president; Roy L. Mc- 
Lemore, Ray W. Gumm Watch Co., sec- 
retary-treasurer, and Johnny Williams, 
chairman of the board. 
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Swiss ‘Scarce Parts’ Service 
Reported Almost 100% Effective 


The free service for locating hard-to- 
find watch parts which is maintained by 
the Swiss Watch Repair Parts Information 
Bureau was almost 100 per cent effective 
during 1950, it is reported by Paul 
Tschudin, director of the Bureau. 

Set up a little more than a year ago as 
the result of queries from jewelers and 
watchmakers concerning needed materials, 
the service provides a means of locating 
scarce repair items. When a request for 
information concerning a certain part is 
received, a form card is sent out to mate- 
rial importers asking whether they have 
the part in stock. The names of those 











houses replying in the affirmative are then 
forwarded to the inquiring retailers with 
the suggestion that his regular wholesaler 
contact the listed importer or importers 
to obtain the needed material. 

More than 85 per cent of the requests 
for information relative to “hard-to-find” 
parts received during the year were sat- 
isfactorily answered by this method, while 
practically all of the other requests in the 
same category were filled through either 
the watch importer or the manufacturer. 

Jewelers and watchmakers are urged by 
Mr. Tschudin to take advantage of this 
free information service whenever their 
normal supply sources are unable to fur- 
nish needed materials. The Bureau is lo- 


cated at 730 Fifth Ave., New York 19, N. Y. 



































Chairmen of JVC Committees Report On 
Tax Situation and Smuggling Activities 


| 


G. H. Niemeyer, chairman of the Jewel- 
ers Vigilance Committee, presided at a 
special meeting of the board of directors 
of that organization held on Friday, Jan- 
uary 12, at the Waldorf-Astoria Hotel, 
New York. In addition to the members 
of the board, a number of Minute Men 
and chairmen of local cooperating com- 
mittees from various parts of the country 
attended. 

Leon J. Engel, chairman of the Jewelry 
Industry Tax Committee, which is a 
standing committee of the Jewelers | 
Vigilance Committee, reported on the pres- 


ent tax situation. He indicated, as has 
been published in the press, that we should 
expect higher taxes in many fields. The 
Tax Committee will watch developments 
and strive to prevent discrimination against 
the jewelry industry. 

Walter N. Kahn, chairman of the Pro- 
tective Bureau, said that much of the 
work to detect smuggling cannot be made 
public and that there have been a few 
recent recoveries. The Protective Bureau, 
in cooperation with other trade organiza- 
tions, has consistently been in touch with 
the Customs Authorities both here and in 
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Washington. It is expected that increased 
activities in this country and abroad 
should lead to the apprehension of some 
of the smugglers. 

Byron Shinn, general counsel for the 
JVC, reported that the routine marking 
and stamping work continues to be heavy, 
He stated that, as requested some time 
ago, the Federal Trade Commission had 
taken action to promulgate Trade Practice 
Rules with regard to use of the terms 
“Gold,” “Solid Gold,” ete. A hearing was 
recently held by the Commission on the 
proposed rules, and a number of objec. 
tions were presented on behalf of the JVC. 
Mr. Shinn also stated that, in view of prob. 
lems which have arisen with regard to the 
advertising of imitation and _ cultured 
pearls, application had been made to the 
FTC for a Trade Practice Conference to 
set up separate rules relating to the adver. 
tising of pearls, cultured pearls and imi- 
tation pearls. He asked such action be 
approved and that the chairman be au. 
thorized to appoint an advisory committee 
to assist him with technical information 
necessary in the drafting of such rules, 
On motion duly carried, approval was 
expressed and the chairman was _ author. 
ized to appoint such a committee. 

P. Irving Grinberg, executive vice chair. 
man, pointed out that the recent National 
Production Authority Copper Order M-12 
enables copper to be used in the alloying 
of gold and sterling silver without restric- 
tion. 

Benjamin S. Katz, one of the directors, 
made a plea for more liberal financial 
support for the Jewelers Vigilance Com- 
mittee. He suggested that the heads of 
jewelry trade organizations and jewelers 
throughout the country be made aware of 
the importance of the work being done 
by the committee for the benefit of the 
whole industry. 


Founding and Growth of AGS 
Described in Magazine Article 


Fortnight, West Coast regional news 
magazine of general circulation, gave recog- 
nition to the American Gem Society with 
a full-page feature on the association and 
its work in the Business, Industry & 
Finance section of the January 22nd issue. 


The article traced the founding of the 
group, its aims, and operation. Fortnight 
stressed the importance of the creation 
and maintenance of just such standards 
of ethics as the AGS is striving to establish. 


“Idealism in business is a _ refreshing 
virtue in a day of ofttimes unrestrained 
and unashamed commercialism. Many a 
customer in many a shop has been irked 
by the unmistakable dominance of the 
dollar sign over ethics in this era of high- 
pressure salesmanship, when too often the 
thin ice of integrity is just strong enough 
to support a sale,” states the article. 

It further stresses that the opening 
statement of the policy of AGS and its 
members, “offers aid and comfort” to the 
beleagued shopping public. 

The article discussed the standards for 
attaining Registered Jeweler and Certified 
Gemologist ratings and pointed out how 
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the public might recognize concerns earn- 
ing such ratings. 

It also discussed the development of the 
Diamondscope and explained its value to 
the customer. Feature illustration for the 
article was a photo of James G. Donavan, 
Jr., former president of the AGS, demon- 
strating a Diamondscope to a prospective 


bride and groom. 





Executive Secretary of JRF 
Recalled to Duty with Army 


Robert A. Knight, executive secretary 
of the Jewelry Research Foundation, has 
been recalled to active duty with the Army 
Signal Corps, effective February 17, 1951. 
Mr. Knight, a Captain in the Reserve, 
will be stationed at the Decatur Signal 
Depot, Decatur, Il. 

The position of Executive Secretary with 
the Jewelry Research Foundation will be 
filled by Irving Cheskin. Mr. Cheskin 
is an experienced economist. For the past 
two years he has been on the staff of for- 
mer Governor Chester Bowles of Connecti- 
cut. Prior to that he was Assistant Pro- 
fessor of Economics at Sampson College 
and, before that, was an economist with 
the Office of War Mobilization and Re- 
conversion and the War Production Board 
in Washington. 

Mr. Cheskin will take up his duties with 
the Jewelry Research Foundation on 
March Ist. 


—_—_—_——_— 


Sterling Silversmiths Guild 
Re-elects McChesney President 


William F. McChesney, vice-president of 
The Gorham Co. of Providence, R. I., was 
re-elected president of the Sterling Silver- 
smiths Guild of America at the Guild’s 
annual meeting January 13th, at the Wal- 
dorf-Astoria, New York City. 

Closely associated with the silverware 
industry for almost 60 years, Mr. McChes- 
ney is widely known in jewelry circles 
through his active participation in the work 
of the Jewelers Vigilance Committee, 
Jewelry Industry Tax Committee, Silver 
Users Association, and other industry or- 
ganizations. 

Charles C. Withers, president of Towle 
Manufacturing Co. of Newburyport, Mass., 
was also re-elected as vice-president of the 
Guild. George L. Stringer, treasurer and 
controller of The International Silver Co.., 
Meriden, Conn., was elected treasurer. Mr. 
Stringer succeeds Lester F. Morse, vice- 
president and treasurer of The Gorham 
Co., who served as treasurer of the Sterling 
Silversmiths Guild since 1946. 

John Stevens, sales manager of the 
Sterling Flatware Division of The Interna- 
tional Silver Co., will continue to serve 
as Chairman of the Sales Promotion Com- 
mittee of the Guild, it was announced. 
This committee plans and sponsors various 
Guild promotional activities, such as the 
Guild Stock Inventory Control and Bridal 
Registry systems, and many other services 
presented for the benefit of sterling silver 
dealers, 

During the past year the Sales Promo- 
tion Committee has devoted the major 
share of its attention to the presentation 
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of a comprehensive Sales Develpment P1o- 
gram, based upon findings of a survey of 
over-the-counter sales conversations, wire- 
recorded in sterling silver stores across the 
nation. William Regan, assistant to the 
general sales manager of R. Wallace & 
Sons Manufacturing Co., Wallingford, 
Conn., will continue to serve the Guild as 
Chairman of the Sub-Committee charged 
with the direct supervision of the planning 
and development of this Sales Training 
Program. 

Rodger S. Harrison and Mrs. Emily Me- 
Grath were named executive vice-president 
and secretary, respectively, to supervise the 
activities of the Sterling Silversmiths Guild 
at its offices, 551 Fifth Ave., New York 
City. 





J. R. Keller Elected Director 
Of Syracuse Credit Association 


John R. Keller, assistant treasurer and 
credit manager of the Heirloom Sterling 
and Wm. A. Rogers Divisions of Oneida, 
Ltd., Oneida, N. Y.. has been elected: di- 
rector for a three year term by the Sy- 
racuse Association of Credit Men. 

Keller became assistant credit manager 
of Oneida, Ltd., on July 15, 1942. During 
World War II he was appointed manager 
of the Department of Priorities for Oneida, 
Ltd. He resumed his duties as credit man- 
ager for the Wm. A. Rogers Division of 
Oneida, Ltd., on February 1, 1946, and was 
appointed assistant treasurer of Oneida, 
Ltd., on March 31, 1949. 
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Diamond Manufacturers & Importers Meet, 
Elect Officers and Directors for ‘51 


Judge Harold R. Medina was guest of 
honor at the 19th annual meeting of the 
Diamond Manufacturers & Importers Asso- 
ciation of America which was held on 
January 23rd at the Hotel Roosevelt, New 
York. 

George Fine, president of the association, 
rendered an annual address in which he 
covered the successful campaign of the 
organization against the two major evils 
confronting the industry, namely, “switch” 
transactions ard smuggling. Mr. Fine 
also announced that the association 








had requested the South African Govern- 
ment to set aside a fund for public rela- 
tions work throughout the world in order 
to increase world-wide markets for dia- 
monds. 

Louis Frankel, general counsel, pre- 
sented a plaque to Judge Medina for his 
outstanding services as a jurist in the 
United States Federal Court. 

Officers elected at the meeting were: 
George Fine (Max Fine & Sons, Inc.), 
president; Simon Barend (Barend, Sweyd 
& Vanderlinden), vice president; Alexan- 
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der H. Arnstein (Arnstein Bros. & (Co) 
vice president; Aaron Koenig (Max 
Koenig & Sons), treasurer, and Leo L. 
Kaplan (Lazare Kaplan & Sons, Inc.) 
secretary. 





For his outstanding services as a jurist in 
the United States Federal Court, Judge 
Harold R. Medina (left), was honored 
January 23rd at the annual meeting of the 
Diamond Manufacturers & importers Asso. 
ciation of America. He is shown here 
receiving a plaque from Louis Frankel, gen- 
eral counsel of the association. 


Named to the board of directors were: 
Al Abrams (Diamond Processing, Inc.): 
Joseph Baumgold (Baumgold Bros., Inc.) ; 
Sereno P. Davis (Jacobson Bros. Diamond 
Corp.);: Sam Eckstein (Sam Eckstein); 
Wallace W. Harwood (Schless-Harwood 
Co., Inc.) ; Stephen W. Hofman (Diamond 
Distributors, Inc.); Albert Lam (Lam & 
Epstein); Leon Ray (Lubell & Ray): 
Harry Reinhold (Reinhold Bros.) ; Joseph 
Schliff (J. Schliff & Sons); W. Waters 
Schwab (J. R. Wood & Sons, Inc.) ; Jack 
Solow (J. Solow & Son) ; Josef Spira (Con- 
cordia Industries, Inc.); Jean H. Van 
Praag (Diamond Merchandising Corp.) ; 
Peter Verheyleweghen (Verheyleweghen 
Bros. & Callaey); Harry Wachsberg (J. 
Wachsberg & Son), and Harry Winston 
(Harry Winston, Inc.). 


4 
% 





George Fine (right), president of the 
Diamond Manufacturers & Importers Asso- 
ciation of America, crowned Miss Carol 
Channing "Queen of Diamonds for 1951" 
at the 19th annual meeting of the organ- 
ization. Judge Harold R. Medina (left) 
was guest of honor at the meeting which 
was held on January 23rd in New York. 


Highlicht of the evening was the crown- 
ing of Miss Carol Channing, star of the 
Broadway show, “Gentlemen Prefer 
Blondes,” as “Queen of Diamonds for 1951.” 
During her coronation, Mr. Fine called 
Miss Channing “the best friend diamonds 
ever had.” 

Mr. Frankel reported that in_ recent 
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weeks the price of polished diamonds from 
Europe increased approximately 15 per 
cent. He pointed out that although the 
supplies of rough diamonds during 1950 
exceeded those of 1949 there nevertheless 
was an insufficient amount to cover the 
demand. In commenting on prospects for 
1951, he stated that there will be no stock- 
piles of gem diamonds available and that 
supply will be limited to current pro- 


duction. 





Ronson Appoints Des Reis 


The election of John F. Des Reis as 
vice president in charge of sales of Ronson 
Art Metal Works, Inc., was announced re- 
cently by Alexander Harris, president. 


JOHN F. DES REIS 


Vice President 
in Charge of Sales, 
Ronson Art 
Meta! Works, Inc. 





Des Reis has been with Ronson since 
June 1947 when he assumeed the position 
of export manager. In July 1949, he was 
appointed general sales manager of the 
company. 


All JSA Officials Re-elected 
At 68th Annual Meeting 


Members of the Jewelers’ Security Alli- 
ance, at the 68th annual meeting of the 
organization held in New York on Janu- 
ary 26th, unanimously re-elected all ofh- 
cers. They are: Walter Ejitelbach, presi- 
dent; Victor A. Lambert (Lambert Bros.) , 
vice president; Alexander H. Arnstein 
(Arnstein Bros. & Co.), treasurer; Bert F. 
Young (Jules Franklin), secretary, and 
Richard C. Murphy, executive secretary 
and counsel. 

All members of the executive committee 
were also re-elected. In addition to the 
oficers named above, membership of the 
committee is as follows: Herman L. Baskin 
(Baskin Brothers, Inc.); Walter H. But- 
ler (E. W. Reynolds Co., Inc.) ; James B. 
Dickey (Tiffany & Co.); Roland A. Gsell 
(R. Gsell & Co., Inc.) ; William B. Ogush 
(Wm. B. Ogush, Inc.); H. Victor Paul 
(Wiss Sons, Inc.), and W. Waters Schwab 
(J. R. Wood & Sons, Inc.). 

President Ejitelbach announced the ap- 
pointment of the following standing com- 
mittees for 1951: 

Crime Committee: Bert F. Young, chair- 
man; W. Waters Schwab, and William B. 
Ogush. 

Finance Committee: W. Waters Schwab, 
chairman; H. Victor Paul, James B. 
Dickey, and Alexander H. Arnstein. 

Membership Committee: Victor A. Lam- 
bert, chairman; Herman L. Baskin, H. 
Victor Paul, and Walter H. Butler. 
Insurance Committee: William  B. 
Ogush, chairman; W. Waters Schwab, Vic- 
tor A. Lambert, and Roland A. Gsell. 
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Publicity Committee: Victor A. Lam- 
bert, chairman; and Herman L. Baskin. 





Fourth Group of Jewelers 
Complete Merchandising Course 

Twenty-seven students of the Joseph 
Bulova School of Watchmaking and the 
New York University course in “Jewelry 
Store Management and Merchandising” 
graduated January 26th at the Bulova 
School, Woodside, L. I. 

The training program, although only two 
weeks’ duration, was intensely comprehen- 
sive in design. The subjects of buying, 
merchandising, advertising sales promo- 
tion, credit managing are but a few of the 
topics discussed and presented in the 
course, Lectures were supplemented with 


field trips to jewelry and watch manufac- 
turing plants in the New York area. 

Both Dr. Charles M. Edwards, Jr., Dean 
of the School of Retailing, and Dr. Elmer 
O. Schaller, professor, have given their 
personal supervision to the course although 
a large percentage of the lecturing staff 
are active business men in many diversi- 
fied fields. 

This fourth program was designed to 
serve the specialized needs of the retail 
jewelry industry. Future programs will be 
developed as the demand dictates, These 
may include either additional programs, 
additional emphasis on specialized phases 
of retail business, longer programs, or any 
combination of the above that will best 
meet and serve the needs of the jewelry 
trade. 
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Jewelers Board of Trade 
Reviews Past Year s Record 


There were less financial disturbances in 
the jewelry industry in 1950 than there 
were in 1949, members of the Jewelers 
Board of Trade were told at their 67th 
annual meeting in Providence on January 
26th. 

The 168 failures in 1950 compare with 
244 during 1949. The liabilities involved 
in 1950 amounted to $3,422,000 as com- 
pared with $4,779,000 in 1949, Secretary 
Horace M. Peck reported. 

Included in the list of financial emba:- 
_rassments were 110 retail cash jewelry 
store failures for a total of $1,688,000; 23 


retail installment jewelers for $705,000; 
seven repairers for $26,000; 12 wholesale 
jewelers for $742,000; three wholesale cos- 
tume jewelers for $23,000, and 13 manu- 
facturers for $238,000. 


The credit reporting department re- 
ported 123,083 inquiries received from 


members as compared with 125,179 in the 
previous year, A total of 74,210 credit re- 
ports were compiled in comparison to 
71,813 in 1949, Statements requested in- 
creased from 51,233 to 51,856; statements 
received advanced from 17,321 to 18,897. 
The daily average reports compiled were 
293 as against 284. 

Mr. Peck pointed out that changes num- 
bering 16,365 were made for the March, 
1950, issue of the reference book and 
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17,992 more were made for the September 
number. He also stated that the September 
1950, issue of the reference book listed 
grand total of 43,338 names. 


OPERATING COSTS INCREASE 


President Lester F. Morse repoiied tha 
the total cost of operating the various de. 
partments of the Jewelers Board of Trade 
has been increased by both the effects of 
the inflationary cycle and the increased 
number of requests for service from mem. 
bers. He said resignations have exceeded 
the number of new applications for mem. 
bership during the year under review 
However, he pointed out that revenue hen 
exceeded expenses and the association jg 
in a very streng financial position, wel] 
prepared to withstand whatever stresses 
may arise in the uncertain times ahead. 

At the meeting, the following directors 
were elected to serve for a period of three 
years: Alexander E. Arnstein (Arnstein 
Bros. & Co.), New York; Frederick A. 
Ballou, Jr. (B, A. Ballou & Co., Inc.), 
Providence, R. [.; Fred A. Bullock (Dolan 
& Bullock Co., Inc.), Providence, R. I; 
Emil E. Fachon (Bulova Watch Co., Inc,), 
New York; Lewis W. Gibbons (Fulmer & 
Gibbons, Inc.) ; Philadelphia, Pa.; George 
A. Ingleby (The Hadley Co., Inc.), Provi- 
dence, R. I.; Paul Levinger (Speidel 
Corp.), Providence, R. I[.; Willard A, 
Ormsbee (Taunton Pearl Works, Inc.), 
Taunton, Mass.; Archibald Silverman (Sj). 
verman Bros., Inc.), Providence, R. I., and 
Lester S. Wall (R. Blackinton & Co,), 
North Attleboro, Mass. 


BOARD OF DIRECTORS FOR ‘51 


They, together with the following, com- 
prise the 1951 board: Harold Alberts (I. 
Alberts’ Sons, Inc.), Boston, Mass.; Jared 
E. Allen (Oneida, Ltd.), Oneida, N. Y.; 
Earl H. Ashley (E. H. Ashley & Co., Inc.), 
Providence, R. I.; Edgar E. Baker (W. R. 
Cobb Co., Inc.), Providence, R, I.; John 
M. Biggins (Elgin National Watch Co. 
Inc.), Elgin, Ill.; Charles G. Brown (Stein 
& Ellbogen Co., Inc.), Chicago, Ill.; An- 
gelo Del Sesto (Van Dell Corp.), Provi- 
dence, R. I.; Edgar M. Docherty (Budlong, 
Docherty & Armstrong, Inc.), Providence, 
R. I.; Arthur Kaplan (Poole Silver Co., 
Inc.), Taunton, Mass.; William Klein 
(Jacques Kreisler Mfg. Corp.), North 
Bergen, N. J.; William E. Lingard (Fin- 
berg Mfg. Ce., Inc.), Attleboro, Mass.; 
Lester F. Morse (The Gorham Co., Inc.), 
Providence, R. I.; Francis E. Nolan (Saart 
Bros. Co., Inc.), Attleboro, Mass.; William 
B. Ogush (William B. Ogush, Inc.), New 
York; Herbert Ollendorff (Ollendorff 
Watch Co., Inc.), New York; Edson W. 
Sawyer (Improved Seamless Wire (Co, 
Inc.), Providence, R. I.; W. Waters 
Schwab (J. R. Wood & Sons, Inc.), New 
York; George L. Stringer (International 
Silver Co., Inc.), Meriden, Conn.; Ray- 
mond R. Sturdy (Cheever, Tweedy & Co., 
Inc.), North Attleboro, Mass., and Ray- 
mond L. Wells (Wells Mfg, Co., Inc.), 
Attleboro, Mass. 
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HIA Appoints F. E. Peters; 
Plans to Open New Hdgqfrs. 


Forrest E. Peters of Washington, D. C., 

ag elected to the office of executive direc- 
tor vi ie Horological Institute of America 
at a recent meeting of the organization’s 
executive officers held on January 15th at 
the Cleveland Hotel, Cleveland, Ohio. Mr. 
Peters, prominently known in the field of 
horology and formerly with the United 
States Naval Observatory during World 
War II, is the owner and operator of the 
Peters School of Horology. 

As an outgrowth of the meeting it was 
voted that a national headquarters of the 
Horological Institute of America be estab- 
lished in Washington, D. C., where the 
association was founded in 1921. Located 
at the new headquarters will be a special 
examination room which will be open to 
anv watchmaker who wishes to take the 
certified examinations of the organization. 


FORREST E. PETERS 


Elected Executive 
Director of the HIA 





Also at the new headquarters will be a 
well-arranged public display of modern 
watches, timepieces and _ tools. Watch 
manufacturers, tool manufacturers, or any- 
one interested in time devices will be in- 
vited to exhibit their merchandise. 

The HIA has secured and maintained 
the daily active cooperation of the United 
States Government through the National 
Bureau of Standards and the National 
Research Council, in activities helpful to 
those who make, repair and sell timepieces. 
The association helped the Government in 
preparing the Technical Check List for the 
National Roster of Scientific and Special- 
ized Personnel during World War II and 
in related activities. 

It will also help to expedite certification 
of watchmakers, memberships, and the or- 
ganization of local guilds. Present plans 
also call for the distribution of technical 
information and bulletins on the latest 
models of all timepieces. 





NPA Approval is Necessary 
On All Commercial Construction 


Jewelers and most other retailers who 
wish to build new stores will not only 
have to convince the National Production 
Authority that it is helpful to defense or 
will prevent hardship but will have to put 
up half the construction cost. 

The Federal Reserve Board in February 
clamped further restrictions on commer- 
cial building activity by amending Reg. X 
to require that mortgages on real estate 
loans for stores, banks, warehouses, and 
so on must be held to 50 per cent of the 
value of the structure. The new credit 
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regulation also applies to additions and 
improvements to existing properties. 

It does not apply to loans, however, on 
which a “firm written agreement” was 
signed on or before Feb. 14. There are 
certain other exceptions including mining 
or other facilities for producing raw mate- 
rials. It does not apply in general to manu- 
facturing facilities although there are 
some limitations in this respect. 

The FRB said that the action was taken 
after full consultation with the National 
Production Authority. The latter had 
frozen commercial construction as of Jan. 
15 through Feb. 14. Construction permits 
for commercial construction must now be 
obtained from NPA (through recional of- 





if the cost exceeds $5.000 for the 
project. 


fices) 


Diamond Council of, America 
Re-elects Weisfield President 


Leo Weisfield, president of Weisfield’s, 
Inc., Seattle, Wash., was re-elected presi- 
dent of the Diamond Council of America 
at the annual luncheon meeting of the or- 
ganization held on January 13th at the 
Waldort-Astoria Hotel, New York. 

Other officers elected included B. C. 
Helzberg (Helzberg’s Diamond Shops, 
Inc.), chairman of the executive commit- 
tee, and Jess McEntee (J. M. McEntee & 
Sons, Inc.), Oklahoma City, Okla., chair- 
man of the board of directors. 




















Matched 
Wedding Rings 


A woman wants a wedding 
day of rare and tender beauty— 


And she wants a wedding 
ring of classic loveliness . . 
to symbolize shat day forever. 


You can supply her wants 


with this Rings-O-Bliss 
Tray assortment. 


advantage. 


Write for 








RINGS-0-BLISS MATCHING WEDDING SETS! 


& AN EYE CATCHING TRAY FREE. Grain leather, velvet lined. The 
perfect complement for the merchandise it displays to such striking 


A COMPLETE LINE OF HIGH QUALITY, fast moving sets in all 
sizes, polished and reviewed annually to insure steady turnover. 


TWENTY-FOUR HOUR SERVICE for engraving 
cost . .. just part of our service to dealers. 


EXTRA SALES AND ADDED PROFITS that come when fine rings are 
displayed to maximum advantage in the eyes of potential buyers. 
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HERE'S WHAT YOU GET WITH 
YOUR INITIAL ORDER OF TWENTY 





at slight additional 














beautiful 

catalog of ca 

Bliss Rings. a 4 he 

29 EAST MADISON ST. ° CHICAGO 4, ILLINOIS 
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American Watch Assemblers to 
Fight Excise Hike on Watches 


A request for an opportunity to ap- 
pear before the House Ways and Means 
Committee to present reasons for the watch 
industry’s opposition to an increase in ex- 
cise taxes on watches will be filed by the 
American Watch Assemblers’ Association, 
composed of American watch manufac- 
turers and assemblers, it was announced 
by Benjamin S. Katz, president of the 
Gruen Watch Co., and association presi- 
dent. Mr. Katz declared that members of 
his association were opposed to the gov- 
ernment proposed hike in excise levies be- 
cause it would raise tax charges on popu- 
lar priced watches to 20 per cent. 





“The proposed new increase will work 
a special hardship on the consumer in the 
purchase of the watch which has become 
an everyday necessity,’ Mr. Katz stated. 

“The American business man and worker 
puts on his watch every morning before 
going to work. The watch is needed to 
get him to his job on time, to make his 
day more productive. It should not be 
further taxed as a luxury.” 

Representatives of retail jeweler  or- 
ganizations have advised Mr. Katz that 
they would back the American Watch As- 
semblers’ Association in the campaign 
against increased excise tax levies. They 
point out that the proposed legislation 
would double the present high excise 
charge on popular priced watches and 
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This Kit contains an assortment of 
285 parts to fit Ronson. 


THESE PARTS listed at $17.86 will bring in 
$25 to $50.00 —In Resales and Repairs 


Plastic storage chest, 4!/4 x 


FREE! 8'4, with 33 compartments. 


Window Display Streamers. 











$50.00 Net X-300 
This Kit contains an assortment of 578 
parts to fit Ronson, Evans, Thorens and 
other lighters. 


THESE PARTS listed at $84.57 will bring in 
$200 to $300—JIn Resales and Repairs 
Plastic Counter Display S-800 
FREE! Plastic Storage Chest 6!/2"'xI1"" 
= with 60 compartments. Win- 

dow Display Streamers. 








oe Each Kit is packed in a beautiful clear 
plastic storage chest. 


Guide Chart in lid tells where each part 
Is located and suggests retail price. 





Get Your Share of Lighter Repair 


WE NOW HAVE REPAIR KITS AVAILABLE FOR IMMEDIATE DELIVERY 


display sign, $-800 FREE 


$1 Plastic 3 color counter 
€ with X-300 or X-500. 















ae "INCOME WITHOUT an 
$50.00 ADDITIONAL OVERHEAD $25.00 
$10.00 Net X-100 $25.00 Net X-200 








This Kit contains an assortment of 
388 parts to fit Ronson. 

THESE PARTS listed at $42.20 will bring In 

$80.00 to $100 — In Resales and Repairs 

Plastic storage chest, 41/4 x 

FREE! 8'/4, with 34 compartments. 

" Window Display Streamers. 











* Parts for re-stocking 
ca Send check in advance; save postage 
and C.O.D. Fees. 


-4 EAST STOCKTON AVE., DEPT. K 


LIGHTER PARTS, Inc. * 


$50.00 Net X-500 

This Kit Contains an assortment of 

719 parts to fit Ronson. 

THESE PARTS listed at $88.16 will bring in 

$200 to $300 —JIn Resales and Repairs 
Plastic Counter Display S-80 


0 
FREE | Plastic Storage Chest 6!/2"'xII"' 
* 


with 60 compartments. Win- 
dow Display Streamers. 


our kit 
can be obtained af all times. 


$-800 Beautiful 3 color counter display 
sign, FREE with Kits X-300 and X-500. 


PITTSBURGH 12, PENNA. 
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will undoubtedly increase the Severity of 
inflationary pressure on the buying public. 





Tighter Metal Bans Foreseen 
(From page 201) 


adequate substitute is available. Manufa. 
ture of items started before March 1 myy 
be completed not later than April ] j, 
order to be sold. Copper may be used to 
alloy gold in accordance with governmen 
standards. 

Tin. Less will be available during firy 
half 1951 than for same period last year. 
Amendment (12/18/50) of the tin order 
M-8 restricts non-defense consumption dyr. 
ing March to 80 per cent of base period 
rate. Further amendment (1/27/51) pro. 
hibits scores of end uses including jewelry 
and jewelry items such as insignia, novel. 
ties, etc., effective March 1. With respect 
to jewelry items, manufacture of goods 
started before March 1 must be completed 
before May 1. 

Aluminum. Supply growing tighter, no 
relief in sight during 1951. Order M7 
(11/13/50) restricts non-defense use for 
first half 1951 to 65 per cent of base period 
rate (eased for Jan.-Feb.). Direction 3 
(12/27/50) permits manufacturers of 
functional and moving parts to use 75 
per cent instead of 65 per cent during 
March. Amendment of M-7 (2/1/51) pro. 
hibits use of aluminum in manufacture of 
some 200 items including jewelry, effec. 
tive April 1. Manufacture of prohibited 
items started before April 1 must be com- 
pleted by May 31 in order to be offered 
for sale. Further end item bans are under 
study. 

Tungsten. Shipments from China, 
source of 70 per cent of U. S. supply, has 
been cut off. Goes under complete allo- 
cation as of March 1 under M-30 
(1/22/51). 

Cobalt. Almost all available supplies go- 
ing into defense and some essential ci- 
vilian production. Effective February 1, 
amendment to M-10 (12/30/50), purchases 
of more than 25 lbs. requires specific NPA 
approval, providing almost complete con- 
trol of end use. 

Cadmium. Restricted to specified end 
uses listed in M-19 (12/27/50), effective 
January 1. These are largely outright de- 
fense and supporting requirements. Per- 
mitted uses elso include brazing _ alloys 
when cadmium content is less than 19 
per cent. 





New Becken Appointments 


The A. C. Becken Co., 22 W. Madison 
St., Chicago, Ill., prominent wholesalers, 
have announced the assignment of two 
salesmen to territories covered by the firm. 

Robert A. “Bob” Nelson, who has been 
associated with Becken’s Denver office for 
a number of years, has been named to head 
the firm’s Dallas branch office, located in 
the Praetorian Building. He will call on 
jewelers in Texas and Oklahoma. 

John H. Sly, formerly with M. A. Mead 
and Co. in Detroit, is now calling on the 
trade in northern Indiana and part 0 
Michigan, carrying the complete Becken 
line. 
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Price Relief for Hardest 
Hit Retail Trades Expected 


Further pricing relief for the retail 
trades hardest hit by the government 
wage-price freeze of late January is now 
in the works. ss 

The Office of Price Stabilization, in 
addition to setting mark-up percentages 
for a number of retail trades, is also plan- 
ning to issue adjusted commodity-by-com- 
modity price ceilings for numerous other 
products sold at retail. 

There was no indication from govern- 
ment price stabilizers in late February as 
to whether oc not watches or jewelry 
would be included in the forthcoming 
relief orders. 

OPS meanwhile is campaigning to re- 
main in the good graces of the retailing 
trades as well as of the public. How long 
the honeymoon will last is problematical, 
but Price Czar Mike DiSalle has _in- 
structed his staff to issue new pricing 
orders for all products or industries that 
present legitimate “hardship” cases to 
OPS. 

Part of this campaign is_ revealed 
through the periodic question-and-answer 
explanations now being issued by OPS. 
For example, in a recent announcement, 
Mr. DiSalle explains a platinum pricing 
problem this way: 

“Does the price freeze apply to the 
highest price of platinum during the base 
period? Whose highest price?” 

Yes, says Mr. DiSalle. He explains 
further: 

“The seller’s price ceiling shall be (1) 
the highest price paid to the seller for 
platinum delivered during the base period; 
(2) if you did not deliver platinum dur- 
ing the base period, your ceiling is the 
highest price you offered in writing to 
deliver platinum for during the _ base 
period.” 

One form of relief from price-wage re- 
striction that was ready for issuance as 
this issue went to press was an order ex- 
empting from the wage freeze all firms 
employing fewer than eight persons. The 
great majority of jewelry stores will, of 
course, be covered by this order which is 
expected to be patterned after the similar 
exemption granted during World War II. 





Norman M. Morris Corp. 
Leases New Office Space 


Norman Morris, president of the Norman 
M. Morris Corp., exclusive importers of 
Omega watches for U. S. and territories, 
recently announced that the firm has taken 
a long term lease on the entire 14th floor 
of the new 24-story air-conditioned office 
building at 655 Madison Ave., New York. 

The move, scheduled to take place some 
time in May, was necessitated by ever 
increasing volume of business which ren- 
dered inadequate the facilities at their 
present offices at 608 Fifth Ave., where 
the Norman M. Morris Corp. has been 
located for the past 15 years. 

The new offices will provide at least 
double the amount of space to allow for 
future expansion amid more modern 
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surroundings and improved facilities for 
rendering better service to their dealers. 





Proposed Excise Tax Changes 
(From page 201) 


such products as vacuum cleaners, washing 
machines, mangles, dishwashers, dryers, 
sewing machines, floor polishers and wax- 
ers, garbage disposal units, and electric 
shavers. 

The justification presented by Mr. Snyder 
for the higher excises was that an addi- 
tional $3 billion in revenue would be 
“raised from excise taxes on those con- 
sumer goods which are less essential or 
which use materials that will be in short 
supply.” 





“I know the Ways and Means Committee 
has special reason to regret the necessity 
for this action,” Mr. Snyder stated. “Only 
a year ago you were considering the Presi- 
dent’s recommendation for excise tax re- 
ductions. This reversal of the situation is 
one more measure of the price we must 
pay for our defense requirements. 

“The committee will recall that on pre- 
vious appearances I have expressed the 
view that some of the existing excise taxes, 
most of which remain at their wartime 
levels, are not desirable in a peacetime 
tax system. 

“I am sure you will agree that some of 
these taxes can be justified only in the 
light of pressing budget demands and 
should not be raised further at this time 
to meet our present revenue needs,” he said. 
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Phineas Peters, 64, Dies; 
Prominent N. Y. Jeweler 


Phineas Peters, popular and well known 
general chairman of the Executive Board 
of Retail Jewelers Associations of Greater 
New York, died suddenly of a cerebral 
hemorrhage on February 20th. His sudden 
death caused profound sorrow among his 
associates in 


many friends and business 
the jewelry industry. He was 64 years 
old 


Mr. Peters, who was better known as 
“Pinky” in the trade, was one of the or- 
ganizers of the Executive Board of RJA’s 
and served as chairman since its inception. 
Born and educated in Brooklyn, N. Y., he 
entered the jewelry business in 1913 as a 


partner with his brother, the late M. G. 
Peters, in the Brooklyn jewelry firm at 
480 Fulton St. Prior to that he was con- 
nected with the engineering and building 
helds. 

“Pinky,” when asked once what his fa- 
vorite diversions or hobbies were, replied, 
“principally the betterment of mankind 
and trade conditions.” He added that he 
was interested in all matters tending to 
put the jewelry business on a higher and 
better plane. 

To accomplish this goal which he set 
for himself, “Pinky” was actively engaged 
in numerous local, state and national civic 
and trade associations. He was one of 
the founders of the Brooklyn Retail 
Jewelers Association and served as _ its 








Heart's Desire 


“Two hearts as one” in lustrous 
Pearl Plastic. The new Dennison Ring 
Case Number 7750TX — molded in a 
unique twin heart design — provides 
the perfect setting for one or two rings. 
Another triumph of Dennison design 
and workmanship. 


Cover opens and closes smoothly on 
a sturdy pin hinge. Available in White. 
Blue, Pink or Green Pearl Plastic with 
Rayon Satin cover cushion and lus- 
trous Velvet ring pad. Individual White 
packers, 12 to a carton. Order by 
Number 7750TX. 


FOR RETAILERS 


Dennison makes a complete line of boxes 
and cases in paper. metal. fabric and 
plastic: findings: supplies. Sold by lead- 
ing wholesalers throughout the country. 


















Novel wire stand, shown in picture 
at left, tilts case at an easy-to-see angle, 
swings flat under case when not in use. 
If not needed, stand simply snaps out 
and may be discarded. Another 
Dennison “display appeal” feature. 





FOR MANUFACTURERS 
Dennison makes a wide range of specially 
designed paper jewelry boxes and cases 
for manufacturing Jewelers. Consult 
us about your packaging problems. 


Denni ing S 
ennidson Klanufachning NY. 
JEWELERS DIVISION 
FRAMINGHAM, MASSACHUSETTS 
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president for 12 years. In addition he was 
vice president for five years of the Metro. 
politan Retail Jewelers Credit Union. 
chairman of the Retail Jewelers Tax Cums 
mittee for two years; chairman of the 
Jewelers Enforcement Committee for two 
years, and vice president of the New York 
State Retail Jewelers Association for 
number of terms. Mr. Peters also served 
as vice chairman of the N.R.A. in the Met. 
ropolitan New York District for 11% years 
and as chairman of the Jewelers (,. 
operative Bureau for one year. 


PHINEAS PETERS 





He was a member of the Horological In- 
stitute of America, the Jewelers Security 
Alliance, and the Associated Credit Men’s 
Association. In addition he served as a 
member of the executive committee of the 
Jewelers Publicity Board for three years. 

Surviving are his widow, two sons and 
a brother, Chas. E. Peters, who is a part: 
ner in the firm of M. G. Peters & Bro. 





Sales Staff of David Sarkin 
Attends Annual Meeting in N. Y. 


The annual national sales conference of 
David Sarkin, Inc., was a gala affair this 
year. While a few of the regional men 
were absent, those who were present ac- 
complished numerous important things 
from the sales standpoint and finished of 
with festivities at New York’s swank Hotel 
Warwick. 

Plans for the coming year call for much 
more extensive efforts in the direction of 
advertising and merchandising. Magazine 
schedules have been increased and a great 
deal more will be spent on “dealer helps.” 
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Shown above are David Sarkin, presi 
dent, and Sam Gorman, sales manageét, 
seated second and third from the left re- 
spectively. Surrounding them are regional 
men from Michigan, Indiana, Wisconsin, 
Georgia, Florida, Texas, New York, New 
Jersey, the Southeast, New England, Pacific 
Coast, Pennsylvania, Ohio, Washington, 
D. C., and Maryland. 


THE JEWELERS’ CIRCULAR-KEYSTONE 












Ar 


q Mr. and Mrs. James E. Theise sailed 
from New York Friday, February 16th 
on the Santa Clara for an eighteen-day 
South American cruise. They will visit 
Aruba, Venezuela and Colombia. Mr. 
Theise is a sales representative for the 
Acme Ring Mfg. Co. of Newark, N. J. 

q The Lewis Kirschman Co., Inc., for- 
merly located at 501 Madison Ave., re- 
cently moved to new quarters at 153 West 
93rd St., New York. 

4 Charles F. Winson recently announced 
the formation of his own firm at 580 Fifth 
Ave.. New York, and his appointment by 
Linde Air Preducts as a distributor of 
Linde star rubies and sapphires. 

q Umberto Diagonale of A. Diagonale & 
Sons, Inc., importers of cultured pearls 
and semi-precious stones, flew to Japan 
on February llth to visit the cultured 
pearl markets. He expects to remain 
abroad until the middle of April. 

q Jacob Mehrlust, well known manufac- 
turer of platinum jewelry located at 6 
West 48th St., New York, returned the 
latter part of February from his annual 
fishing trip in Stuart, Fla. 

q The Florn Co., manufacturers and im- 
porters of leather travel clocks, recently 
moved into new quarters at 1261 Broadway, 
New York. The firm’s offices and show- 
at 339 Fifth 


: ra-P 


room were formerly located 
Ave. 

q Leo Kobrin of Kobrin 
West 47th St., New York. left February 
15th for Europe where he will visit the 
diamond markets in Israel, Antwerp and 
Amsterdam. 

q Congratulations are in order for Don 
Landberg of L. Luria & Son, Inc., on his 
recent marriage to Miss Gertrude Boget. 
Friends and business associates attended 
a wedding reception for the couple at the 
Savoy-Plaza in New York. After a three 
weeks’ honeymoon in Florida, the Land- 
bergs will make their home in Belle Har- 
bor. N. Y. 

q The formal opening of Sterling’s Jewel- 
ers & Opticians, located at 583 Gramatan 
Ave., Mount Vernon, N. Y., will be held 
on March Ist. Max Sterling, owner of the 
new store, stated that he will carry a 
complete line of silver, watches and other 
nationally advertised merchandise. 

q Charles A. Parker, secretary-treasurer of 
the Jewelers Fraternal Association, has an- 
nounced that the annual meeting of the 
group will be held on March 8th at the 
Schwartz Restaurant Building, 183 Broad- 
way, New York. In addition to electing 
officers for the ensuing year, members will 
be asked to vote on a proposed amend- 
ment to the Constitution. 

q The Federation Bank and Trust Co. re- 
cently opened a branch in the Grand Cen- 
tral zone, at 6 East 45th St. Included in 
the services available are personal and 
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business loans, special interest accounts, 
special checking accounts and safe de- 
posit. 

q James E. Birdsall, partner in the law 
firm of Warner & Birdsall, 165 West 46th 
St., New York, has been appointed Chief 
of Enforcement for the Economic Stabiliza- 
tion Administration in the States of New 
York and New Jersey (Region 2). His 
firm represents the National Association of 
Credit Jewelers. 





Sigmund Cohn, 79, Dies; 
Headed Metal Refining Firm 


Sigmund Cohn, president of the Sigmund 
Cohn Corp. of New York City, refiners 
and distributors of precious metals, died 
suddenly of a heart ailment on February 
2nd. He was 79 years old. 

Born and educated in New York City, 
Mr. Cohn started his career as a chemist 
and in 1901 he entered into a partnership 
with David Belais at Frankfort St., New 
York City, The partnership was dissolved 
during World War I when the Government 
restricted the use of platinum. 

A Navy veteran of World War I, Mr. 
Cohn served as a Lt. j.g. and commanded 
small craft on coastal waters. He was 
later transferred as an inspector in Naval 
ordnance, 


SIGMUND COHN 





After his discharge from the Navy, Mr. 
Cohn established his own metal refining 
business at 44 Gold St., New York City, 
where he had been actively engaged until 
his death. 

Mr. Cohn was long active in trade and 
philanthropic activities. He was a past 
president and honorary member of the 
24-Karat Club of the City of New York, 
a past president of the National Jewelers 
Board of Trade, and secretary-treasurer and 
a director of the Jewelers Vigilance Com- 
mittee. His favorite pastimes were fishing 
and inventing baffling and intriguing games 
for the annual summer outings of the 24- 
Karat Club of New York. 

Surviving are his son, Adolph, a daugh- 
ter, Mrs. Helen Schucman, and two grand- 
sons, His son, Adolph, and grandsons, 
Richard and James Cohn, will continue 
active management of the business. 
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ORED PEARLS 
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& NECKLACES AND LOOSE PEARLS 


AT ATTRACTIVE PRICES 
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JACK J. FELSENFELD.. 


9 MAIDEN LANE NEW YORK 

















Opals 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


Lous. Chrisie Woe 


65 NASSAU STREET "NEW YORK 


ENCRUSTERS 


STONE ENGRAVERS 
COATS-OF-ARMS 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 7, N. Y. 
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THE lle WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Golf-Filled Crowns 
Sold Through Jobbers & Mfrs. 
50 ELDRIDGE STREET NEW YORK 2, N. Y. 


» ACON 























SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 








269 So. 9th ST. 
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JEWELED 
CIGARETTE CASE 





14 KT. GOLD & PLATINUM 


Powder Boxes ¢ Bracelets 
Necklace Clasps ¢ Clips 
Lipsticks ¢ Cuff Links 
Brooches « Rings 
Earrings 


GUTENSTEIN 
BROTHERS 

18 EAST 53 STREET 

NEW YORK 22, N. Y. 




















REPAIRS and PLATING 
in GOLD and SILVER 


33 Years of Continuous 
Service to the Trade 


a —_ 





Coast 
to 
Coast 
(Before) 
Highest 
Quality 
Workmanship 





HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 


17 West 45th St. New York 19, N. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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Boston Jewelers Attend 63rd Banquet; 
1200 Attend Outstanding Jewelry Function 





Nearly 1200 members and guests of the 
Boston Jewelers Club gathered for the 
organization’s 63rd annual banquet and 
entertainment program at the Hotel Statler 
on February 3rd. 

Head table guests welcomed by C. Ed- 
ward Cotter, chairman of the reception 
committee, for the Club president, Sturgis 
C. Rice; vice president Roy S. Brooks; 
secretary-treasurer Ellsworth W. Read, and 
the Club’s six directors, included: Major- 
General Charles G. Helmick, Commanding 
General, New England Subarea; Rear- 
Admiral Hewlett Thebaud, Commandant, 
First Naval District; Colonel Harold R. 
Jackson, Chief of Staff, New England Sub- 
area; Captain Peter M. Moncy, Chief of 
Staff, First Naval District; Captain Cor- 
nelius E. Geary, Commanding General’s 
Office, New England Subarea; Lieutenant 
Ernest C. Hipp, Jr., Aide to the Com- 
mandant; Rev. John Nicol Mark, First 
Congregational Parish, Arlington, Mass.; 
Kenneth I. Van Cott, president, American 
National Retail Jewelers Association; Leon 
J. Engel, president, National Wholesale 
Jewelers Association; George Engelhard, 





Jewelers Club, holds one of the Gorham 

sterling silver Victorian-style mirrors which 

were distributed as souvenirs at the annual 

banquet of the organization. Miss Jane 

Kennard, daughter of John Kennard, Ken- 

nard & Co., Boston, assisted in distribut- 
ing the souvenirs. 


editor and publisher National Jeweler; 
William S. Preston, president, The Amer- 
ican Gem Society; P. M. Fahrendorf, presi- 
dent, THE JEWELERS’ CIRCULAR-KEYsTONE; 
Herman L. Baskin, president, the 24-Karat 
Club of the City of New York; Mead 
Montgomery, president, Chicago Jewelers 
Association; Lester F. Morse, president, 
the Jewelers Board of Trade; Hubert 
Gaucher, president, Canadian Jewelers As- 
sociation; Edgar E. Baker, president, New 
England Manufacturing Jewelers’ & Silver: 
smiths’ Association; William M. Selberg, 
president, the Diamond Peacock Club, and 
Erskine Gay, president, Boston Jewelers 
Bowling League. 

Following dinner and presentation of the 
souvenir, a beautiful Victorian-style sterling 
silver boudoir mirror made by the Gorham 
Silver Co., seven thrilling entertainment 
acts were presented with music by Karle 
Rohde’s orchestra. 
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Used by Jewe 
Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 


ROYAL TAG & LABEL CO. 


81 Warren St. Newark 2, N. J. 
Market 3-3618 




















Diamond Cutters 
Recutting and Repairing for the Trade 


Expert diamond cutting for the 
Best jewelers in the country for 
the past 35 years. 


Estimates gladly furnished 
EMPIRE STATE PURCHASING CO. 


(Jack Blauweiss — Wm. Sluyter) 
64 W. 48th St. New York 19, N. Y. 
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Hamilton's new Dynavar mainspring held the interest of the company's New York City 
sales staff during a recent visit to the Hamilton factory. The sales representatives now 
selling Hamilton watches direct to metropolitan jewelers are (L. to R.) Steve Faracy, 
George Duffield, Sam Berneri, Ed. Devery, Gus Kamins, John Suydam and Harry Schleef. 


Since making the initial announcement 
in January, the Hamilton Watch Co. has 
completed arrangements to distribute Ham- 
ilton watches direct to retail jewelers in 
the metropolitan New York area accord- 
ing to a report from Lowell F. Halligan, 
vice president and sales manager. 

Hamilton’s New York sales staff, sup- 
plemented by seven experienced repre- 
sentatives, opened for business March Ist 
in temporary offices at 55 W. 42nd St. The 
company will conduct all its New York 
business from this location until its per- 
manent headquarters are renovated and 
furnished. When completed about June 
lst, Hamilton’s permanent New York 
ofices will carry a representative inven- 
tory of Hamilton watches. In the mean- 
time, the company will make overnight 
deliveries to the New York area from its 
factory in Lancaster, Pa. 

The new salesmen bring to the Hamil- 
ton sales organization a wealth of knowl- 











DEAN GOES SOUTH 


DEAN COMPANY & DEAN WATCH CO. 
of 116 Nassau St., New York 
Announce their removal on 


March Ist, 1951 to 
DAYTONA BEACH, FLORIDA 
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DEAN COMPANY 


Watch Materials, Tools, Supplies 
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edge about the New York market attained 
during many years of service with former 
Hamilton wholesale distributors. During 
February, the new representatives visited 
the Hamilton factory in Lancaster for a 
month-long refresher course before begin- 
ning their assignments for Hamilton in 
New York City. Among the outstanding 
sales help acquired by Hamilton are Sam 
Berneri and Gus Kamins, former president 
and vice-president, respectively, of Louis 
Manheimer & Bros.; Harry Schleef and 
George Duffield, formerly with N. H. White 
& Co.; Steve Faracy, former representative 
for Freudenheim Bros.; and Ed Devery, 
formerly with Henry Ginnel & Co. 

John Hall, veteran Hamilton represen- 
tative in New York, continues as District 
Sales Manager and head of the company’s 
New York office. D. F. Chapman has been 
named New York Sales Manager and John 
Suydam and R. C. Mason, regular Ham- 
ilton New York representatives remain 
with the metropolitan sales force. 


G. Wolf, Sales Representative, 
Marks 60th Year in Trade 


George Wolf’s many friends in the 
jewelry industry joined recently in con- 
sratulating him on his 60th year in the 
silver business. Mr. Wolf received con- 
gratulatory messages from his numerous 
friends in both the East and Middlewest 
where he has travelled for the past 50 
years. He is sales representative for Cur- 
rier & Roby, silversmiths at 151 West 19th 
St., New York. 

Mr. Wolf started his career in the silver 
business in 1891 with the Simons Bros. 
Co. Twenty-three years later, in 1914, he 
joined J. F. Fradley & Co. as a sales 
representative. He remained with this firm 
until 1933 when he accepted a position 
with G. A. Henckel & Co., which was ab- 
sorbed by Currier & Roby in February, 
1937. 

In his spare time, Mr. Wolf’s favorite 
diversions are deep sea fishing and root- 
ing for the Brooklyn Dodgers. He resides 
at 103-35 120th St., Richmond Hill, Long 
Island. 








Brothers. 


Importers 





of 
~Dtamonds 
| in all 
SIZES 

and 


SHAPES 


Memorandum Selections 
Upon Request 



































Also 


Fine Diamond Jewelry 
occasionally purchased 
at Sacrificed prices. 


WHITELAW BROTHERS 


ers & Cutters 


Diamond Flutpo 
48 WEST 48TH §T..N Y.C. BRYANTO O}1 23 


} 
i 


SL TL A ERS 
LS 























219 














@ The jewelry casting 
plant is a potential defense worker. 


@ The jewelry casting 
process is very similar to industrial 
precision casting used today to 
produce airplane, automotive and 
many other important parts re- 
quired for defense. 


@ With a minimum of 
new equipment, accomplished gold 
and silver casting firms can be- 
come producers of non-ferrous in- 
dustrial castings by the “lost wax" 
process. 


@ To convert your plant 
to defense work, call on our experi- 
ence in servicing industrial preci- 
sion casting firms. Send for our 
new booklet, “Modern Precision 
Investment Casting." 


ALEXANDER SAUNDERS & CO. 


95 Bedford St. New York 14, N. Y. 














DEFENSE WORK 


in Jewelry Casting Shops 

















SOME INTERESTING CHARMS 


From Our Large Assortment 





BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. 1/2 Size 


From 3.00 Keystone in I4K. Also made in 
Sterling Rhodium finished. Illustrated cata- 
logue ready soon. Reserve yours now. 


CHARM CRAFT CORP. 


Mfr's of 14k, Gold-Filled & Sterling Silver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 








198 Broadway New York 9, N. Y.—_. 








#11J—Sheepskin case—Black, 
Dark Brown, Dark Blue, Red, 
Win 7 K 


TRAVELING CLOCK CASES: 


#22) Genuine Morocco Leather 
case—Wine, Red. Black, Blue, 
Brown, Green K 
#35J—Genuine Calf Leather 
with gold tooled border, Black, 
Brown, Tan, Red and Light 
eee $13 K 
232” and 254” for Swiss and 
é W altham. Immediate Delivery. 

Pp ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20 








AISENSTEIN ANNOUNCES EXPANSION OF SALES STAFF 





Inc., exclusive 
Multifort 
and 
the 


Louis Aisenstein & Bros., 
American distributors of Mido 
Superautomatic, Medana, Roamer, 
Heuer watches, recently announced 
expansion of its national sales staff. 


At a regional sales meeting in Tucson, 
Ariz., supervised by Manny Bisher (left), 
of the Aisenstein home office, a full sched- 
ule of activity and coverage for the Rocky 
Mountain States was put into effect. 
Frederic J. diennnles eae from a“ has 


1950 Was Banner Gites name 
Wallace Executives Report 


While 1950 was a banner year in sales 
for Wallace Silversmiths’ American and 
Canadian companies, rising costs of mate- 
rials and labor kept it from being the most 
profitable. This was the opening statement 
in a talk by William W. Rich, president 
of R. Wallace & Sons Mfg. Co., Walling- 
ford, Conn., which inaugurated the com- 
pany’s winter sales meeting, attended by 
Wallace salesmen from all over the United 
States and Canada and held this year from 
January 9-12 inclusive at the New Haven 
Country Club, New Haven, Conn. 


Continuing, Mr. Rich reported on the 
progress that has been made in strength- 
ening the organization and in improving 
service to customers. He also commented 
on the situation with regard to war orders. 





DONALD W. LEACH 


WILLIAM W. RICH 


President Vice President 


and General Sales Mgr. 


Donald W. Leach, vice president and 
eeneral sales manager of the company, 
who served as chairman of the meeting, 
reported that the company’s 1950 total 
sales for both the United States and Canada 
attained an all time peak. He said that 
October shipments were the greatest in 
the company’s history for any one month. 
Sales in flatware in 1950, he said, as well 
as total sales exceeded those for any pre- 
vious year in the company’s history. 
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been appointed divisional sales manager 
for the Rocky Mountain States. 

New salesmen who will work under Mr. 
Trump’s supervision are: C. J. Glenn, 
working out of Denver; John Ramsey, with 
headquarters in Denver, who will cover 
North and South Dakota and Nebraska; 
Julian Kaasa, who will cover Arizona and 
Nevada; George Stanich, based in Salt 
Lake City, who will cover Utah, Idaho 
and Montana, and Max Mellor, who will 
cover New Mexico and El Paso, 


Partners stasis parr & Co. 


Jenkins & Co., 98-year-old jewelry firm 
at 726 Main St., Richmond, Ind., was pur- 
chased in its entirety and is now wholly 
owned by I. C. Davis and Sidney J. Selig- 
man as partners. Davis and Seligman are 
also the owners and operators of the Davis 
Jewelry Co., 827 Main St., Richmond, Ind., 
a business which they have conducted for 
the past 12 years. 

Both stores are being operated under 
their original names and will continue as 
separate businesses. 
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ATTRACTIVE 
DISPLAY 


NO. 71 AS 
ILLUSTRATED 
IN OUR 


CATALOGUE 
MAILED FREE 
UPON 


REQUEST 


MANUFACTURER 
TO RETAILER 


SPECIALISTS IN RHINESTONE 
Jeweled Creations. Hand Polished Prong set. 


Pantary of Jewels 


MADE BY ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, Dept. A, New York 7,N.Y. 











——$ $$ 





Importers of 
CHATGONS — MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 
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Sales and promotion plans for 1951 were presented, discussed and formulated at the 
recent annual sales dinner of the merchandising staff of A. Cohen and Sons Corp. which 
was held at the Hotel eich New yee 


deeded pa 
Re-elect Ostrin President 


Herman Ostrin of the Ostrin Co. was re- 
elected president of Associate Jewelers, 
Inc., at the annual meeting of the group 
held January 28th at the Warwick Hotel, 
New York City. The association was 
founded in 1919 and is composed of manu- 
facturers of gold and platinum jewelry in 
the metropolitan New York area. 

Other officers elected for 1951 are as 
follows: First Vice President, Philip Skalet 
(Skalet Mfg. Co., Inc.); Second Vice 
President, Jules Gerson (Goldstein-Gerson 
Co.) ; Secretary, David Sarkin (David Sar- 
kin, Inc.; Treasurer, Louis Flyer (Flyer 
Bros.), and Executive Director, Tobias N. 
Berger. 

Elected as directors for the coming year 
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370 7th Ave., N.Y. 1, N.Y. 








LOWER PRICES 
BETTER WORKMANSHIP 
QUICKER SERVICE 
| have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
“Send Me Your Next Package.’’ 
M. J. STERN 
Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 

















tone CN iamonn CUTTER 
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YOUR INQUIRIES PROMPTLY SERVICED 


NEW YORK DIAMOND IMPORTING CORP. 
wholesale jewelers 
565 FIFTH AVENUE NEW YORK 17, N. Y. 
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were: Julian Baden (Baden & Foss, Inc.) ; 
Walter F. Beer (Walter F. Beer Co.); 
Ferdinand Bihari (Stronghold Jewelry 
Co.) ; Jacques Japka (La France Jewelry 
Shop); Bernard Kushner (Kushner & 
Pines, Inc.) ; Alvin Orgel (Orgel & Cha- 
bon); Henry Peterson (Feature Ring Co., 
Inc.); Ben Ross (Ross Watch Case 
Corp.); Morris Rubin; David Schapiro 
(David Schapiro Co., Inc.), and Isidore 
Tenen (I. Tenen & Son). 


HERMAN OSTRIN 





President Ostrin, in his annual report 
on the activities of the association for the 
previous year, stated that the organization 
had negotiated a new union contract last 
November for a two-year period. The con- 
tract resulted in substantial wage increases 
for the workers and insured successful 
labor-management relations for another 
two years. In concluding his report Mr. 
Ostrin urged all members to convert part 
of their facilities to defense work in order 
to aid the Government in the present crisis. 

The president and board of directors 
commended Tobias N. Berger, executive 
director, for his efforts in maintaining har- 
monious relations with labor and for suc- 
cessfully adjusting all controversies be- 
tween management and labor during 1950. 
The record of the association for 18 years 
was upheld and not one day of work or 
one man-hour was lost due to labor dis- 
putes, 





Colmes Runs Successful Auction 


Louis Colmes, jewelers’ auctioneer of 
Lynbrook, N. Y., recently conducted a 
successful auction for Marcy’s Jewelers, 
250 Fifth Ave., Pittsburgh, Pa. 


THESE RINGS 
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OVER AND OVER AGAIN 




















GUARD RINGS. Sterling silver or 
yellow gold-filled with square imita- 
tion ruby, sapphire, emerald or crystal 
stones. 


To retail @ $2.95 each. 





























FRIENDSHIP RINGS, in heavy yellow 
gold-filled. Variety of design to suit 
everyone. Hand-Chased. 
To retail @ $1.95 each. 
In Sterling—to retail @ $1.00 each. 





BULLETIN! 
GOLD-FILLED on copper base 


has gone to war!!!! 


FOR THE TIME BEING these 
rings are available in gleaming 
sterling silver. 


LATE IN THE SPRING we will 
introduce our new line of rings 
made with gold filled on a ster- 
ling silver base. 


See Them At Your Wholesalers 


In June 











J. D. SCHLANG CO. 


305 EAST 46th ST., NEW YORK 17, N.Y. 
Through Wholesalers Only 
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Style #1841 
Distinctively 
Styled... 


‘‘We have found the Alice earring line to be the 
That’s what we 


best sellers on our counter’... 
hear time and again from leading jewelry buyers. 
And £1841 is typical of this distinctively styled 
selection. 
Silver, the finish on all Alice earrings is 


guaranteed by the manufacturer for one year! 
Available with earwires or clip backs. Write for 
samples. 


Through Your Jobber 
JEWELRY CO. 


8 Slocum St., Prov., R. I. 






Richly plated in Hamilton Gold or 














THE 
Fisher SPORTS LINERS 
CHARMS AND MEDALS & 
ALL EVENTS 
70 YEARS OF 


QUALITY AND SERVICE 
THROUGH THE WHOLESALER 


SPORTS CATALOG ON REQUEST 







J. M. FISHER COMPANY 
Ne MANUFACTURING JEWELER 
BOX 60, ATTLEBORO, MASSACHUSETTS 





FINE STERLING 


HOLLOWWARE 


and 


mn a AUTHENTIC ANTIQUE 


REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 





=o = 
Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 











NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 
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q The Central New England Guild of the 
American Gem Society held its first meet- 
ing at the new Boston Museum of Science, 
Science Park, on Feb. 14, which was desig- 
nated as “Diamond Night.” For the first 
time, too, this was not a dinner meeting. 
Leo Kaplan, of Lazare Kaplan & Son, Inc., 
New York City, well-known diamond cut- 
ting firm, gave a general talk on diamonds, 
their mining, cutting, evaluation, and many 
other aspects important to every jeweler. 
The Guild plans that future meetings will 
stress the educational phases of the jewelry 
business, and instruments will be available 
at the sessions for gem testing. 

q Members of the Massachusetts and Rhode 
Island Retail Jewelers Association will 
hold their annual meeting and banquet at 
the Parker House on April 4 Secretary 
D. A. Robertson of Framingham announces 
that plans cover a fine program of enter- 
tainment following the dinner. 

q The annual dinner-dance of the Diamond 
Peacock Club will be held at the Hotel 
Somerset, April 14, and officers are plan- 
ning a gala event. 

q Among activities at N. I. Goodman., Inc., 
1006-7 Jewelers Building: Mr. Goodman 
was off for Florida with Harry Glaser, also 
of the same building; Mrs. Goodman was 
off for California; Joe Stone and Paul 
Lifset are back from a skiing vacation in 
Maine. 

q Samuel Saroff, jeweler of 514 Massa- 
chusetts Ave., Cambridge, is completing 
plans for the remodeling of his store this 
spring. 

q Harold Alberts of I. Alberts’ Sons, 8th 
floor, Jewelers Building, was elected a 
director of the Jewelers Board of Trade 
at its Jan. 26 meeting. 

q In accordance with established tradition 
of several years’ standing, Mr. and Mrs. 
Louis F. Guiness of Louis F. Guiness, Inc., 
711 Jewelers Bldg., left Boston the day 
after the Boston Jewelers Club banquet, 
headed this year for a six weeks’ air 
cruise to Miami, Fla., and to several South 
American cities. Sherman Shatz of the 
same firm left for Denver, Colo., on Feb. 
26 for a special three-weeks course at 
Lawry Air Force Base. 

q Letters received from Jason L. and Zelda 
Solomont, of 604 Jewelers Building, tell of 
beautiful scenery, rugged mountains, and 
even volcanoes, encountered during their 
sojourn in Mexico where they have been 
for some weeks. 

q George D. Salisbury, son of George S. 
Salisbury, 604 Jewelers Building, has left 
for Army training at Fort Devens, Mass. 
q Louis F. Gordon of the Eastern Jewelry 
Co., 602 Jewelers Building, is recovering 
from a fractured left arm, suffered when 
he slipped on the ice late in January. 

q Frank Greene, of Frank Greene, Inc., 
610 Jewelers Building, has taken over the 
entire quarters formerly occupied by 
Greene & Lourie, Inc. Murray Lourie is 





NEW ENGLAND 


seeking other space, and, meantime, Mrs, 
Greene is assisting her husband, their son, 
Henry, having joined the Army Air Force, 
being stationed at Sampson, N. Y. 

q Robert Swanson of the Carl O. Swanson 
jewelry store, 659 Massachusetts Ave., Ar. 
lington, Mass., has joined the 40th infantry, 
stationed at Camp Cook, Calif. 

q Arthur Wright, Jr., son of Arthur Wright 
of Needham, Mass., of the Mautner Co, 
has joined the U. S. Marines, and is sta. 
tioned at Parris Island. 

q Mr. and Mrs. Leo Glass of the Bella A. 
Glass Co., 609 Jewelers Building, spent the 
month of February in Miami, Fla., return. 
ing in time for the Spring Gift Show, 
March 4. Due to the rail strike, they drove 
to Florida. Phillip Trachtenberg of the 
same firm spent the month of February in 
St. Petersburg, Fla. 

q Samuel Leavitt, diamond merchant, has 
closed his office at 401 Jewelers Building, 
and is now operating out of New York City, 
q Miss Marie Foster, formerly associated 
with Anna Callahan, and later on her own 
in Room 401, has returned to the Jewelers 
Building, and has taken up quarters with 
W. T. Kinney in the New England Gem 
Cutting Co., Room 403. 

q Mr. and Mrs. Michael Mahar and their 
two children, Bob and Barbara, left for 
a Florida motor trip the day after the 
Boston Jewelers banquet. They expect to 
be back with the Mahar-Engstrom Co., 
406-7 Jewelers Building early in March, 
to help keep the firm’s bowling team in 
its first place in the Boston Jewelers Bowl 
ing League. 

q Coleman Rosenfeld has opened a new 
store, known as Coleman’s Jewelry Store, 
46 Essex St., Newburyport, Mass. 

q Edmund Reagan, Jr., of the Reagan, 
Kipp Co., 17la Tremont St., Boston, re- 
cently became engaged. Marriage plans 
are not complete as yet. 

q Mr. and Mrs. Philip Brault of the 
Phillips & Lucas Store, Montpelier, Vt, 
spent the month of February in Florida. 
4 Stanley Manning of Manning Brothers, 
709 Jewelers Building, was married on 
Jan. 28, and he and his bride spent their 
honeymoon in New York City. 

4 Wedding bells rang loudly in the 
D. C. Percival & Co. quarters, 2nd floor 
Jewelers Bldg., on the Feb. 2-3 week-end. 
Beth Hobbs of the job department, and 
Dolly O’Day of silverware, were both 
married on the 3rd, and Richard Goulter 
of silverware was married on the 2nd. 
Robert Dauphne of the silver department 
has left to join the Army, and Earl Seder: 
quist of the same department left to jom 
the U. S. Marines. Mrs. Olive Hunt, 
bookkeeper with the firm for 29 years, died 
on Jan. 14. Mr. and Mrs. Norman Hayes, 
spent the months of February and March 
in St. Louis and Florida. Mr. Hayes 1 
manager, and head of the diamond de- 
partment. 
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4 Henry Kamlot of the Henry Kamlot Co., 
3rd floor, Washington Bldg., and Clarence 
Lund of Lund Jewelers, Inc., 222 Clarendon 
St., Back Bay, Boston, spent the last two 
weeks of February skiing in Aspen, Colo. 
They were accompanied by Fred Rust of 
the Rustcraft Co., Boston, greeting card 
manufacturers. 

4 Jorge Epstein of 412-16 Washington 
Building, was right on the spot for 
Valentine’s day, with a large display of 
old-fashioned Valentines, a Tiffany Heart- 
Shaped perfumeur, Parisian Empire fig- 
urines, hand bags, and the birthstone for 
February, amethysts, in attractive and 
timely exhibits. 

4 Announcement of the formation of a 
new Rhode Island corporation, Kittay & 
Blitz of Providence, Inc., was recently 
made by Saul J. Blitz. Offices of the new 
corporation are located at 76 Dorrance St. 
4 The Church Co., formerly located on the 
8th floor at 47 Winter St., Boston, moved 
on Feb. 1 to its new location at 2 New- 
bury St. Back Bay, opposite the Ritz 
Carlton Hotel. 

4 Stanley Bello, salesman for Joseph Gann, 
Inc. 404-7 Washington Bldg., was married 
on Feb. 8 to Phyllis L. Sawyer, and the 
couple spent their honeymoon in Florida. 
4 Eddie Brown, salesman with Barry & 
Epstein, 400-402 Washington Building, is 
recuperating from hospitalization at the 
Allerton Hospital. 

4 Mrs. Rose Marshall, secretary of the 
Travis, Farber Co., 909 Jewelers Building, 
was honored at a banquet at the Hotel 
Somerset, Jan. 27, when she retired as 
chairman of the Dorchester Women’s Re- 
publican Club, and was given a loving 
cup for her years of service. Mrs. Marshall 
responded by singing “The Last Rose of 
Summer.” Among jewelers present yn the 
occasion were James Blessington, Lynn; 
Charles Ross, Malden; Maj. Edward Hef- 
fran, Roxbury; and Oresto DelOrfano, 
Boston. 

q Henry Desjardins, jeweler of Beverly 
and Salem, planned to spend the month 
of March in St. Petersburg, Fla., with the 
Boston Braves in training there. He is 
secretary of the “Braves Royal Rooters.” 
(Mr. and Mrs George Allman of the 
Quincy Jewelry Co., Quincy, Mass., drove 
to Hollywood, Fla., in their new Cadillac, 
where they spent the month of February. 
4 Friends of Eugene Sanger of Sanger & 
Co., Washington Building, helped him cele- 
brate his 86th birthday on Jan. 31, at a 
party in the Dome Room, Hotel Touraine. 
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LEARN AT HOME! 


STONE SETTING @ JEWELRY 
REPAIR AND MANUFACTURING! 
Same Course Residence students receive! 
Contains 26 illus. lessons & valuable data. 
Per lesson cost less than 75¢. Offer lim- 
ited. Write us NOW! 


ENGRAVING HOME STUDY COURSE, 
TOO—Facts free. 


RESIDENCE COURSES COVERING ABOVE SUB- 


JECTS AND WATCHMAKING — Request catalog 
A. W. THACKER ACADEMY FOR JEWELERS 
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George Brannen of the Sanger firm made 
the presentation of a smoking jacket, con- 
tributed by Mr. Sanger’s scores of friends. 
q Bradley Barlow, associated with his 
father Earle H. Barlow, 120 Tremont St., 
Boston, was married recently, and has pur- 
chased a new home for himself and bride 
in Brockton, Mass. 

q John McNamara, treasurer of E. H. 
Saxton Co., 601-5 Washington Bldg., and 
Mrs. McNamara, spent the past month in 
Florida, stopping on their way south to 
visit their son, John Jr., at Camp LeJeune, 
N. C., where he is training with the U. S. 
Marines. 

q Members of the Maximus Club of the 
Smith-Patterson store, meeting in annual 
banquet session at McKeon & Casby, cater- 
ers, on April 7, will enjoy an entertainment 
program following the dinner, according to 
William R. Tuttle of the store’s Diamond 
Department, president of the group. 

q Allen and Forrest Davidson, of the 
Thomas Long Co. store , are both back 
from Florida trips, well tanned, timing 
their return to be on hand for the banquet 
of the Boston Jewelers Club, of which 
Allen Davidson is a past-president. George 
Moses, of the store’s wholesale depart- 
ment, is in Florida for two months. Three 
young men, Clinton Dow, Joseph Guinta, 
and Richard Liebert, all of the store’s 
wholesale division, have entered the armed 
services. 

q Harold W. Battis, jeweler of 701 Wash- 
ington Building, has been ill for several 
weeks, confined to the New England 
Deaconess Hospital, Brookline, Mass. 

q Mr. and Mrs. Henry A. Sanders of 701 
Washington Building, spent the months of 
January and February in Florida. 

q Henry Arnold has given up his former 
headquarters in Room 905 Jewelers Build- 
ing, and is operating from his home in 
Wakefield, Mass. Mrs. Effie Nagle, his 
secretary for many years, is now working 
part time with Jack Rockman at Room 905, 
and part time with Harry Heller & Son., 
Inc., 706 Washington Building. 


q Bernard Mendelsohn, formerly associated 
with his father, Harry Mendelsohn, 611 
Jewelers Building, and Al Terban, formerly 
with his brother, Sam Terban, of Kimball 
Jewelers, Inc., 22 Tremont St., Boston, have 
had Room 302, Washington Building, com- 
pletely redecorated, and planned to open 
there about the Ist of March as Mendel- 
sohn & Terban, diamonds, watches, and 
jewelry. The quarters were formerly oc- 
cupied by Henry J. Solomon. 

q The handsomely illustrated booklet, 
“Honeymoon,” by Dorothy Kilgallen, “a 
practical guide complete with costs on how 
to get there, where to stay, what to wear, 
and what to see,” has been distributed to 
customers this past month at the Smith- 
Patterson store in Boston, and has re- 
ceived wide acclaim. Only advertising, on 
the back cover, displays “gifts that live 
long after the honeymoon”—jewelry items 
by the store. 

q Melvin Lewis of the Colton-Lewis firm, 
703 Washington Building, made a three 
weeks’ business and pleasure trip to Chi- 
cago and California in February. 
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Quality Fashioned .. . 


“The plating on Alice earrings is unsur- 
passed in quality by even the most expensive 
tailored earrings’”’ ... It’s enthusiastic en- 
dorsements like this that prove we're right 
in insisting that only the finest workman- 
ship go into Alice earrings. Style #1840 is 
another example of the lovely tailored spring 
styles for 1951. The Hamilton Gold or Sil- 
ver plated finish is guaranteed. You may 
choose between earwires or clip backs. Write 
for samples. 


Through Your Jobber 
JEWELRY CO. 


8 Slocum 


Sr, a . 















CALIBRE EMERALDS 
in Ist, 2nd & 3rd Qualities 
Cut for mountings in 

M/M sizes. 
Also: Matched Emeralds 
for straight row bracelets. 


Prices upon application 


Memorandum selection sent 
to responsible jewelers. 


MIRABEAU C. TOWNS & SON 


Est. 1910 


3 Maiden Lane New York 7, N. Y. 




















AT LAST! A NEW NUT 
FOR PIERCED EAR WIRE 


The earring nut 
turns as simply as 
the pierceless ear- 
wire nuts. Sixteen 
full threads on the 
nut. 

Plenty of protection 





for expensive ear- 
rings. 
Patent Applied For Minimum order 3 
Price for Wire and Nuts: pairs. Quantity 
14K Yellow gold $1.50 pr. Prices om request. 


14K Pink gold $1.50 pr. Platinum Price also 
14K White gold $1.65 pr. on request. 


MURGIA CORPORATION 


99 Essex St., Lawrence, Mass. 
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q Despite new sales techniques, new prod- 
ucts, and modern streamlined appoint- 
ments, the jewelry business hasn’t changed 
much and isn’t likely to in the next gener- 
ation, according to the personnel of the 
Cullen-Gurtovoy Co. Recently, upon leav- 
ing her watch to be repaired, a_ bright 
young member of this so-called modern 
veneration admonished the staff as follows: 
“Now don’t you take the jewels out of my 
watch—I know there’s seventeen in there!” 
q The last meeting of the Eastern Penn- 
sylvania Guild of the American Gem So- 
ciety was held February 14th in the Leidy 
Microscopic Room of the Academy of 
Natural Sciences, which is now the perma- 
nent meeting place of the guild. In the 
future the second Wednesday of each 
month will be regular meeting night for 
this group. The Gem Study Group, affili- 
ated with this organization, will meet the 
fourth Thursday of each month in the 
same room. Illustrated talks by leaders 
in the field of gemology will be an im- 
portant part of the programs for regular 
guild meetings. This season Robert G. 
Crowningshield, director of the Gem Trade 
Laboratory of the Gemological Institute of 
America, gave a much enjoyed talk on 
pearls which Fred Muth of Jenkintown 
illustrated with a pearl display. Bob Colli- 
son spoke on quartz and Fred Muth again 
illustrated a lecture with a display, this 
time a collection of varieties of quartz 
which included all the known varieties 
except two. Subjects of future talks have 
not been made public, as yet. 

q.S. Kind & Sons are now advertising on 
television. On a program entitled “Shop- 
ping on Chestnut Street” they share the 
spotlight with five other Chestnut Street 
stores. Each has a five minute plug which 
usually includes a showing of the interior 
of the store as one enters and a close-up 
of the items to be offered. A recent win- 
dow display of synthetic rutile was shown 
on the program, with the result that orders 
for this new synthetic gemstone now exceed 
the supply available. 

q For the last time this season the Horo- 
logical Guild of Philadelphia met at the 
Young Men’s Christian Association the 
evening of Tuesday, February 13th. From 
now on the regular meeting place will be 
the Philadelphia School of Engraving, 1624 
Arch St. The program of the last meeting 
featured the showing of a new film made 
available through the Watchmakers of 
Switzerland. A motion picture on pheasant 
shooting and preservation followed; then 
one entitled “America’s First Silverplate.” 
Programs of future meetings will also 


Display World. Hundreds of jewelers 
throughout the nation and from other coup. 
tries competed in the contest. The second 
prize was won by a Texas department store 
which submitted a photo of a full sized 
window devoted to the showing of jewels, 
q Quite a few changes have taken place 
recently at 107 S. Easton Road in Glenside. 
This store was recently purchased from 
Max Gleicer by partners John Goldman, 
who also has a place at 60th and Market 
Sts., and Irving M. Huttner, formerly of 
Alan Gurwood’s establishment. A_ new 
front has been added and the interior 
lightened, brightened and modernized, 

q The staff at the University Watch § 
Jewelry Shop say they are beginning to 
believe the old definition of a college 
lecture. You know, “A lecture is a group 
of words passing from the notes of the 
professor to the notes of the students with- 
out entering the mind of either.” A num. 
ber of professors, instructors and students 
are pressing them, at this writing, to make 
complicated repairs in a great hurry. The 
customers explain, of course, that each is 
“only a little job” they could do themselves 
if they had the time. Many expound by 
informing the jewelers they are engineers 
| (chemical, electrical, mechanical or what 
have you, they all seem to know how to 

repair watches—in a hurry). 

| @ Thomas M. Norcross reports that he is 
| at a loss to explain the sudden craze for 











WRITE FOR 
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COMPLETE CATALOG 


Materials, Tools, Watch 
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CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


« Wholesale Jewelers 
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LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
At Old-Established School—Est. 1894. Approved 
for P.L. 16 Veterans & 346 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept. “K’’ Ill’d Cateleg 
BAidwin 9-1376 
Arthur T. Johnson, Principal 























TECHNICAL SCHOOL 


COURSES FOR SUCCESS FOR 
WATCHMAKERS - ENGRAVERS 
AND JEWELERS 
GRADUATES PASS CERTIFIED MASTER 
WATCHMAKER, 41.4. AND ALL STATE 
LICENSING EXAMS. 
e63 YEARS SERVICE @ 


John J. BOWMAN, Director - LANCASTER, PA. 


feature motion pictures, mary in color. 

q Mrs. Adele McAllister of S. Kind & Sons 
has been notified that she has won both 
the first and third prizes in the jewelry 
classification for photos of window displays 
entered throughout 1950 in the interna- 
tion contest sponsored by the magazine 


BYARD F. BROGAN 


805 SANSOM STREET  _ssmere 
PHILADELPHIA 7, PA. : 
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OUTLINE AD CAMPAIGN FOR 1881 (R) ROGERS (R) PLATE | 





Details of the extensive spring advertis- 
ing and sales promotion campaign planned 
for 1881 (R) Rogers (R) silverplate were 
outlined by Harley H. Noyes (third from 
left), vice president and director of adver- 


tising, at the recent sales meeting of 
Oneida, Ltd..s Wm. A. Rogers Division. 
Richard A. Bloom (second from right), 
vice president and director of sales of the 
Wm. A. Rogers Division, presided at the 


clocks which seems to have motivated a 
pronounced increase in the sale of cuckoo, 
and other wall clocks, and even, to a lesser 
extent, of travel, bureau and other clocks. 
The clocks have not been shown in the 
window recently and no special promotions 
have been used to induce sales. The Nor- 
cross store is located at 929 W. Somerset St. 
q Those newspaper pictures of snow in 
Florida must have been particularly effec- 
tive. Among those who informed us they 
plan to postpone customary Florida vaca- 
tions indefinitely are Thomas C. Duff of 
1001 Chestnut St. and Lillyan Rusnak of 
715 Sansom St. 

4 The men and women at C. R. Smith & 
Son are eagerly awaiting the addition to 
the family of employee, Samuel Paul, ex- 
pected shortly after you read this. 

q Sidney S. Winokur who operated a retail 
jewelry store at 6 S. 18th St. for many 
years, is now affliated with Garfield 

















Titania Gem Stones 
(Rutile) 


SEMI-PRECIOUS STONES 
Cut * Rough 


Amethysts - Aquamarines 
Topaz - Tourmalines - Garnets 


Direct from our cutting plant in 
Brazil. Widest selection of qualities 


and shapes in stock. 


For the convenience of our customers, we 
have moved to larger quarters in the heart 
of the jewelry district. 


Inter-Ocean Trade Company 
Leading Preducers and Importers 
48 W. 48th Street, New York 19, N. Y. 
Phone: Cirele 6-9431 
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meeting which was attended by Oneida 
executives and sales representatives. 





Shown after presentation of the adver- | 


tising campaign to the sales force at 
Oneida are, left to right: Jack Keeshan 
and Mrs. Turner, both of J. Walter Thomp- 
son Co.; Mr. Noyes; Don Francisco, vice 
president, J. Walter Thompson Co.; Mr. 
Bloom, and William McKamy, account ex- 
ecutive, J. Walter Thompson Co. 


Brothers, at 15 S. 18th St. 
phone Co. is referring calls to the 6 S. 18th 
St. telephone, Number Locust 7-1642, to 
the Garfield Number, Rittenhouse 6-4386. 
q Marcus and Saul Rosnov are now back 
in the store at 719 Sansom St. and devot- 





The Bell Tele- | 


ing full time to business after both suffered | 


illnesses which 
taneous absence from business for the first 
time in 20 years. 

q Several jewelers report a decided in- 
crease in repair business which is _ par- 
tially stimulated, they believe, by the al- 
most complete withdrawal from the field 
of men like Jerry Furcola of 27 S. 61 St. 
Mr. Furecola has been doing repairs “on 
the side” from his home between work on 
a full time job. With longer hours and 
heavier responsibilities, a member of his 
family reports, “he’s hardly home enough 
for us to see him anymore.” Naturally he 
has been able to take on very little repair 
work and those who would desire his ser- 
vices must take their business to a regular 
jewelry or watch repair shop. 


q Lillyan Rusnak takes exception to those 
who say the costume jewelry fad has gone 
over its peak. She plans to promote finest 
quality costume pieces throughout all the 
“coming holidays” during 1951 because of 
the demand which still 
creasing at a substantial rate. 





Blech Opens Frank Jewelers 


Frank Blech, who has been in the retail 
jewelry business for 26 years, has opened 
his own retail jewelry and luggage store 
at 1160 Dixwell Ave., Hamden, Conn. The 
new store, known as Frank Jewelers, was 
formally opened last December Ist. 

Blech was connected with the Savitt Co. 
in New Haven for 15 years. 


necessitated their simul- | 


seems to be in- | 























Ring shown, #1308, can be fur- 


nished with Masonic emblem 
countersunk, encrusted, or applied 
to either ruby, blue spinel or onyx, 
—in 10K gold, side emblems raised 
and enameled. 

Ask for a memorandum selection 
of Gran Emblem Rings. 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 25, Ind. 














COMPLETE REPAIR SERVICE 
TO THE TRADE 


JEWELRY REPAIRING 
New Shanks — New Bezeles — New 
Prongs. 

DIAMOND SETTING 


WATCH REPAIRING 
1 year guarantee. 
ENGRAVING 
All styles of block, 
script. 
PLATING 
Jewelry, silverware, etc. 
All work at moderate prices. 
With 25 years of serving the trade we 
can meet ail your repair problems. 


PROMPT 24 HOUR SERVICE 
PAUL H. LOTTHAMER 


44 Graham Avenue Brooklyn 6, N. Y. 
Phone EVergreen 8-1294 


shading and 

















WATCH CASE REPAIRS 


BEZELS, BACKS, ETC., MADE TO 
ORDER—IN ANY METAL 


MICHAEL KAHANE 


386 West 47th Street, New York 19, N. Y. 
Judsen 2-4539 
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deep - C* - diver 
the *CALVERT line of water- 


resistant, shock-proof watches 
for men and women. 


Write for Catalog Pages 
and Price List 


BALTIMORE |, MD. 
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q At the invitation of the Watchmakers 
of Switzerland, Leon J. Engel, president 
of the National Wholesale Jewelers Asso- 
ciation, left New York February 18th for 
Switzerland in company with other trade 
leaders within the jewelry industry. Mr. 
Engel expects to return to this country 
about March 3rd. 

q Robert A. “Bob” Nelson, who for a 
number of years has been associated with 
the Denver office of A. C. Becken Co., 
prominent wholesale jewelers, has been 
named to head the firm’s Dallas branch 
office, located in the Praetorian Building. 
He will call on jewelers in Texas and 
Oklahoma. 

q James W. Green, prominent jeweler of 
Roxboro, N. C., has been appointed acting 
mayor of the town by the Board of Com- 
missioners to replace Robert E. Long, 
who resigned to accept a government po- 
sition in Washington. Mr. Green was unani- 
mously selected for the post. 

q Snyder Jewelers will move March lst 
to their new location at 111 Madison Ave. 
in Memphis, Tenn., where they will have 
3,900 square feet of floor space. The in- 
terior features a serpentine line of wall 
and display cases. A feature of the new 
store will be “The Bride’s Circle.” It will 
feature a domed circular ceiling and will 
be constructed in such a way that the 
brides can find everything they want within 
the immediate circle. Stock will include 
silver, china, and crystal. 

q Ed Turnbull of Port Arthur, Texas, 
was installed as president of the Sabine 
Area Watchmakers Guild at a meeting 
held January 9th at the Elks Club in Beau- 
mont. Other officers installed were: Wil- 
liam Whelply, of Nederland, vice presi- 
dent; J. E. Green, of Beaumont, secretary, 
and Kenneth Whelply, of Port Neches, 
treasurer. Charles G. Riggins, of Sanderson, 
president of the Texas Watchmakers As- 
sociation, was installing officer. 





Dallas Jewelers Association 
Elects Gartner President 


Charles “Chick” Gartner, owner of Gart- 
ner’s Jewelers, Dallas, Texas, was elected 
president of the Dallas Jewelers Associa- 
tion at a recent meeting of that organiza- 
tion. 

Other new officers are: W. “Ed” Grush, 
manager of Clingingsmith Jewelers (Busch 
& Sons of Texas, Inc.), vice president and 
treasurer; and Arch M. Lyles, member of 
the firm of Lyles-Van-De Grazier Co., sec- 
retary. 

The Dallas Jewelers Association meets 
monthly and is one of the strongest or- 
ganizations of its type in the Southwest. 

Robert H. Russell, field merchandising 
coordinator for the Watchmakers of Swit- 
zerland, was guest speaker at the last 
meeting of the association which was held 
on Wednesday evening, January 24th. In 
his talk on watch merchandising, Mr. Rus- 


THE SOUTH 


sell suggested that jewelers tie-in with the 
national advertising campaign of the 
Watchmakers of Switzerland through loca] 
newspaper advertising and window dis. 
plays to increase their watch sales, 


Washington (D. C.) Jewelers 
Elect Sol Lynn President 


Sol Lynn, president of Lynn Jewelers, 
was elected president of the Greater 
Washington Retail Jewelers Association at 
a recent meeting of the group held at the 
Hotel 2400. He succeeds Bernard Fred- 
land, who was appointed to the board of 
directors. 

Other officers elected were: O. I. Alex- 
ander, Kent Jewelers, vice president; Mrs. 
Kathryn Everhart, Everhart Jewelers, sec- 
retary, and Mel Foer, Mel-Art Jewelers, 
treasurer. 

Chosen to serve as directors for two 
years were: Dave Mann, Pentagon Jewel- 
ers; Al Manch, Reliable Jewelers, and 
Irving Steele, Kay Jewelers. 








Ritter Terms Proposed Excises 
On Appliances Discriminatory’ 


Gordon T. Ritter, director of sales for 
the electric housewares division of Arvin 
Industries, Inc., Columbus, Ind., recently 
commented on the government’s proposal 
to slap excise taxes on household appli- 
ances as follows: 

“We believe the goverment’s plan to 
place a stiff excise tax on household ap- 
pliances is discriminatory and arises from 
a misunderstanding of the vital role most 
electrical appliances play in peace and in 
war. 

“As every American housewife can tell 
you, household appliances are not lux- 
uries but absolute necessities. They are 
also a necessary phase of a defense or 
war program, for they substantially con- 
tribute to health, sanitation and nutrition. 
The time and work they save enables 
countless American women to take their 
places on the assembly lines of defense 
industry. 

“We in the electric housewares industry 
stand ready and willing to do our part 
in building our nation’s defenses. We be- 
lieve, however, our contribution should 
not be measured in dollars alone, but in 
the contribution we can make toward main- 
taining the nation’s standards of health, 
nutrition and sanitation.” 

Arvin Industries is a well known vol- 
ume producer of electric irons, toasters, 
grills, space heaters and fans. 
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TIE-IN DISPLAY DRAWS WIDE ATTENTION 





For the fourth consecutive year Hamilton watches have been awarded to the participating 
players and officials in the annual New Year's Day Cotton Bowl game. This year 107 
Hamilton Myron models with specially prepared dials were presented to the teams from 
the Universities of Texas and Tennessee. Arthur A. Everts Co., Dallas, engraved the watches 


and the winner's (Tennessee) trophy. 


Before the came, the Everts store featured the 


window display pictured here. 
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Oneida Ltd. Adjusts Prices, 
Discontinues Certain Patterns 


The announcement of some minor price 
adjustments and the temporary discon- 
tinuance of certain patterns and fancy 
pieces was recently made by Oneida Com- 
munity, Ltd., division of Oneida, Ltd., in 
a letter to all retail dealers dated January 
23rd. Affected by the price increases were 
Community and Tudor Plate Flatware, 
Community and Oneida Community, Ltd., 
Hollowware, and Oneida, Ltd., Hollowware 
Specials. Effective date of the price in- 
creases for retail dealers is Dec. 29, 1950. 

D. E. Sanderson, vice president and 
director of sales, announced that the manu- 
facture of certain fancy pieces has been 
temporarily suspended to conserve metal 
for the more important pieces. He also 
announced the following pattern changes: 

The Milady pattern has been placed on 
the semi-active list with its production 
confined to ten staple items. 

The Elaine pattern in Tudor Plate has 
been discontinued. 

The Georgian and Chatelaine patterns in 
Community Hollowware and the Fantasy 
pattern in Oneida Community, Ltd., Hol- 


lowware have been temporarily discon- 
tinued. 
Mr. Sanderson, in explaining why 


Oneida has instituted the quota system 
for all its custcmers, stated that the firm 
felt this was the only fair and intelligent 
way of handling the uncertain future of 
silverware manufacturing. He pointed out 
that Oneida knows that their production 
will be less this year because of govern- 
ment restrictions on the use of metals 
and that there is a strong possibility that 
consumer demand will be greater than the 


supply. 
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“By the quota system,” Mr. Sanderson . 
said, “we eliminate the confusion and in- | 
equities that might arise from taking open | 
orders. It has the added virtue of giving 
you concrete information on which you 
can base your sales promotion plans.” 





Cyma Watch Co. Appoints 
Korman Merchandise Manager 
Jerome T. Agate, president of Cyma 
Watch Co., Inc., recently announced the 
appointment of Samuel Korman as mer- 
chandise manager. 7 





SAMUEL KORMAN 








Korman recently was sales manager for 
Apex Accessories and previously was di- | 
rector of styling for the Waltham Watch 
Co. 


Schick Appoints Arrowsmith 


Cecil M. Arrowsmith, with Schick since 
1946, has been appointed special assistant 
to the president of Schick, Inc., Stamford, 
Conn. 

Arrowsmith will be responsible for the 
company’s relations with the Federal 
Government and the handling of defense 











contracts. 


Why Don't: You 
Do Watch Repairs 
The NATIONAL Way... 


Making repairs on modern watches today is 
a job for a specialist . . . a specials+ who 
really keenos up with new design and ™ 


facturing methods and in testing equipment. 


NATIONAL WATCH REPAIR 
SERVICE ARE SPECIALISTS 


Specializing on watch repairs for the trade 
for over 26 years. You can use the NATIONAL 
WAY and eliminate the mess of spare parts 
headaches and untidy 
NATIONAL does your 
make more PROFIT. 


equipment.  Yhen 


watch repairs YOU 


All repairs unconditionally guaranteed and 
returned in 10 days to 2 weeks. 


Every watch electronically tested 
to |/1,000th of a second on the 


WESTERN ELECTRIC 
WATCH MASTER 


Send a Trial Package and Be Convinced 


NATIONAL 


Watch Repair Service 


150 Nassau S?. New York 7, N. Y. 








RAISE CASH 
IMMEDIATELY 


Louis COLMES 
The 
JEWELERS’ AUCTIONEER 


No Sale 


Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 





We have conducted sales for 
leading jewelers of America 


20 years of cencentrated experience 


in this field. 


Bank and Trade References Supplied 
Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auetion is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 


637 SCRANTON AVENUE 
LYNBROOK, N. Y. 
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Gold=Silver 
PLATING 


“ASK ABOUT” 


HODANIZE 
Resistant of Tarniths 


TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 



































Do you know why 


MICROTIME 


WATCH and CLOCK OILS 


Give the Best Lubrication? 
IF NOT... 
Ask Your Jobber Today! 
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EXCLUSIVELY IMPORTED BY 


THE NEWALL MFG. CO. 
Chicago 2 Ulinols 

















CENTRAL WATCH CO. 


ESTABLISHED (911 


WATCH REPAIRING 


to the frade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 











WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 
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One simple application of Pro-Tex-Sil 
will protect beautiful silver from 
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FREE TEST SAMPLE 
WELMAID MANUFACTURING CORP. 
=~—-— 1737 N. Campbell, Dept. 23, Chicago 47 
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Gold and Platinum Jewelry Repairing 
Exclusively to the trade since 1936. 


Price list on request. 


J. J. KVIDERA 
31 N. STATE ST. CHICAGO 2, ILL. 
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q Fred P. Smith’s many friends in the 
jewelry trade joined recently in wishing 
him a happy silver wedding anniversary. 
Mr. Smith operates a retail store at 6008 
West Belmont Ave., in Chicago. This 
establishment boasts a large watch repair- 
ing department which, in recent years, 
has expanded its scope to include repair- 
ing for the trade at large. Mr. Smith and 
his wife, Kathleen, enjoyed an informal 
party with friends at the Norwood House, 
on Chicago's northwest side, on Feb. 6. 
On Feb. 11, they entertained family and 
friends at a dinner in their home, 2948 
N. Natchez. 

q H. C. Kirkberg, retail jeweler of Fort 


Dodge, Iowa, and regional vice president 
of the American National Retail Jewelers 
Association, was a luncheon guest of Her- 
man Kramer, Lossau & Kramer, 29 E. 
Madison St., during a recent visit to 
Chicago. 

q Jewelry wholesalers with offices in the 
North American Building, 36 S. State St., 
cooperated in the fitting of models taking 
part in the fashion show run in conjunc- 
tion with the Chicago Auto Show, Feb. 
17-25. Cooperating firms included Wein- 
reich Brothers Co., who handle Marvella 
Pearls; Van Schyndle, Inc., and Coro, 
Inc. These jewelers work in cooperation 
with approximately 300 fashion and acces- 
sory representatives in the North American 
Building in sponsoring promotions of this 
kind under the auspices of the building 
management. 

€ Agnini and Singer reported the appoint- 
ment of Paul H. Kelley as their represen- 
tative for eastern Indiana, Michigan, Ohio, 
Kentucky, and western Pennsylvania. Mr. 
Kelley formerly traveled for the jewelry 
division of B. A. Ballou and Co. 

q Julius Gunther, jeweler, celebrated the 
grand opening of his new store at 83 West 
Van Buren St. on February 5. Gifts were 
distributed to all visitors during the day. 
Mr. Gunther has been in this locality for 
over 43 years. 

q Shaw Jewelers, loop retail firm, was at- 
tracting new patrons with their recent pro- 
motion of electronic flash units for cam- 
eras. The firm inserted a sizable ad in a 
Chicago daily newspaper, which included 
a mail-order blank. The automatic flash 
unit, which eliminates the need for flash- 
bulbs, is priced at $44.95. 

q Frank V. Spears, F. H. Noble and Co., 
announced that Donald Welsh and John 
Ronk are making their initial trips this 
year. Mr. Welsh, representing the firm’s 
jewelry, findings, boxes, and trophy de- 
partments, will cover the New England 
States, and Mr. Ronk the deep South. 
Jack Manning, Middle Western represen- 
tative for Noble, was still nursing a broken 
shoulder incurred in December. His terri- 
tory was being covered by Dewey Conover, 
sales manager, and Henry Vidt, Chicago 
area representative. 

q Busch’s, retail jewelers with five outlets 








CHICAGS 











in the Chicago area, reported good success 
with its large scale newspaper promotion 
of diamond rings and wrist watches to 
step up sales during the Valentine season. 
q Costigane and Galloway, retail jewelers 
at 55 East Washington St., announced that 
Joseph Geiger, of Chicago, has joined the 
firm’s sales staff. 

q Mrs. Charlotte Stemple, advertising map. 
ager for C. D. Peacock, Jewelers, 10) 
South State St., was hospitalized for 4 
month, convalescing from an operation ip 
mid-February. 

q Harry Aronson, president, and Benjamin 
Cole, vice-president, of Hallmark Watch 
Corp., 5 North Wabash Ave., left January 
26 for Zurich, Switzerland, via Pan Amer. 
ican Clipper. This was their annual trip 
to Switzerland to purchase Swiss move. 
ments for the watches they sell. 

q Joe Gordon, popular Southern represen. 
tative, has joined the sales force of Agnini 
and Singer, rhinestone jewelry manufac. 
turers, 656 North Western Ave. He will 
cover the territory from Virginia to 
Florida, and west to Texas. He will also 
continue to represent Lincoln Leather 
Goods Co. and Brooks and Co., with 
whom he has been associated for over 15 
years. 





Jewelers Association Launches 
Drive for New Members 


A new membership drive was launched 
by the Jewelers’ Association of Greater 
Chicago at its meeting January 24 in the 
Standard Club. At that meeting, Town 
Jewelers, 5950 West Roosevelt Road, was 
accepted as a member of the organization. 

It was also decided at the same meeting 
that the Association will publish a 1951 
yearbook as a fund raising measure. 

The association also voted to continue 
its highly successful cooperative advertis- 
ing program on an expanded basis. 

At the same meeting the Parker Pen 
Co. awarded its prizes to winners of its 
shopping contest during last fall’s adver- 
tising campaign. Awards were based on 
effectiveness of point-of-sale displays and 
of the sales talks heard by Parker shoppers. 
First prize went to J. Leeds of Raymonds 
Jewelers and the second place award was 
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Technical Program Highlights 
Illinois Watchmakers Meeting 


Herb Johnson, secretary of the Illinois 
Watchmakers Association, 31 North State 
St, reported that the “Start the Year 
Right” meeting which was held January 
30, was most successful. It was full of 
technical information and answers to the 
watchmakers’ problems. With the help of 
the Wyler Watch Agency, Inc., the mys- 
teries of the Wyler Incaflex Balance Wheel 
and the Automatic Dynawind were ex- 
plored. Harold L. Herron, president, also 
gave an informative talk on the Atmos 
Clock and the Atomic Clock. 

The February 13 meeting was scheduled 
to be held at the Old Prague Restaurant, 
5928 West Cermak Road, with the West 
Side Jewelers Association. Movies and 
refreshments were planned. 

A special trip to the Museum of Science 
and Industry is planned for March 27. 
This is to be in conjunction with the 
Midwest Chapter of the National Associa- 
tion of Watch and Clock Collectors. 





CJA Changes Golf Tourney Date 


Al Lauschke, chairman of the Chicago 
Jewelers’ Association’s golf committee, an- 
nounced a change in the date of the 
organization’s annual tournament. Origi- 
nally scheduled for July 12 at the Tam 
O’Shanter Country Club, the affair has 
now been set for Tuesday, July 10 at the 
Elmhurst Country Club, Elmhurst, Ill. Mr. 
Lauschke said he was confident that mem- 
bers would enjoy the fine course and 
excellent facilities of this club. 


Frederick M. Gottlieb & Co. 
Celebrates 30th Anniversary 


Frederick M. Gottlieb & Co., 55 East 
Washington St., Chicago, Ill., a leading 
diamond importing firm, celebrated its 30th 
anniversary on February lst. 

Hundreds of friends and well-wishers 
were on hand to offer their congratula- 
tions at a buffet luncheon-cocktail party 
which ran from 11 in the morning right 
through to early evening. 

Chief host for the occasion was Fred- 
erick M. Gottlieb, founder of the firm 
which bears his name. The festivities 
marked a high spot in the nearly 47 years 
during which Mr. Gottlieb has been ac: 
tive in the diamond industry in Chicago. 

His long career began on July 18, 1904, 
when, at the age of 14, he was hired as 
a $3 a week office boy by Leon Van Gelder, 
head of the Van Gelder Brothers, a dia- 
mond importing firm. Mr. Gottlieb had 
reached the position of salesman with this 
firm when it was liquidated in 1911. His 
next job was with Loftus Brothers, where 
he became the youngest diamond buyer 
in the United States at the age of 22. 
After three years with this firm, he left 
to become a buyer for the Lewy Brothers, 
a position he held right up until the time 
he founded his own business. 

When he left the Lewy Brothers, the 
officers of this film presented Mr. Gottlieb 
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with a silver cup which has remained in 
his private office during the past thirty 
years. Beside an attractive sapphire set- 
ting is the inscription: “A token of the 
esteem in which we hold your high ideals 
and kindly deeds. A symbol of faith and 
friendship that will keep its gleam _ be- 
neath the tarnish of time.” 

This same integrity has marked all of 
the dealings of Mr. Gottlieb’s own firm 
during the past 30 years. His slogan 
throughout has been “Dignified Service.” 

As his firm has grown larger, it has 
almost literally become a “family affair.” 
In 1925, Mr. Gottlieb asked his brother, 
Sieg. to emigrate from Germany to join 
the business. By 1939, Mr. Gottlieb’s old- 
est son, Robert, was ready to take his 
place in the firm. In 1948, his other son, 
Richard, entered the business after 342 
years in the Marine Corps. 





Getting namie at the 30th anniversary 
party of Frederick M. Gottlieb and Co. are, 


left to right: Richard, Robert, Frederick 
M. and Sieg Gottlieb. 
Loyalty to the Gottlieb firm has _be- 


come traditional among employees as well 
as family. Three of the organization’s top 
salesmen boast a combined length of ser- 
vice of 49 years. They are: Joe Shulman, 
city salesman, 23 years; Raymond Klein, 
city salesman, 19 years, and Willis Pat- 
rick, traveling salesman, seven years. 

The firm maintains a buying office in 
New York at 608 Fifth Ave. and a buy- 
ing office covering Antwerp and Amster- 
dam. Last summer, Mr. Gottlieb con- 
cluded an agreement to buy the entire out- 
put of a diamond cutting factory in Tel 
Aviv. 

During the 30 year history of his busi- 
ness, Mr. Gottlieb has made more than 
40 visits to Europe, earning the title of 
“commuter” among his friends. His next 
passage is booked on the Queen Elizabeth 
on April 5. While abroad on this trip, he 
plans to fly from Paris to Tel Aviv on a 
combined business and sightseeing trip. 

More than 500 guests at the firm’s 30th 
anniversary party received attractive brass 
ashtrays made especially to commemorate 
the occasion. 





Gold-Silver & Co. Moves 


Gold-Silver & Co., wholesale importers 
and distributors, recently announced the 
removal of their offices and showrooms to 
new and larger quarters at 514 Deaderick 
St., Nashville, Tenn. The firm was formerly 
located at 306-308-312 Deaderick St. 
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q Salesmen for local wholesalers and manu- 
facturers, now on their first selling trips 
of the year, report unusually good business 
throughout practically all territories, with 
retailers stocking up in anticipation of 
shortages later in the year. Local manu- 
facturers likewise are unusually busy for 
this season of the year. One of them 
summed up the present situation in stating 
that “we don’t know the holiday season 
has passed, we're so busy.” 

q Klein Brothers Co., wholesalers, who 
were located in the Enquirer Building for 
many years, have moved to larger quarters 
across the street at 626 Vine St. R. J. 
Frommeyer, president, who recently re- 
turned from a Chicago business trip, has 
been appointed Commodore of the Cin- 
cinnati Gym Boat Club. 

q N. B. C. Mfg. & Jewelers, which has 
been in the manufacturing business for 
two years at 629 Madison Ave., in suburban 
Covington, Ky., was incorporated recently. 
The owners are James Graff, Nolan H. 
Crane and Edward Reich, all formerly 
associated with other local manufacturers. 
q The entire sales staff of A. G. Schwab 
and Sons, Inc., wholesalers, 229 East Sixth 
St., were entertained at a dinner in Hotel 
Sinton on Feb. 11. Louis Lang and James 
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Heldman of the firm attended the recent 
24-Karat Club banquet in New York City, 
q Recent business trips were made by 
James G. Flatau of the Kaufman-Kasse] 
Co., manufacturers, 434 Elm St., who is 
calling on the West Coast trade for the 
first time; Al Wehry of Klein Brothers 
Co., wholesalers, 626 Vine St., who was 
snow-bound in Indiana; Robert Faigle of 
Faigle Brothers, manufacturers, 528 Walnut 
St., in the South; Larry F. Rohan of A. R. 
Jester, manufacturer, 510 Vine St.; Victor 
Kaufman of the Victor Corp., Enquirer 
Building; Robert J. Seifert and Edward 
A. Effler of the Albert & Seifert Co., whole. 
salers, 18 West Seventh St., and Robert 
Hengehold of Rosfelder Brothers & Co., 
manufacturers, 413 Race St. 

q Among Florida mid-winter vacationers 
were John A. Gerwe of the Gerwe Brown 
Co., wholesalers, and family at Fort Lauder- 
dale, Fla.; Richard T. Welling, retailer in 
suburban Lockland, Ohio, also at Fort 
Lauderdale; Joseph C. Nienaber, manager 
of the Favorite Back Stay Co.; Adolph 
Wiebell, retailer, and wife; Herbert Kromb- 
holz, retailer in suburban Silverton, Ohio; 
George A. Schmits of Whitehouse Brothers, 
manufacturers; Albert Wallenstein of the 
Wallenstein-Mayer Co., wholesalers; Percy 








New directors of the Cincinnati Whole- 
sale and Manufacturing Jewelers Associa- 
tion, elected at an annual dinner meeting 
in Hotel Alms on Jan. 16, are, seated, left 
to right: 

Ralph Simon, Dorst Jewelry Co.; Arthur 
Hirschfield, D. Jacobs Sons Co.; Charles 
K. Stern, Wallenstein-Mayer Co., and 
Cherrington L. Fisher, Harry Greenwold 
Co. Standing, left to right: Ken Matsu- 
moto, Ken Matsumoto & Co.; Harry W. 
Meihaus, Schumer Brothers Co.; Ray 
Eibel, Klein Brothers Co.; Sam Silverman, 
S. Silverman Co., and J. Paul Knight, 
J. P. Knight Co. Howard Rosfelder, Ros- 
felder Brothers & Co., and Eugene Swi- 
gart, E. and J. Swigart Co., other di- 


welers 
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Elect New Directors 











rectors, were not present for the picture. 

George T. Gruen, of the Gruen Watch 
Co., the retiring president, presided at the 
meeting, at which the principal speaker 
was C. Watson Hover, Hamilton County 
prosecutor. He was introduced by Hobart 
A.Wehking, county commissioner and a 
retail jeweler. Entertainment was provided 
by Julius F. Lueders, veteran employee of 
D. Jacobs Sons Co., who performed sleight- 
of-hand tricks and sang rustic songs. 

Out-of-town guests present included Paul 
Cooper, retailer of Connersville, Ind., and 
Sam Bregner of Karlan and Bleicher, New 
York City. 

The directors were to elect new officers 
at a meeting late in February. 
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NEW OFFICERS OF CINCINNATI TOWN CRIERS 





New officers of the Town Criers, Cin- 
cinnati’s unique club of salesmen for the 
city’s wholesale and manufacturing jewel- 
ers, are, left to right: 


Third vice president, Don Knight, J. P. 
Knight Co.; Treasurer, Robert Hengehold, 
Rosfelder Brothers & Co.; President, 
Charles Emmett Fitzpatrick, Gerwe Brown 
Co.; Secretary, J. Charles Hummel, Gerwe 
Brown Co., and perpetual chairman of the 
entertainment committee, Maury Solomon, 
D. Jacobs Sons Co. Not present for the 
photo were Jack Zerhusen, Litwin and 
Sons, Inc., first vice president, and Charles 
Jauch, A. G. Schwab and Sons, Inc., sec 


ond vice president. 


The election followed an annual dinner 
in Hotel Alms on Jan. 11, with President 
Ralph Patterson of the Gruen Watch Co. 
presiding. Entertainment was provided by 
Vicky Morgan, vocalist; Fred Walters, 
accordionist, and several of the more tal- 
ented members. 

Cornelius Dillon of the Gerwe Brown 


Co. was introduced as a new member, and 
those present stood for a moment of silent 








respect for a former member, Mayo Loeb, 
who died last year. 

Among the guests were William Ken- 
drick and Joe Merkley, retailers of Louis- 
ville, Ky.; Ken Brown, retailer of St. 
Mathews, Ky., and Mel Breshner, Sheaffer 
Pen Co. 

President-elect Fitzpatrick announced 
the re-appointment of all standing com- 
mittees. They are: 

Good Fellowship: FE. Paul Knight, 
chairman; Clarence Loeb, A. F. Gebhardt, 
Lawrence Crouch and Cherrington Fisher. 

Entertainment: Maury Solomon, chair- 
man; Robert Stocker, Boris Litwin, 
Thomas Bourne and B. L. Shackleford. 

Membership: Harold R. Haerr, chair- 
man; Julius Jacobs, Jr., Howard Rosfelder, 
Jules Kassel, Charles Jauch and Charles 
Stern. 

Sick: J. Charles Hummel, chairman; 
Charles Emmett Fitzpatrick, Ray Eibel, 
Donald Knight and Ned Stern. 

Publicity and Project: Harry Schwett- 
man, chairman; Edward Karg, Louis 
Flanagan, Joseph Thesken, Jack Gerwe, 
Julian Hesse and Edgar C. Hanford. 





D. Lucas, partner in Rosfelder Brothers 
and Co., manufacturers, and Albert Sauer 
of A. Sauer and Co., and Mrs. Sauer. 


q Other recent vacationers have included 
Mr. and Mrs. Joseph Schira of Schira 
Brothers, manufacturers, who went by 
plane to Mexico for a month, and Joseph 
J. Vogelsang of Whitehouse Brothers, 
manufacturers, who flew to Guatamela for 
a month. 


q David Hendrix, son of Adolph Otten- 
doser, salesman for A. G. Schwab and Sons 
Co., wholesalers, is now in the Army at 
Fort Knox, Ky., and Eugene Korn, com- 
pany salesman, is in Naval training at 
Great Lakes, Ill. Thomas Inderhees, for 
a number of years assistant superintendent 
for the I. B. Goodman Manufacturing Co., 
205 West Fourth St., enlisted in the Army 
and is stationed at Fort Bragg, N. C. 


q The D. Jacobs Sons Co., wholesalers, 
811 Race St., have recently completed the 
remodeling of their offices. Company 
salesmen now on the road include Jack 
Stephany, Julius D. Jacobs, Jr., Maury 
Solomon, Gus Kuhnenn and Norbert 
Meehan. 


q Virginia Ann Goebel, daughter of Ralph 
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E. Goebel, wholesaler, Provident Bank 
Building, who is a student at the Univer- 
sity of Kentucky, spent a mid-term vacation 
with her parents. 

q Miss Helen Koch, partner in the Meck- 
lenborg and Gerhardt Co., manufacturers, 
811 Race St., who has been ill since last 
October, is recuperating at her home. 

q Mrs. Estelle Levy, mother of Harold 
Hagedoran, and sister of Julius and 
Herbert Schwab of A. G. Schwab and 
Sons, Inc., wholesalers, died late in 
January. 

q Miss Martha Dannhauer, widely known 
local jewelry saleslady, is now affiliated 
with George Hook, retailer in the Mercan- 
tile Library Building. 

q Gustav H. Garrett, noted artist and 
brother of Frank T. Garrett, retailer, 504 
Broadway, died late in January. 

q Helen Fleming of the I. B. Goodman 
Mfg. Co., has returned to the office after 
an illness of six months. 

q Local friends were glad to learn that 
Robert Koerber, Jr., retailer of Fort Wayne, 
Ind., is recovering from an illness. 

q L. R. Poe, retailer of Eaton, Ohio, who 
was well known in the trade here, died of 
a heart ailment late in January. 
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q Ernest Frank, manufacturer’s represen- 
tative, recently announced the opening of 
a new factory showroom at 607 S. Hill St., 
Los Angeles, Calif. In addition to repre- 
senting Jewels by Bogoff, Frank will now 
also represent Stimmel Bros. Corp. of 
New York, Rebajes Crafts of New York, 
and the Weil Mfg. Corp. of New York. 

q Sherman Wade, who maintains perma- 
nent showrooms in the Brack Shops, Los 
Angeles, has been appointed national dis- 
tributor for two additional lines: Barbara 
Willis’ Terrene designs in colorful Pro- 
vincial pieces, and Acorn Ware pottery 
created by Maxine Cloud. In addition, 
Wade will represent Mark E. Rosenfeld, 
Inc., of New York, with their promotional 
line of Italian ceramics. 

q Richard M. Kern, for the past five years 
manager of Churchill’s Jewelers, 1009 State 
St., Santa Barbara, has purchased the 
store. A complete remodeling program is 
planned for the shop. Name will be re- 
tained as the firm has been established for 
over 15 years in this same location and 
under this name. 

q The Randolph Jewelry Co., owned by 
Jack Ross, has moved into a new store at 
7021 A. Pacific Blvd., Huntington Park, 
Calif. The store has been located at 6111 
Pacific Blvd., same city, for the past 3 
years. Ross has installed all new fixtures 
and lighting equipment in the new shop. 

q Harry F. Green, who for the past 12 
years has been associated with Hudson 
Jewelers, 1520 Broadway, Oakland, Calif., 
has purchased Lee’s Jewelers, 139 N. Mar- 
ket St., Inglewood, Calif. 

q George Dolin, wholesale jeweler for- 
merly located at 707 S. Broadway, Los 
Angeles, recently moved to larger quar- 
ters at the jewelers Trade Building, 220 
West 5th St., that city. 

q Trade watchmaker Harry Taylor has 
moved his business from 477 15th St., 
Oakland, to new quarters at 1619 San 
Pablo Ave., that city. 

q Two new costume jewelry lines have 
been added for Pacific Coast representa- 
tion by Arthur Weingarten, 704 Market 
St., San Francisco—Barclay Co., Inc. of 
Providence and Atlas Mfg. Co., New York. 
Weingarten also represents Laguna Pearls 
and Royal Craftsmen, Inc. of New York 
and Felch & Co. of Providence. 

q Wally’s Jewelry Store. Concord, Calif., 
has been purchased by C. L. Poynter from 
Mrs. Wallace Souligny, widow of the late 
owner. Mr. Poynter has owned and oper- 
ated stores in Arco, Idaho, and Richmond, 
Calif. 

q Jesper Petersen, owner of S. Christian 
of Copenhagen, Inc., retail establishment 
at 200 Stockton St., San Francisco, has also 
entered the import and wholesale field and 
will head this phase of his operation from 
the Foreign Trade Zone of San Francisco. 
Mr. Petersen plans to expand his operation 
to full national coverage and has salesmen 
in training now with his firm who will 


SS 


form the nucleus of his nation-wide sales 
staff. The firm owns and operates factories 
in Copenhagen and Mr. Petersen will also 
do supplementary buying throughout 
Europe. 

q Morgan Chivers, owner of Kurtz & 
Chivers, watchmakers and jewelers, has 
announced that the firm is moving to new 
and larger quarters at 8135 MacArthur 
Blvd.. Oakland. Former location of the 
firm was 7427 MacArthur Blvd., same city, 
q Bakken’s Jewelry Store, 30 W. 25th Ave., 
is San Mateo’s newest shop. Firm was 
recently opened by Mr. and Mrs. Edward 
Bakken, formerly of Sparks, Nev., where 
Mr. Bakken operated a similar store. 

q The Montana Assay Office of Portland, 
Ore., wholesalers of watch materials, 
jewelry, and supplies has filed papers for 
incorporation with the Oregon State Cor- 
poration Commission. Incorporators are 
listed as Benjamin Mattice, Mayme Ketter- 
man, and Lettie Mattice. Firm is capital- 
ized at $100,000 with 300 shares of common 
stock at $100 per share and 700 shares of 
preferred at par of $100 per share. 


L.A. Jewelry Show to Feature 
Early Preview of New Lines 


The Fall Allied Jewelry Show, to be held 
in the Biltmore Hotel, Los Angeles, August 








First guest in the new Los Angeles offices 
of Allied Exhibitors, Inc., was Monroe B. 
Lukather (right), Trifari's Western represen- 
tative and a participant in Allied trade- 
shows. He is shown here with H. W. John- 
son, president of the Allied Exhibitors, and 
Mrs. Mildred M. Dalton,. general manager 
of the shows and conventions which are 
held in Dallas, Denver, Los Angeles and 
New Orleans. 


5-9, will afford buyers an early preview of 
the new lines. The regular spring market, 
which was scheduled for mid-February, will 
be incorporated with the August event 
owing to current metal restrictions and the 
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consequent inability of most exhibitors to 
open new accounts at this time. 

Postponement of the spring show was 
the decision unanimously reached at a 
January meeting of members representing 
a cross-section of leading manufacturers 
participating in the Allied markets. Moti- 
vating factors were the most recent predic- 
tions in industrial councils. (“Merchandise 

_ will be restricted further as the New 
Year rolls in, plus further price advances” 
_J, Phillip Sommer, president, American 
National Watchmakers Association; “Mer- 
chandise will be harder to get”—William 
M. Erb, executive secretary, California Re- 
tail Jewelers Association; “Jewelry and 
watches will become hard to get”—R. E. 
Gould, executive secretary, Horological 
Institute of America.) 


At the same meeting, plans were com- 


pleted for the early fall show which will 


occupy twice as many rooms in the Bilt- 


more as heret ofore. 





Talk on Egyptian Jewelry 
Highlights AGS Guild Meeting 


Dr. Richard A. Swift, famed Egyptolo- 
cist and member of the British Academy 
of Science, was guest speaker for the first 
meeting in 1951 of the Southern Cali- 
fornia Guild of the American Gem Society 
which was held at the Los Angeles Ath- 
letic Club in January. 

A record attendance of members and 
suests heard Dr. Swift’s discussion on the 
development of Egyptian jewelry and 
lapidary science. Dr. Swift graphically il- 
lustrated his remarks with a demonstra- 
tion of early machines (including a primi- 
tive lathe) using actual tools used by 
these artisans several centuries B.C. and 
reconstructions based on_ artifacts and 
drawings in the tombs. 

As proof of the high development of 
the gem arts in the Nile area, Dr. Swift 
displayed a portion of his personal col- 
lection of Egyptian gems and_ jewelry 
which is one of the finest private collec- 
tions of this type in the world. 

Dr. Swift’s talk followed a brief busi- 
ness meeting of the group at which new 
Guild President, David Widess (I. Widess 
& Sons) introduced the new officers who 
will serve with him for the 1951 term. 
New officers are Neele S. Barner (Dona- 
van & Seamans Co.). vice president and 
director of programs: Kenneth McKenzie, 
treasurer, and James Coontz (B. D. Howes 
& Son, Inc.). assistant treasurer. 

Among the special guests present were: 
Richard T. Liddicoat, assistant director 
of G.I.A.. and past Guild presidents, George 
Houston and Don Wight (Wight Jewelers, 
Ontario). 


Southern California Jewelers 
Donate Gifts to Disabled Vets 


Following a custom established five years 
ago, the Jewelers 24-Karat Club of South- 
ern California, through a committee headed 
by Harry Prezant, paid a pre-holiday visit 
to those paraplegics and tuberculosis pa- 
tients who are confined at the Long Beach 
Veterans Administration Hospital in Cali- 
fornia and who are studying watchmaking 
in the manual arts therapy class. 
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Personal gifts which were known to ap- 
peal to each confined veteran were dis- 
tributed. These gifts included parts for 
class work, tools, supplies, and trade litera- 
ture, as well as gifts of a more personal 
nature. 

Through the efforts of Harry Prezant 
and his committeemen, R. P. Gallien and 
Harry Rosenschield, all veterans taking the 
watchmaking course are kept supplied 
throughout the year with all the necessary 
parts, tools, and materials. 





Pictured at the Long Beach Veterans Ad- 
ministration Hospital during their recent 
visit are left to right standing: R. P. Gallien 
(R. P. Gallien Co.); Harry Prezant (Bulova 
Watch Co.); Harry Rosenschield (Star 
Jewelry Mfg. Co.); Frank Stirling (E. W. 
Reynolds Co.), president of the Jewelers 
24-Karat Club of Southern California, and 
Jos. A. Sowers, instructor at the Long 
Beach Hospital. Seated, and representing 
all the disabled vets taking the watchmak- 
ing course, is James Crowley. 





You'll enjoy faster turn-over and 


greater profits when you show this 
smart looking Masonic ring. Su- 
perbly styled with 10 Kt. yellow 
gold mounting. Palladium sunburst 
emblem and working tools. Square 


in emblem set with synthetic rubies 





| or blue sapphires. 


ORDER IN ANY ¢ 3 6 
FINGER SIZE... KEYSTONE 


Dave Schneider > 


205 E. BROADWAY 
LONG BEACH 2, CALIFORNIA 
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' Titania 


Sierra Gems 
Sapphirized 
Titania—it means 
profit for you. 
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SIERRA GEMS INC., Sierra Madre, California 
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HEREND—Hungary 


Hand-painted porcelain in din- 


nerware and gift accessories 


From Holland: 


Meeuws —Cast Pewter, 
17th Century 
Jeka—Spun Pewter 
Copper and Brass Ash- 
trays 
Hand-made Copper 
Miniatures 
& +. & o 


From Bavaria: 
Royal Heidelberg (Win- 


terling) Figurines 
Boston Gift Show—March 5-9 
Hotel Statler—Booths 191, 192 


MARGARET PRESTON WUORIO 
15 East 26th Street 


New York 10, N. Y. 
MUrray Hill 3-5715 

















: Importers of 
ENGLISH CHINA 
and 
EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., INC. 


149 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC. 


English China and Earthenware 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 
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NEW LOS ANGELES HEADQUARTERS OF AGS 





Headquarters of the American Gem So- 
ciety, which for the past three years have 
been located at 3142 Wiltshire Blvd., Los 
Angeles, were recently moved to new and 
larger quarters in the same building. Ex- 
pansion of facilities and membership ne- 
cessitated the move. 

The new office features modern decor 




















with glass brick partitions and wall to wall 
carpeting. Blue gray dominates the color 
scheme. 

Shown in the new office are left to 
right: Mrs. Natalia Rapp, Mildred Howe, 
Mrs. Edna Hargrave, Alfred L. Woodill 
(Executive Director), Berta Collier, Mrs. 
Bernice Shine, and Mrs. Zola Heyn. 





Certina EA is Trade Name 
For New Imported Watch Line 
The Illinois Watch Case Co., makers of 


Elgin American compacts, cigarette cases, 
lighters, costume jewelry and dresser sets, 
has announced the introduction of the 
Certina EA watch line. 


Years of research and study led to the 
establishment of the new line. Although 
a Certina watch has had high acceptance 
in Eastern states where it was solely dis- 
tributed for the last ten years, the Certina 
EA, as it will now be offered, incorporates 
refinements and “plus” factors, both me- 
chanically and style-wise. 

The line covers a wide range of dress 
and sports watches for men and women, 
from baguette to pocket watches, and in- 
cludes chronograph, waterproof, self-wind- 
ing, calendar and automatic watches. 


Two sixty-two year old reputations for 





fine craftsmanship back the new line, for 
by coincidence, both the Swiss producers 
of the Certina movement and the [Illinois 
Watch Case Co., makers of world famous 
Elgin American compacts, lighters, and 
cigarette cases, were established in 1888. 

Dealers, according to Allen B. Gellman, 
president of the Illinois Watch Case Co., 
will be assured that all the company’s 
merchandising resources will back the new 
Certina EA watch line. 





Syde Sells Interest in Store 


The partnership of Saul H. Syde and 
Alan H. Weis, doing business as Rick’s 
Jewelry and Luggage at 212 S, Saginaw 
St., Flint, Mich., was dissolved on Janu- 
ary 8th. 

Syde has sold his interest in the firm to 
Weis, who will continue the business as 
sole owner under the name of Rick’s 
Jewelers, at the same address. 





ONEIDA SHOWS NEW PATTERN AT PRESS LUNCHEON 





Editors and publishers of leading con- 
sumer publications previewed Oneida’s new 
sterling flatware pattern, “Stanton Hall,” 
at a luncheon held in January at New 


York’s Plaza Hotel. Hosts at the press 


























luncheon were the sales force and manage- 
ment of the Heirloom Sterling Division of 
Oneida, Ltd. A cheese knife in the new 
pattern, beautifully boxed, was presented 
to all who attended. 
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March 


4-7—Denver Gift & Jewelry Show, Al- 
bany Hotel, Denver, Colo. 

4-7—St. Louis Gift Show, Statler Hotel, 
St. Louis, Mo. 

4-8—Parker House Gift Show, Parker 
House, Boston, Mass. 

4-8—Spring Detroit Gift Show, Hotels 
Statler and Book Cadillac, Detroit, Mich. 

5-9—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

18-21—Heart of America China & Glass 
Show, Muehlebach Hotel, Kansas City, Mo. 

95-27—Carolina China, Glass & Gift 
Show, Charlotte Hotel, Charlotte, N. C. 

31-April 2—Nebraska Retail Jewelers 
Association, Annual Convention, Lincoln 


Hotel, Lincoln, Nebr. 


April 


1—Associated Credit Jewelers of New 
York and New Jersey, Annual Banquet, 
Waldorf-Astoria Hotel, New York. 

1-4—California Retail Jewelers Associa- 
tion, 18th Annual Convention and Jewelry 
Industry Exhibit, Palace Hotel, San Fran- 
cisco, Calif. 

1-4—Cincinnati Gift Show, Hotel Gibson, 
Cincinnati, Ohio. 

4—Massachusetts—Rhode Island Retail 
Jewelers Association, Annual Convention, 
Parker House, Boston, Mass. 

7-11—Pittsburzh Gift Show, 
liam Penn, Pittsburgh, Pa. 

8-10—Minnesota Retail Jewelers Associa- 
tion, Annual Convention, Hotel Nicollet, 
Minneapolis, Minn. 

8-10—Oklahoma Retail Jewelers Associ- 
ation, Annual Convention, Hotel Skirvin, 
Oklahoma City, Okla. 

8-12—Northwest Gift, Art & Housewares 
Show, Hotel Radisson, Minneapolis, Minn. 

14-16—Kansas Retail Jewelers Associa- 
tion, Annual Convention, Allis Hotel, 
Wichita, Kan. 

15-19—Philadelphia Gift Show, Benjamin 
Franklin Hotel, Philadelphia, Pa. 

22-23—Pennsylvania Retail Jewelers As- 
sociation, Annual Convention, Berkshire 
Hotel, Reading, Pa. 

22-23—Texas Retail Jewelers Associa- 
tion, Annual Convention, Hotel Adolphus, 
Dallas, Texas. 

29-May 1—New York State Retail Jewel- 
ers Association, Annual Convention, Powers 


Hotel, Rochester, N. Y. 


Hotel Wil- 


May 


6-7—Maryland-Delaware-District of Co- 
lumbia Jewelers Association, Annual Con- 
vention, Hotel Dupont, Wilmington, Del. 

6-8—Florida Retail Jewelers Associa- 
tion, Annual Convention, Columbus Hotel, 


Miami, Fla. 
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June 


4-5—National Wholesale Jewelers Asso- 
ciation, 44th Annual Convention, Ritz- 
Carlton Hotel, Atlantic City, N. J. 


July 


1-6—New York Lamp Show, Hotel New 
Yorker, New York. 

15-20—National China, Glass and Pot- 
tery Show, Hotel New Yorker, New York. 

22-26—Kansas City Gift Show, Municipal 
Auditorium, Kansas City, Mo. 

29-August 2—National Association 
of Credit Jewelers, Annual Convention 
and National Jewelry Fair, Stevens 
Hotel, Chicago, IIl. 

30-August 10—Chicago Gift Show, La- 
Salle Hotel and Palmer House, Chicago, 
Ill. 


August 
9-9—Allied Jewelry Show, Biltmore 
Hotel, Los Angeles, Calif. 
12-16—American National Retail 


Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York, N. Y. 
20-24—New York Gift Show, Hotels 
Statler and New Yorker, New York. 
26-29—Ohio State Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 


September 


2-6-—Fall Detroit Gift Show, Hotels 
Statler and Book Cadillac, Detroit, Mich. 

2-7—Allied Gift and Jewelry Show, Hotel 
Adolphus, Dallas, Texas. 

3-7—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

12-15—Denver Gift and Jewelry Show, 
Albany Hotel, Denver, Colo. 

16-20—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

23-27—Washington Gift Show, Hotel 
Willard, Washington, D. C. 





ANNIVERSARY GIFT 





Frank J. McCormack (left), president 
of the Maiden Lane Historical Society and 
vice president of Frederick G. Henry & 
Co., Inc., presented a handsome vanity 
case to Lorraine Sherwood during her 
radio broadcast over station WOR on Sat- 
urday, January 27th. On that day, Miss 
Sherwood began her 13th year of broad- 
casting over WOR. 

Also on the program were Maurice Tish- 
man, past president of the Society, and 
Floyd Mack (standing). The Society’s 


present was for Miss Sherwood’s efforts in 


preserving and commemorating American 
traditions and customs through her radio 
broadcasts. 











Oregon Jeweler Awarded 
National Ad Citation 


Ricky’s Jewelry Store, Klamath Falls, 
Ore., became the first Northwest jeweler 
to receive Brand Names Foundation’s “Cer- 
tificate of Merit” at a meeting of the Kla- 
math County Chamber of Commerce, Janu- 
ary 17th. The presentation was made to 
Arthur Rickbeil, president of the store, by 
Clay Bellisle, president of the Klamath 
Merchants Association. 

The award was made to Ricky’s for the 
excellence of a brand theme adveriisement 
which appeared in the Klamath County 
Herald and News on June 9, 1950. The 
ad featured the headline “Ricky’s Famous 
Brands.” 

While the store is the first jeweler in the 
Northwest to receive this citation, a num- 
ber of other Northwest retailers have pre- 
viously been honored. 





GEO. BORGFELDT 


CORPORATION 


44-60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 
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CRYSTAL by BRODEGAARD 

from SWEDEN e Made in U. S. A. 

Stemware — Drinkware — Accessories 
Send for new 1951 Catalog 


R. F. BRODEGAARD & CO., Inc. 


225 FIFTH AVENUE NEW YORK 10, N. Y. 


MARY RYAN 


New York © 
Chicago 
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A Regulating Device for Watches 


This article describes the regulating system called “Incastar,”’ manufactured 


by Le Porte Echappement, Universel S.A., La Chaux-de-Fonds, Switzerland. 


Information supplied by I. Liemer, head technician for Mido Watch Agency. 


ence the first timekeeping device was in- 
vented, man has continually sought to improve his means 
of keeping time; the excellent and accurate modern watch 
attests to the development of his skill and technical know- 
how. The watch industry is constantly seeking means 
to improve its product, not alone in the styling of watches, 
but toward the goal of bettering the working parts of 
its already efficient timepieces. 

Quite a few developments have been made in the past 
few years, centering mainly around the heart of the watch 
—the delicate hairspring and balance wheel. In the past 
four issues we have discussed various devices designed 
to protect these parts from shock. However, in addition 
to the accuracy-destroying effects of shock on a watch. 
there are various other factors which influence the motion 
of the balance wheel and through these, the accuracy of 
the timepiece. For example the oil which is used, the 
mainspring, different conditions of temperature change, 
position of the watch, etc. 

As the motion of the balance wheel changes, the time- 
keeping of the watch also changes. In addition to the 
above-mentioned factors, one of the most important things 
affecting a variation in the timekeeping of a watch is the 





Fig. |. Curb pin touching hairspring when regulator is moved 
from A to B to slow watch, will make watch run faster instead. 


different positions that the hairspring takes between the 
regulator pins. Eighty per cent of variation in timekeep- 
ing is due to the incorrect manipulation of these regula- 
tor pins. 

There is considerable dispute and misunderstanding 
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among watchmakers as to the clearance of the hairspring 
between the regulator pins. Since the regulator is such 
a source of trouble. it would seem that it would be easy 
to remove the shortcomings of the regulator pins by 
removing the regulator. The old Swiss masters of watch- 
making were aware of this fact and built their finest time- 






Fig. 2. Incastar regulating device 
is composed of three parts: holder, 
U-bolt for holding in bridge, and 
Incabloc shock protective device, 
= right to left, making up into the 

“~~. oS complete unit shown at far left. 


pieces and chronometers with free-sprung hairsprings. In 
order to regulate these watches. the weight of the balance 





Fig. 3B. Star-wheel on top of 


Fig. 3A. Pair of rollers hold 
device takes up end of Spring. 


end of hairspring in Incastar. 
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VALUE DETERMINES PRICE 


If that fact were not so, the 
sales volume of any article 
could not be maintained year 
after year nor could any com- 
pany continuously occupy the 
position of LEADERSHIP in its 
field for both sales and en- 
gineering. 


Such is the case with the WATCHMASTER 
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wheel was adjusted by means of its screws. But this is 
an involved and delicate operation and for the usual 
slight variation which must be corrected and adjusted to 
the individual watch owner, the regulator serves its pur- 
pose. 

Of all the improvement made in watch mechanisms 
over the years, the one that remains virtually the same 
in principle is the regulator. The hairspring, from its 
outer end where it is fastened by a pin in a stud, passes 
through the two regulator or curb pins. These pins 
fastened in the regulator arm are moved along the coil 
of the hairspring when adjustment is made by moving 
the regulator arm, in effect, lengthening or shortening the 
working portion of the spring as the case may be, to 
make the motion of the balance wheel slower or faster as 
necessary. 

The position of these regulator pins in relation to the 
hairspring which passes through them is an important 
one to the maintenance of a watch’s timekeeping qualities. 
Both pins must touch the coil of the hairspring without 
gripping it; any change in the position of these pins will 
have its effect on the efficient operation of the spring. A 
play of only one-hundredth of a millimeter is the most 


Fig. 4. Brass pin is in- 
serted between rollers 
to spread them slightly 
in removing or replac- 
ing the hairspring. 


that can be permitted. Any variation from the ideal posi- 
tion of these pins will affect the timekeeping of the watch. 

For example, in Figure 1, it is shown that if a hair- 
spring does not have a perfect circle of its first coil which 
passes through the regulator pins, in attempting to make 
the watch run slower by moving the regulator toward 
“Slow” (from A to B) the hairspring will rest against 
one of the pins. The spring thus shortened, will run faster 
instead of slower. 

This can be overcome, of course, by truing the hair- 
spring so as to make a perfect circle, but this job is a 
lengthy and a delicate process. 

It was to overcome this difficulty that the regulating 
device called “Incastar” was devised. This is composed 
of three parts as shown at the right of Figure 2. At the 
left is shown the assembled device. 

Basically the “Incastar” is nothing more than a hair- 
spring stud which allows the length of the hairspring to 
be altered. Actually, the regulator or curb pins are elimi- 
nated by this device. Instead, a pair of rollers is employed 
which holds the end of the hairspring between them, the 
end of the spring being free rather than pinned in a stud 
as in the standard regulator. (Figure 3A.) The star wheel 
shown in the top view of the device (Figure 3B) is turned 
either right or left (plus or minus) which in turn moves 
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one of the rollers, thereby either taking up or slacking off 
on the hairspring end. Thus the control exerted on the 
hairspring is confined to its end and the shape and 
eficiency of the working coils remains undisturbed. 

The hairspring may be removed completely by turning 
the star until the spring is turned loose from its retaining 
rollers. To replace the spring, a fine brass pin is in. 
serted between the rollers in order to separate them 
slightly. The end of the hairspring is then inserted be- 
tween the rollers, the pin removed and the star wheel 
turned sufficiently to work the end of the spring through 
to its proper position. (Figure 4.) 

To put the watch in beat, a flat piece of metal is ip. 
serted in the slot in the “Incastar” holder and the device 
is turned to its proper position. (Figure 5.) 

















Fig. 5. Flat piece of metal is inserted in slot at 
one side of holder to turn device to put in beat. 


Made to contain the “Incabloc” shock protective device, 
the “Incastar” holder fits into the hole in the balance 
bridge after which the “Incabloc” device is inserted in 


- 
f 


| 


Fig. 6. U-shaped bolt 
fits into slot in lower 
part of Incabloc de- 
vice to hold entire unit 
in the bridge. 





the holder. Extending through the balance bridge, the 
device is pinned in position and held securely by a U:- 
shaped bolt. (Figure 6 shows this in position. ) 

The “Incastar” retains the advantages of the standard 
regulator, that is, the rate of beat can be easily adjusted 
faster or slower. By eliminating the regulator or curb 
pins, a source of trouble and unsteadiness in running, 
especially in wrist watches, is removed. Any need to 
manipulate the balance wheel is done away with as the 
hairspring can easily be made longer or shorter as neces- 
sary. With the “Incastar” too, hairspring locking 1s 
eliminated. 

The system is easy to manipulate and enables the watch- 
maker to regulate the watch without removing the bal- 
ance wheel bridge and, very important, without touching 
the hairspring. 
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Over 88 Million Readers 


will be urged to say.. 


‘SENTINEL’ 


for alarm clocks, for wrist watches, 
for pocket watches .... 
for these simple reasons: S E N T N E L | 


Clocks and Watches are Ameri- 











ca’s greatest values. They are: 
You will want to say “SENTINEL” too, when placing your g : Y 


timepiece orders. The Sentinel line of clocks and watches 
offers you quick turnover, good profit margin and customer looking and low priced. 


reliable timekeepers — good 


satisfaction. 











Featured in national advertising this spring: 













SENTINEL DIAMOND WRIST WATCH ie 
Efficient movement in a handsome 10 ‘jm 
kt. rolled gold plate case, with Chrome 
plated back. Compact, but easy to read. 
Fine leather strap. $4.95° retail; with 
chromium plated case $4.50°. 


SENTINEL LITTLE PAL ALARM CLOCK 
Short and sweet. Designed by Henry 
Dreyfuss) DEPENDABLE 40-hour 
movement. Just one key to wind. Ivory 
enamelled case. Plain retails for $3.95°; 
radium for $4.50*. 





Balances electronically inspected and radar timed. Can’t be over-wound. 


*Plus tax. Specifications and prices subject to change. 














THE 


SENTINEL Be 
Line or Clocks and Watches 


THE E. INGRAHAM COMPANY 
BRISTOL, CONNECTICUT 


SENTINEL CLICK POCKET WATCH 


Rugged, accurate. Mirror-chrome 
finish . . . rotating dial times the 
seconds. Break-proof crystal .. . 
-\) raised numeral dial. Built for 
‘}7 action! For work, for sports, for a 
jf spare, for the kids. Plain retails for 
$2.95*: radium for $3.50°%. 
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ETTING STONES—I generally have a terrible time 

in setting stones in settings like the sketches I am en- 
closing. My beading-set seems inadequate for these; | 
cannot get enough power through, to press or bend the 
clamps. Please advise. (Question No. 6307) P. R. 

Amswer—lIn general, settings such as are shown in 
your sketches, have stock for prongs that are too heavy 
for the ordinary tools that are used to bend or push 
metal over the girdle of a stone in setting it. In such 
cases, the work is done with steel punches used with a 
hammer, to swage the metal over the edge of the stone, 
instead of using punches with handles just to push the 
metal into position. 

The acting ends of these hammer-punches need not 
necessarily be hardened; used soft, they can be roughly 
shaped to the form of the work, so there need not be 
unnecessary work done in final shaping of the clamps, 
which has to be done with graver, riffle files, polishing 
equipment, etc. It must be borne in mind that the type 
of setting in question requires of a workman either in- 
struction by a competent setter. or else a good deal of 
mechanical ingenuity to “find the way” in each individual! 
case of work. The latter are of great variety and general 
instructions in written form cannot cover everything that 
may turn up to be done. I[t would be very wise for you 
to practice on made-up brass settings and inexpensive 
synthetic jobbing stones to get some skill before attempt- 
ing work on diamonds and precious metal settings. Re- 
member that working with hammer-punches in setting 
diamonds takes experienced skill, to avoid undue risk 
of breaking stones. 


—— IN BEAT—I have great difficulty in getting 
a small watch in beat perfectly enough to make a 
single line on the machine. I have no trouble with large 
watches and wonder if I am going about it in the right 
way or if I do not know the proper way to put a watch 
in beat. I take the balance wheel in my tweezer, with 
the ends pointing right through the roller jewel and hold 
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WORKSHOP 
QOUESTIONS 
AND 
ANSWERS 


HOW SHALL I-? 


it over the balance bridge in the position it occupies 
when in the watch and line up hairspring and hole for 
same in bridge, as I saw other watchmakers do where | 
was learning. Is there a surer way than this to put a 
watch in beat? (Question No. 6308) G. H. 

A nswer—yY our letter asks about a method for putting 
very small watches in beat and points out that you have 
trouble with small watches but not with large watches. 
using the same method for both. The difference is that 
the amount of any changes in position of parts, is 
harder to visualize in the smaller watches. 

For these, it may be better to put the balance-assembly 
in place in the watch, instead of just holding it above the 
balance cock, while judging how much to turn the balance 
within the hairspring collet, if the model-design of a watch 
allows it. 

If the “room” between hairspring and lower side of the 
cock is sufficient, use a collet-wrench to move the collet 
on staff, without removing the balance assembly. If 
there is not enough space-height to do this, then you will 
have to remove the balance-assembly for each change to 
be made. 


EMPERING GRAVER — Am often troubled with 

turning graver-points dulling, or breaking quickly, 
soon after new ones are put into use. How can I temper 
them? (Question No. 6309) I. R. G. 

Answer — The customary case in which a graver 
would need “tempering” would be when too-rapid dulling 
of its cutting edge indicates that the graver-steel is too 
soft. The graver should then be re-hardened and tem- 
pered. Lay it on a jewelers’ charcoal or asbestos block. 
heat it to a bright red heat (not “white-hot’’) and plunge 
it vertically into cold water. This will make the steel as 
hard as it is possible to get it. 

The hardness should next be slightly lessened by tem- 
pering, to avoid frequent breakage of points of the graver. 
Stone or emery the cutting-end of the graver bright; lay 
it on a heated metal plate; heat it until a pale yellow 
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color appears on the clean part of the steel. This will 
indicate the correct hardness or temper for cutting steel 
for staffs, screws, etc., and for practically . all other 
turning. 

Your question suggests that you may believe that if a 
graver-point breaks, the graver is too hard, and should 
be tempered softer. Hardly ever is a graver from a 
dealer’s stock found that is too hard; more likely, too 
soft. Frequent breakage of graver points is usually a 
sign of incorrect holding of the tool into the metal being 
turned. An occasional breakage will happen even to a 
very skillful workman. Once in a while, a graver may 
be encountered that slipped-by the manufacturer’s in- 
spection, and is of steel coarse-grained and brittle from 
having been overheated in hardening. Rehardening such 
a graver will not make it serviceable; it should be thrown 
away. 


LDEST WATCH—Please note the names of makers. 
and descriptions of watches, on the attached list, and 
write us the age of each of the watches, to help us decide 
the winners in a prize contest we put on, for the oldest, 
and the next oldest watch that any customers brought in to 
our store. (Question No. 6310) T. J. H. 

Answer—D. D. Nevern, London, England; a key- 
wind movement with verge escapement. This maker was 
in business between 1773 and 1795. so the watch is be- 
tween 154 and 176 years old. 

G. Tissot, Geneva, Switzerland: cylinder escapement. 
There were several makers of this name in Geneva, and 
to identify your watch we would have to have a very full 
technical description of it, or clear photographs showing 
details of design and construction. 

Branston, London, England; this was probably John 
Branston, in business between 1780 and 1810, and the 
watch is between 139 and 169 years old. 

M. I. Tobias & Co., Liverpool, England; fuzee, with 
diamond cap-jewel. This is one of the English-made 
Tobias watches, made between 1805 and about 1820, 
judging by its serial number 2865, so it is between 144. 
and 159 years old. The higher-numbered Tobias watches 
were made in Switzerland. 

Of the watch described “key-wind duplex,” but with no 
maker’s name on it, we cannot give you any information 
as many makers used duplex escapements, so there is 
nothing by which this watch can be identified. 


KMOVING PLATING—I want to know the easiest 
way to remove rhodium plating from a piece of 
vellow gold. (Question No. 6311) R. G. H. 

Answer—lf the rhodium coating is a “flash-plate.” 
just coloring the work. and very thin, this may be re- 
moved by immersing the article in boiling concentrated 
sulphuric acid. 

In answering queries ilke this, involving out-of-ordinary 
operations in the practical chemistry field, we like to 
suggest that for assured success, the workman should be 
one who has had broad enough experience in the prac- 
tical chemistry of electroplating and jewelry work. Only 
such a person can be sure of good results in following 
such advice as it is possible to give in the space-limits of 
a letter. We cannot, for example, enlarge on the routine 
methods for handling acids safely, and other details that 
are always involved in such work. 
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AYWARD WATCH—| would like to know something 
about the manufacture of a watch engraved: “Chas. 

x. Hayward, Springfield, Mass. 424867. Was this an 
early Waltham watch? (Question No. 6312) H. M. L. 

Answer—tThe watch described in your inquiry was 
made by a firm in the city named, that had no connection 
with the Waltham Watch Co. The corporate name of 
the maker of your watch was the New York Watch Co.., 
which moved to Springfield, Mass., from Providence, 
R. 1... in 1867. 

Before that move, the firm-name was Mozart Watch Co. 
“Chas. E. Hayward” was the name of an officer of the 
New York Watch Co.. used to designate the model and 
erade of watches like yours. in the line of the company’s 
product. 

Judging by the serial number of your watch, we be- 
lieve it was made between about 1872 and 1876. In 
1877, the company was reorganized under the name 
Hampden Watch Co.; later moved to Canton, Ohio, to 
form part of the Dueber-Hampden Watch Co.. which 
grew to be one of the largest American watch factories. 
In 1930, most of the Dueber-Hampden machinery was 
sold to the Russian government and moved to that coun- 
try. to form the state-owned watch industry there. 


ASE MARKS—What is the meaning of marks stamped 
inside a gold watch case (a very old one to judge by 
design and wear) the stamps being: “Warranted Standard 
U. S. Assay,” and “C. W. Mfg. Co.”? (Question No. 
6313) V. F. 

Answer—tThe “Warranted Standard U. S. Assay” was 
not a legal mark. At the time this case was made there 
were no Federal Trade Commission requirements as to 
stamping of goods made of the precious metals. By 
general trade custom, however, the inscription in question 
meant that the case was made of gold of not less than 
14 karat fineness. The initials are those of the manufac- 
turer of the case, Courvoisier-Wilcox Manufacturing Com- 
pany, of New York City. 


EY-WIND WATCH—Would appreciate very much 

any information you can give as to where I can 
get an old-fashioned key-wind watch, 16S Double cased 
18K gold, converted into stem-wind, and supplied with 
high grade American movement. (Question No. 6314 
S. D. K. 

Answer—The old key-wind watch case could be al- 
tered to fit an American stem-wind movement by any 
of the shops specializing in watch-case making and re- 
pairing, such as N. J. Felix & Sons, 71 Nassau St., New 
York 7, N. Y.; Wendell & Co., 55 E. Washington S5t.. 
Chicago 1. Ill.; or Becker-Heckman Co., 29 E. Madison 
St., Chicago 2, Ill. We suggest that you first obtain the 
movement you wish, and send it along with the case for 
fitting, to play safe on the results, rather than depend 
upon fitting to a standard “case-block” owned by the shop. 

In selecting a movement, remember that the shop can 
enlarge the diameter of recess in the case to fit a move- 
ment slightly larger; but if such a movement cannot be 
obtained, then take one smaller in diameter than the 
recess is, and the shop will make an adapter-ring, to fit 
both movement and case; a better job than to cut any 
more than a trifle out of the recess now in the case. 
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The Imagination 
and Effort 
Behind An 


Advertisement 


The stories behind the creation of ad- 
vertisements such as those published in 
this magazine, are in many instances fas- 
cinating. The picture above shows a se- 
quence in the production of one currently 
appearing in trade magazines. 

This should be interesting to amateur 
photographers. The scene «f the photo- 
graph in the ad is New York, but the 
advertisement itself was made in San Fran- 
cisco. In selecting a theme for the April 
ad of Swirsky & Ehrlich, the idea of April 
showers seemed appropriate to Robert Clos, 
art director at Umland & Co., the agency 
handling the account. He visualized rain 
against a window pane and umbrellas in 
combination with a photograph of Radio 
City in New York. 

Although the photographic set-up looks 
simple in the above illustration, it re- 








quired two-and-a-half hours to get it bal- 
anced. Umbrellas were drawn and cut 
out. Then the name of the company was 
especially lettered to give a reflective qual- 
ity. These two pieces of art work were 
then photographed and through a reversal 
process the negative was turned into a 
positive and attached to a sheet of glass. 
The glass was given a fine coating of oil 
and water sprinkled on it. The Radio City 
photograph was placed about a foot and 
a half behind the pane. 

Two lamps were lighted back of the 
glass, so the water would show up by re- 
flective illumination and the light was 
dodged during the one-minute exposure. 
When a _ black-and-white print satisfac- 
tory to both men emerged from the dark 
room, Clos made separations for the sec- 
ond color printing. 





Arlene Francis Stars at Gruen 
Reception in New York 





Arlene Francis, star of the Gruen televi- 
sion show, "Blind Date," was an honored 
guest at the Gruen reception preceding the 
recent 24-Karat Club banquet in New York. 
She is shown above with Benjamin S. Katz, 
Gruen president; and Henry L. Lambert, 
Lambert Brothers, New York. 
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Advertising Package Offered 
Columbia "Tru-Fit" Dealers 


Columbia’s “Tru-Fit’ diamond ring, a 
new idea in ring design that permits the 
ring to contract to slide over the knuckle 
and then expand to hold the ring securely 
in place, has won acclaim from jewelers 
throughout the U. S., according to the 
Axel Brothers, Inc., manufacturers of Co- 
lumbia rings. 


A complete “Tru-Fit” advertising pack- 
age is offered dealers with this diamond 
ring line, enabling them to do an all-out 
promotional job. Newspaper mats, a 
window motion display unit, window and 
counter display cards, direct-mail pieces, 
planned contests, radio and television spots, 
and motion picture film playlets plus a 
new “Tru-Fit” ring sizer are all included. 
The ring sizer is based on a unique method 
of measuring finger size being developed 
by Axel Bros., Inc. 





Norma Pencils at the Front 


Norma Pencils are especially popular 
among service men and women, as was 
tangibly demonstrated when the pencil 
made the Sept. 4th cover of Life magazine, 
The cover showed the first Marine Brigade 
Reconnaissance Company in action in 
Korea. In the hand of Capt. Kenneth 
Houghton was a Norma Pencil. 

On investigating, Samuel Jacobs, presi- 
dent of the company, learned that in map 
making and spotting, various colors are 
used to indicate enemy positions. By means 
of a plane to Korea, he provided free all 
the four-color Norma pencils the fighting 
unit might need. 


Helbros Sales Convention 
The Helbros Watch Co., New York City, 


held its annual sales convention from Jan- 
uary 8th to January 10th at the Hotel 
Lexington. The firm stated that the con- 
vention was a success and that a new and 
widely expanded advertising sales promo- 
tion presentation was made to the men. 
The advertising picture includes increased 
radio and television advertising; a series 
of color mailings for dealers; new mat 
books; animated displays; catalogs and 
other monthly promotions. The entire line 
for 1951 was displayed for the men. There 
will be new models this year and prices 
have been set to allow greater profits for 
dealers. 





1881 (R) Rogers (R) Brookwood 
Pattern To Be Featured in Spring 
Ads 





The Brookwood Pattern in 1881 (R) 
Rogers (R), Oneida, Ltd., which will be 
sold by place-setting at $5.50 for the six 
pieces. This pattern will be one of the 
features of the Spring advertising cal: 
paign planned for promotion of 1881 (R) 
Rogers (R) silverplated flatware. 
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Rolfs Offers Versatile Display 


Rolfs, West Bend, Wis., is offering its 
dealers a new display at no cost with a 
minimum purchase of six of the Rolfs 
“Trend.” The display produced in gay 
pastels, consists of six individual elements 
thus permitting varied use for window, in- 
counter, and top-of-counter displays. 





“The “Trend” is a new idea in the in- 
terpretation of a lady’s billfold. Both bills 
and coins can be extracted from the same 
coin pocket. It is available in a complete 
assortment of fashion-right colors to retail 
at $5.00 plus tax. 





French Announces Three 
New Watchbands fo Line 


The French Jewelry Co. recently an- 
nounced the addition of three watchbands 
to its Airflex line. A. Castiglioni, head of 
the firm said, “These new bands have been 
designed from the retailer’s point of view, 
giving him three distinctive styles with a 
definite appeal to three types of customers: 
the one who likes plain jewelry; the one 
who prefers something a little more elabo- 
rate; and the man who is on the lookout 
for something ultra smart.” 

The three bands are the Conquistador 
No. 626, featuring the rich simplicity of 
straight lines; the Olympiad No. 627, fea- 
turing a masculine hand carved effect; and 
the Sultan No. 624, featuring bold, rubylike 
center settings. Each band has a gold 
filled top and stainless steel back. 





International Silver Co. 
Awarded by American Institute 
of Management for Excellence 


The American Institute of Management, 
a non-profit foundation, has conferred upon 
The International Silver Company “A Cer- 
tificate of Management Excellence for the 
year 1950.” 

“The International Silver Company,” 
Jackson Martindell, president of the Insti- 
tute, stated, “is the first silverware firm to 
be honored by our organization. In weigh- 
ing the merits of each management, credits 
are given for excellence in ten separate 
fields. They are: economic function, cor- 
porate structure, health of earnings growth, 
fairness to stockholders, research and de- 
velopment, directorate analysis, fiscal polli- 
cies, production efficiency, sales vigor and 
executive evaluations. 

The award, to be bestowed annually 
hereafter, is based upon a continuing study 
of more than 2000 leading concerns. 
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New Jewelry Patterns 
by Neptune 


Cultured pearls, zircons and plain effects 
are being offered by the Neptune Cultured 
Pearl Syndicate, 550 Fifth Ave., New York, 
in an interesting range of jewelry patterns. 
In addition, Neptune can supply garnets, 
topazes or amethysts on special order. 

The patterns include a new leaf design 
that gives a scroll-like effect, a silhouette 
leaf, and several spiral mountings, includ- 
ing a combination of the spiral and the 
silhouette. The pieces offered include ear- 
rings, necklace, bracelet and pin. Also 
offered for the first time by this firm is a 
stiff open-end bracelet. 

All mountings are in 1/20 12K gold 
filled with culiured pearls and other stones. 
For further information, write the firm at 
550 Fifth Ave., New York City. 





New Wyler Incaflex Package 


Wyler Watch Agency of 630 Fifth Ave., 
New York City, is making available a 
handsome new package for its line of 
Wyler Incaflex Watches, according to an 
announcement by the firm. 
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The new package is molded in clear 
plastic, then lacquered in rich maroon and 
gold. The cover carried the Wyler coat-of- 
arms; inside, an embossed label carries 
the Wyler Incaflex name and two key 
selling messages: “Selfprotected Against 
Shock” and “Weatherproof.” 





Karlan & Bleicher Catalog of 
Findings Offers Wide Choice 





Illustrated is the series 80 Octagonal Bezel, 
another one of the many labor saving ring 
findings that Karlan & Bleicher, New York 
City, has developed for repairers to the 
trade. This is but one of many such find- 
ings shown in the latest Karlan & Bleicher 
catalog, available on request to the office, 


188 W. 4th St., New York City 14, N. Y. 
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Flato Reveals Counter 
Merchandising Device 


Paul Flato Sales Corp., 20 E. 35th St., 
New York City, manufacturers of com- 
pacts, announced the availability of a new 
counter merchandising device for ,their 
compact line. 





Working with a_ well-known New 
England sculptor, Flato designed and pro- 
duced a life-sized woman’s hand, con- 
structed to hold a Flato compact and 
designed to point up the slogan “Always 
in the Smartest Hands.” When the plans 
for the 1951 Spring advertising campaign 
were drawn up, the hand became a key 
part of the promotion. National fashion 
magazines will show the hand holding a 
compact; retailers will be offered the hand , 
at no extra cost with their initial orders 
for the new series of Paul Flato originals. 
Trade promotions will illustrate how this 
strikingly beautiful “Hand of Genius” will 
stop aisle traffic, help create sales for not 
only Paul Flato compacts but also for as- 
sociated merchndise. 





Ronson Award Fashion Academy 
Gold Medal for 1951 


The Ronson Lighter Co. has _ been 
awarded the Fashion Academy Gold Medal 
for 1951 for the styling and construction 
of Ronson lighters, according to an an- 
nouncement by the company. 

The entire Ronson lighter line was hon- 
ored, among them: table lighters for the 
home and office, pocket lighters for men 
and women, including models specifically 
designed as fashion accessories. 

Ronson plans to feature the Fashion 
Academy medal widely in its 1951 adver- 
tising and make reference to the award in 
publication advertising, in its counter and 
window displays, and on its radio and TV 
program, “Twenty Questions.” 





Goldberger Retained by Gruen 
As Special Promotion Counsel 

Maurice M. Goldberger, of Grammercy 
Advertising Co., Inc., New York, has been 
retained as special sales promotion and 
advertising counselor to the Gruen Watch 
Co., Cincinnati, Ohio. 
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Swiss Watchmakers' Ad Is Dedicated to Jewelers 
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The full-color advertising of The Watch- 
makers of Switzerland during April will 
be dedicated to the local community jewel- 
ers of America. with a full-scale mer- 
chandising program planned to enable the 
retailers to tie-in with the national adver- 
tising of Swiss watch manufacturers. 

Headlined, “He is a specialist in pleas- 
ant surprises,” copy for the full-page in- 
sertion emphasizes the reliability of the 
local jeweler as a quality merchant. It 
states, in part: 

“No matter how large or small his store, 
he’s unique ~~ ng the friendly merchants 
of your to. ~-with his very special train- 
ing, knowledge and ability. And he’s truly 
a friend of the family. He should be, be- 
cause the family needs him. Only an ex- 
pert jeweler is qualified to counsel you 
when you shop for your most cherished 
«ifts.” 

The original illustration for the adver- 
tisement. painted by Arthur Lidov and 
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titled “The Jeweler,” is a companion piece 
to Norman Rockwell's painting of ~The 
Watchmaker,” which was featured during 
1949 and 1950 in national advertising by 
The Watchmakers of Switzerland and dedi- 
cated to the watchmakers of this country. 

Consumer magazines in the United States 
and Canada scheduled to carry the dedi- 
catory advertisement include Life, Life In- 
ternational, Saturday Evening Post, Le 
Samedi, Time (Canadian), and Reader’s 
Digest in English and French. 

Retail jewelers are being supplied gratis 
a four piece window display unit featur- 
ing a full-color reproduction of the Lidov 
painting as its centerpiece. Complete with 


a simulated wood, shadow-box frame, the 
painting can be hung on the store wall 


when the complete window display is dis- 
mantled. <A dignified base bearing the 
slogan of The Watchmakers of Switzer- 
land assures full visibility of the painting 
at any position in the store window. 








J-B Watchband ‘Wardrobe’ 


Jacoby-Bender announced the introduc- 
tion of a “wardrobe” of watchbands as a 
complete unit. The J-B wardrobe consists 
of three distinctly styled watchbands, pack. 
aged in a re-usable jewel gift box. 








black 


The assortment includes a silk 
cord, a golden snake chain, and an ex- 
pansion bracelet, allowing a woman to 
change watchbands to suit every occasion 
or costume. 
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Hasko Trays Catalog Published 

A new “Hasko Trays” catalog, now being 
sent to dealers across the country by the 
Haskelite Mfg. Corp. of Grand Rapids, fea- 
tures many new aspects of this recognized 
line of merchandise. 

Brand new designs of “Hasko Trays” are 
being introduced to the trade through this 
catalog, including the “Ornalite All-Pur- 
pose Trays” in three functional sizes and a 
wide range of colorful designs. Moldings. 


handles and pedestals are glowing satin 
finish aluminum. Also included are the 
“Hasko Photo-Souvenir Travs” in four 


<izes. Manufacturers’ products or services. 
scenes from skylines. 
fsmous memorials. buildings. people or anv 
other photographic subjects can be re- 
produced. There are no stock designs in 
these trays: they are made to customer 
order and can be produced in minimum 


resort areas. city 


quantities of 500. 

Merchandising helps include special dis- 
play racks for “Ornalite Trays” ans 
“Hasko Trays,” newspaper ad mats. trav 
monogramming equipment, and the bright 
red-grey-white gift packaging of all “Hasko 
Trays,’ with clear cellophane windows 
which display the colorful tray designs. 

















Feature Ring Announces Big 
Advertising Campaign for 195) 


Feature Ring Co., Inc., recently ap. 
nounced its increased advertising program 
for 1951. Henry Peterson, President, 
stated, “Our expanded advertising pro. 
gram is further evidence of a determina. 
tion to give the jeweler every conceivable 
selling aid in his bid for increased bysj. 
ness.” 

Feature Lock Rings will be nationally 
advertised to more than 100,000,000 ip. 
terested readers during 1951; with na. 
tional media carefully selected for age 
group and median income. 

Peterson also announced that the new 
advertising schedule will include such ya- 
ried material as 13 Full Color Motion 
Picture Trailers; Flasher Window Displays 
with simulated motion; Hand-painted Win. 
dow Displays; envelope fillers; radio and 
TV continuity; molded display material: 
and three-dimensional photographic units, 
as well as the usual advertising matter. 

Currently available for distribution to 
authorized Feature Lock dealers is a com. 
pletely revamped Mat Service. A vast de- 
parture from previous efforts, the mats 
present a varied approach that appeals 
to every jeweler whether he prefers sound, 
strongly merchandised advertising, or an 
attractive institutional approach. The Mat 
Service is highlighted by a series of ads 
carrying testimonial copy and photographs 
of Arleen Whelan and other prominent 
Hollywood and Broadway stars. 

Also, currently available are full color 
counter and window cards. These dis- 
plays incorporate the work of one of the 
foremost photographers in the nation, and 
are expected to create an unusual stir of 
comment in the industry. 





Community Spring Campaign 
Announced To Sales Staff 
Details of the aggressive Spring cam- 
paign for Community Plate were explained 
to Oneida salesmen at the recent sales 


meeting at Oneida, N. Y., by Harley Noyes, 
vice president and director of advertising, 
with the assistant of Battern, Barton, Dur- 
Osborn, 


stine, and Ine. 





The majority of Community Plate Ads 
will be in four-colors and will be shown 
in preferred positions, according to the 
company. Shown above is the Imperial 
Chest with the Evening Star Pattern, which 
will be one of the campaign highlights. 
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Taffel Offers Gift Wrapping 
Ribbon for Anniversaries 


Every jeweler who uses gift-wrappings 
will find the “Happy Anniversary” ribbon 
from Taffel Bros., Inc., in New York most 
helpful. This cut-edge Angel-Glo satin rib- 
hon creation executed in white with royal 
blue and grey with white was especially 
designed to wrap silver gifts, and can be 
appropriately used for wrapping all anni- 
versary occasions, 





George A. Taffel, president of the firm. 
feels that dramatic wrappings will play 
. dominant role in this year’s gift merchan- 
dising. “At no other time has the impor- 
tance of eye-appeal so influenced the think- 
ing of the general public,” he added. “Now, 
through the use of novel wrappings, rib- 
bons and gift materials, jewelers can bring 
the same merchandising force to bear upon 
their own selling, and at the same time 
build a lucrative business.” 


To Assist Retailers 


A recent development to assist retailers 
to increase their store trafic and subse- 
quent profits has been initiated by the 
National Card Co., 114 Wooster St., New 
York 12, N. Y. To get his share of the 
$250.000,000 yearly greeting card business 
and at the same time greatly increase his 
normal sales, the company is offering deal- 
ers free cabinets in sizes from eight inches 
to four feet wide, free mounted samples, 
free lucite greeting card signs, plus a 100 
per cent mark-up. 





Greeting cards in display cabinets occupy 
very little space and are silent salesmen in 
themselves, according to the firm. They 
have been known to increase store traffic 
eight to ten times and have even been 
known to pay the complete rent of the 
store. 
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Levin Exclusive Distributor 
of Lemaire Optical Products 


Lemaire of Paris, is the oldest manufac- 
turer of binoculars, opera glasses. and field 
glasses, according to Jake Levin, head of 
Jake Levin & Son of Kansas City, Mo., 
sole distributors in this country. Two years 
ago, Richard Levin of this firm signed a 
contract in Paris with the 104-year-old 
French concern and until recently they 
were only able to serve part of the country. 
Now, Levin stated, the company is in a 
position to sell any place in the U. S. 

During World War II, Lemaire was out 
of business and one of their three plants 
was blown up by the Germans. The other 
two are presently in operation and another 
plant is being built to catch up with the 
demand. 

Levin has been in the jewelry business 
for forty years. For twenty years he was 
with La Tausca and Deltah pearls and is 
well known in the industry. His son, Rich- 
ard, is a World War II veteran and a 
«raduate of the Wharton School of Finance. 


Holmes & Edwards Offers 
Dealer Car Card 
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Help for dealers using advertising space 
in buses, trains, and subway cars is avail- 
able. Holmes & Edwards Sterling Inlaid 
Silverplate can supply three full-color car 
cards to their dealers without charge. One 
features the new May Queen pattern, an- 
other a six-piece setting at $8.06, while 
the third shows all five Holmes & Edwards 
designs. Further information may be ob- 
tained by writing to the company at 
Meriden, Conn., or from their representa- 
lives, 
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Sloan Exhibits New Direct 
Mail Promotions 


Albert E. Sloan, Inc., 400 South Jeffer- 
son St., Chicago, Lll., exhibited their new 
direct mail promotions at the Jewelry show 
in Atlanta, Ga., at the Biltmore Hotel, on 
Feb. 11-15 and in Dallas, Tex., at the 
Adolphis Hotel on Feb. 18-23. 

New Sloan headliners were a 10-piece 
silver cigarette lighter and tray set (10 
pieces for $1.00), modern initialed dinner- 
ware by Stetson China, formal dinnerware 
by the same firm, a drape, bedspread, and 
pillow sham ensemble by Economy, a %4 
hp. power drill and saw attachment by 
Speedway, and two stainless steel table 
services by Englishtown Cutlery. 

Within a period of three years, accord- 
ing to Sloan, their promotions have put in 
the hands of consumers 20 millions of 
dollars worth of merchandise while reopen- 
ing one million charge accounts for re- 
tailers. Irving Rubin and Bill Lewis were 
in attendance at the shows. 








Mido Contests Run to Mar. 31st 


Stanley Moser, executive vice-president 
of Louis Aisenstein & Bros., Inc., reports 
enthusiastic retailer response to the Mido 
promotional drive to help jewelers keep 
their selling momentum at maxjmum 
levels throughout the first half of 1951. 

Moser said, “It would be very short- 
sighted for any manufacturer or distrib- 
utor to sit back complacently and con- 
sider that current conditions will do his 
selling for him. Today, more than ever, 
manufacturers and distributors have an 
obligation to give retailers intelligent am- 
munition that will heip them most effec- 
tively serve the public and sustain their 
volume at high selling levels. Therefore, 
in our plans for promoting Mido Multi- 
fort Superautomatic, we are increasing the 
tempo and the promotional assistance 
given to jewelers, even over our peak efforts 
of last year. 

“To start the year off with tremendous 
selling drive, we have offered a national 
window display contest for jewelers who 
display and sell Mido watches. All Mido 
retailers were cordially invited to enter 
the contest by building a Mido display 
and submitting photographs for one of 
the 8 prizes. The contest is being judged 
by Lewis Schwartz, known in display cir- 
cles as publisher of Point of Purchase 
Merchandising Magazine. 

“At the same time, to lend greater im- 
petus to the window display contest, we are 
viving Mido retailers an opportunity to 
stage local consumer contests to increase 
store trafic and to stimulate interest in 
Mido self winding, waterproof watches. We 
believe that these are the most logically 
promotable watches at this time because 
of their great value to men and women 
going into the service. Therefore, we are 
offering Mido watches as prizes for con- 
sumers who enter the contest through their 
local jewelers.” 

Both contests still have a month to 
run, ending on March 31, 1951. Activity 
has already shown that interest is high 
and entries will far exceed the anticipated 
quantities. 


Sarkin Rings Featured on TV 


A variety of rings and sets from the line 
of David Sarkin, Inc., were chosen recently 
to be featured on the popular Mr. & Mrs. 
Shopping TV show over WOR-TV. Ann 
& Bill Russeil, the talented husband and 
wife team, are the featured stars of the 
program. In this instance, Mrs. Russell 
interviewed Sam Gorman, sales manager of 
David Sarkin, Inc., and together they ex- 
hibited and described the new styles from 
the Sarkin line. Among the items shown to 
TV audiences were popular priced engage- 
ment and wedding ring sets as well as Kin- 
Lock sets plus a selection of wide wedding 
rings. The success of the show indicates 
that there is a great possibility that TV 
will soon have an important spot in jewelry 
merchandising. “The selection of the Sar- 
kin line and the possibility that this may 
be the forerunner of something new and 
important to the merchandising of jewelry 
makes us very happy,” Gorman said. 
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Ronson Holds Annual Sales Conference 





As a climax to Ronson's annual sales conference, representatives from all parts of 

the country met at a banquet at the Essex House Hotel, Newark, N. J., for an 

evening of joviality, aptly called the “Winter Carnival." John F. Des Reis, sales 

manager for the company called upon Alexander Harris, president of Ronson, for 
the principal address of the evening. 





Gruen Spring Campaign Ready 


The new Gruen 1951 Spring line of 
watches and a greatly expanded advertis- 
ing program were featured in the Gruen 
Watch Company’s sales convention held 
January 8, 9, and 10 in Cincinnati. 

Benjamin Katz, Gruen president, said 
that despite difficulties caused by world 
conditions, Gruen’s new line is the most 
extensive and varied ever presented. One 
of the most spectacular and significant 
innovations among the company’s more 
than 250 watch styles is a special series 
of watches with bands and dials in match- 
ing high-style colors such as garnet red, 
emerald green, and midnight blue keyed 
to match 1951 costume colors. 
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The newest Gruen display designed to sell 
water-resistant watches. A feature of this 
motionized fixture is a deep-sea diver which 
rises and submerges in a water-filled plastic 
tank. The display is of permanent wood 
construction finished in marine green. 





Dean Co. Moves to Florida 


Dean Company and Dean Watch Co., 
Watch Material anc Jewelers’ Supply House 
of 116 Nassau Street, New York City, have 
moved to Florida as of March Ist. Joseph 
Dean, head of the firm, is a former resident 
of Daytona Beach where the company’s new 
offices are located at 732 N. Atlantic Ave. 

Dean feels that they will be able to serve 
their customers as efficiently in their exten- 
sive mail order business as they did at their 
former offices in New York City. 
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Flex-Let Appoints Ben Sackheim, 
Inc., as Advertising Agency 


Jack R. Storti, vice-president in charge 
of sales of the Flex-Let Corp., East Provi- 
dence, R. I., kas announced the appoint- 
ment of Ben Sackheim, Inc., New York 
advertising agency. The Sackheim organi- 
zation will direct all advertising, merchan- 
dising and sales promotions for the com- 
pany’s men’s and women’s watchbands and 
Beau Brummel men’s jewelry. 

“We are substantially increasing our 
budget for 1951 and we wanted to select 
an agency that knew the jewelry business 
and was sales promotion minded,” Storti 
said. He pointed out that with changing 
market conditions, it was most important 
to give retailers sound merchandising co- 
operation that could be backed by a coor- 
dinated campaign. National magazines and 
country-wide TV spots will be expanded. 
In addition, new mat service, more com- 
pact counter and window display units and 
other sales promotions aids are in prepe- 
ration. 





Arvin Appoints Four 
New Distributors 


Appointment of four distributing firms 
to handle sales, merchandising and pro- 
motion of Arvin television receivers and 
radio sets in their area has been announced 
by Raymond P. Spellman, sales manager 
of the television and radio division of 
Arvin Industries, Inc. 

In Syracuse, Wilson’s Leading Jewelers, 
Inc., 310 S. Salina St., will serve as dis- 
tributor covering Syracuse and surrounding 
New York state counties. Jerome M. Wil- 
son is head buyer and advertising manager 
for the concern and Ed Donohue is sales 
manager. 

E. H. Krohn & Co., 113 W. Jefferson St., 
has been granted the Arvin franchise for 
Phoenix, Ariz., and nearby cities. A. R. 
Westley is sales manager for Krohn. 

Springfield and other Southwestern 
cities of Missouri will be covered by 
Rogers & Baldwin Hardware Go. W. T. 
Noss is general manager of this organiza- 
tion. 

Standard Supply Co., 531 S. State St., 
Salt Lake City, has assumed Arvin rep- 
resentation in Utah. G. W. Stillman and 
E. D. Erickson are sales managers of the 
firm, according to Spellman. 





J. L. Paper Box Co. Purchased 


DONALD C. MORSE 


Vice-President 
ond General Manager, 
J. te —— Box Co., 

nec. 





The J. L. Paper Box Co., Inc., 67 Me. 
chanic St., Attleboro, Mass., was recently 
purchased from the heirs of Edward A. 
Lavery, well-known North Attleboro busi- 
ness man and real estate operator, who 
died recently. The firm was purchased by 
Donald C. Morse, vice-president and gen- 
eral manager, and a group of local busi- 
ness men. A new corporation, chartered 
under the same name, will be headed by 
Clarence Gray, who is also president of 
Gray Products, Inc., of Cranston, R. I. 

The company, which is well known for 
its manufacture of high grade, fancy, set- 
up boxes for the jewelry and cosmetic 
trade, will continue to operate with the 
same personnel and along the same lines. 
The year 1950 marked the largest sales 
in the firm’s history and the company re- 
ports that the backlog of orders piled up 
during the Christmas rush has been sus- 
tained to a high level by re-orders from 
jewelry customers. 





Appointed by Two Firms 


WALTER R. 
WOLLEMAN 





Walter R. Wolleman, son of Leo Wolle- 
man, has recently been made a member of 
the firms of Leo Wolleman, Inc. and the 
L. & W. Diamond Corp. Both firms are 
located at 31 W. 47th St., New York City. 





Alvin E. Gelbe, formerly with Sheffield 
Silver Co. and Farber Brothers, stated that 
he is no longer connected with these con: 
cerns. His plans are as yet indefinite. 
Gelbe resides at 14 Marcy Place, Bronx 52, 
New York. 
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MacMillan-Cameron Co., 115 North 3rd 
St., Wilmington, N. C., has been appointed 
a distributor for Arvin electric housewares 
and electric heaters, says an announcement 
from Gordon T. Ritter, director of sales 
for that division of Arvin Industries, Inc. 

Henry A. Howe has been appointed rep- 
resentative for General Electric heating 
devices and fans in the Denver area. In 
addition, the company announced the ap- 
pointment of Robert C. Gibson as New 
York district representative. 

The Benrus Watch Co. announced the 
appointment of Lou Bell to the sales force. 
He will cover Idaho, Montana, Oregon, 
Washington, and Wyoming. Other appoint- 
ments announced were: Claire A. Trau, 
Ohio; Bernard S. Klein, Wisconsin and 
part of Michigan; James Robinson, Min- 
nesota, Nebraska, North Dakota, and parts 
of Iowa; Norman G. Gerry, Oklahoma, 
Mississippi, and Arkansas; Frank F. Gar- 
ber, Nevada, Utah, and parts of California 
and Colorado; and Ralph Zwain who was 
assigned the Illinois territory. 

Appointment of Louis Zimmerman as 
central district manager of the Elgin Amer- 
ican sales department was announced by 
Frank Rogers, general sales manager. 

Louis Aisenstein and Brothers, Inc., dis- 
tributors in the U. S. of Mido, Medana, 
Roamer, Empire and Heuer watches, an- 
nounced a new representative for the South- 
eastern territory: Howard Cheslock. He 
will cover Virginia, North and South Caro- 
lina, Georgia, West Virginia, and portions 
of Alabama and Tennessee. 
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ALBERT E. MILLARD 


(Elgin Nat'l 


F. J. CHRISTIE 


(Elgin Nat'l 
Watch Co.) 
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JACK J. DAVIS 
(Elgin Nat'l 
Watch Co.) 





A. A. VAN BLARCUM 


(Elgin Nat'l 
Watch Co.) 








HAROLD J. 
DICKINSON 


(Elgin Nat'l 
Watch Co.) 


Five new appointments to the sales staff 
of the Elgin National Watch Co. have been 
announced by W. D. Evans, general sales 
manager: Albert E. Millard of Park Ridge, 
Ill., was named Chicago representative; 
A. A. Van Blarcum of Canton, Ohio, has 
been appointed in the Erie-Akron terri- 
tory; Harold J. Dickinson of Lancaster, 
N. Y., has been assigned the Buffalo terri- 
tory; Frederick J. Christie of Chicago has 
gone to Fort Wayne, Ind., as an Elgin 
sales representative; and Jack J. Davis, 
Isle of Palms, S. C., has been given the 
Virginia territory. 











Not a trace of dust escapes the 


LEIMAN 


GRINDER « POLISHER ¢ DUST COLLECTOR 


‘‘ALL-IN-ONE’’ UNIT 


e No danger to health 


e No soiled clothing or premises 
e Easy recovery of precious metals 


(camen your own workshop! Are you tak- 
ing chances grinding, buffing or polishing 


without the latest, foolproof dust collecting 
equipment? You can do these operations effi- 
ciently—yet clean and safe for yourself or 
workers—by using the time-tested Leiman 
Grinder—Polisher—Dust Collector. In one 
machine, you get the most modern production 
equipment, with job-speeding conveniences— 
plus the famous Leiman high-suction dust 
removal system. Years and years of shop ser- 
vice and health protection, at a few cents cost 
per day. 





WRITE FOR FREE DETAILED BULLETIN showing 


various models and prices. No obligation. 








FOR MARCH, 1951 


MODEL 47F. Needs only 18 x 29 inches 
floor space. Ideal for small shop, small 
work or restricted space. Has 3 h.p. 
motor for wheels or buffs up to 4”. Also 
Ya h.p. interior motor, suction fans and 
dust collectors. Adjustable dust hoods 
have wet pumice pans and electric light 
sockets. Very quiet running. May be used 
with your own polishing motor. Plugs 
into any standard 110 volt outlet. 








LEIMAN BROS., INC. 








MODEL A. Needs only 2x4 
foot floor space. Top pro- 
duction machine for all 
classes of jewelry and sil- 
ver work. Accommodates 
two wheels or buffs up to 
8”. Adjustable dust hoods, 
with electric light sockets. 
Available either with 2 
h.p., 110 volt motor or 
1 h.p. 220 volt motor. Two 
dust collecting cabinets 
permit separate collection 
of gold, platinum or other 
dust for recovery. 





171 Christie St. 


Newark 5,N. J. 
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Special Notices 


“Situation Wanted”—Regular type only $1.25 
a 25 words; additional words, 5 cents per 
word. 


“Help Wanted’—*“Lines Wanted” and “Side 
lines”——regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 


Under all other headings—regular type $5.00 
first 25 words: additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 


Name, address, initials end abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre 
ceding month, 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Kevystone, unless otherwise instructed. 

In answering ads, do not enclose original 


- | a 


letters of rec ° 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 


aR ARANETA D RARER FEI IE 
Situations Wanted 








A-1 watchmaker and engraver; 30 years’ 
experience; best of references. Address 
“R., 1014,” care J C-K. 








DIAMOND expert, including cutting; rep- 
utable gentleman; salary $5,000 to 
$25,000. Address “‘C., 1217,’ care J C-K. 





WATCHMAKER; 25 years’ experience, 
now employed, married; preferably Los 
Angeles, California, or suburbs. Ad- 





ENGRAVER: 20 years’ experience, de- 
sires permanent position; also eligible 





to teach: best of references. Address 
“L., 1202,” care J C-K. 
BOOKKEEPER; female; full charge; 


many years’ jewelry experience; excel- 
lent background; New York vicinity. 
Address “X., 1270,” care J C-K. 





JEWELRY designer, back from Paris 
with fresh outlook, seeks position with 
good jewelry firm or free lance work. 
Address “N., 1261,” care J C-K. 





TOP grade watchmaker for all types of 
work; experienced all kinds of chrono- 
graphs and timers; available March 1. 
Address “T., 4904,’’ care J C-K. 





WATCHMAKER, H. I. A. certified, desires 
position in or near Pittsburgh, Penna. ; 
would also consider leasing. M. A. Ean- 
narino, 431 Wood St., Muskegon, Mich. 





JEWELER; all around bench man; 30 
years’ experience; five years’ experience 
as foreman of shop; above draft age; 





references. Address ‘“H., 1256,’ care 
J C-K. 

ASSET; assistant manager, also sales- 
man; 12 years’ experience leading 


jewelry ring and watch manufacturers ; 
married. Samuel Anixter, 393 Stone 
Ave., Brooklyn, N. Y. Dickens 5-5353. 


WATCHMAKER JR., clock and light 
jewelry repairman; married; 26 years 
of age; five years’ experience; best of 
references; W. P. H. I. graduate. Ad- 
dress “H., 1289,’’ care J C-K. 





ASSISTANT; young woman, thorough 
knowledge all phases jewelry office rou- 
tine; capable handling records and mer- 
chandise; supervisory experience. Ad- 
dress “V., 1300,” care J C-K. 








WATCHMAKER;; four years’ experience; 
age 26; married; desires permanent po- 
sition in Southern or Western State, 
with independent store; salary or com- 
mission. Address ‘‘K., 1178,’ care J C-K. 





WATCHMAKER; married; draft exempt; 
25 years’ experience; P. C. of H. stu- 
dent; experienced on Watchmaster:; 
some clock and light jewelry repairs. 
Address “G., 1225,” care J C-K. 





ASSISTANT manager, female, at present 
with leading watch concern, many years’ 
experience, wishes to change position ; 
jewelry and kindred line considered. Ad- 
dress ‘“‘J., 1227,” care J C-K. 


ORDER clerk, female; year’s purchasing 
experience ; can take full charge orders, 
sample lines, general detail work, for 
wholesale ring concern. Address “V., 
1266,” care J C-K. 


WATCHMAKER;:;: 35 years’ experience; 
all makes: fast, efficient, close timing; 
clock, light jewelry repairing; desires 
steady position; age 55; married. Ad- 
dress “V., 1267,’’ care J C-K. 





WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
tyros! concern. Address ‘“C., 1035,’’ care 
J C-K. 





DESIGNER;; student finishing the course 
in designing; also willing to do some 
office or benchwork. Jewelry Designing 
Art School, 217-01 Corbett Rd., Bay- 
side, L. I. 





WATCHMAKER, engraver, jewelry re- 
pairman, experienced, wants permanent 
position, in private owned _ store in 
Pennsylvania town; population about 
20,000. Address ‘“‘R., 1205,’’ care J C-K. 





JEWELRY store manager; take full 
charge; complete knowledge of 
credit operation; excellent back- 
ground. Address “W., 1192.”’ care 
J C-K. 





EXPERT stone setter and all around 
jewelry repairman, either gold or p'at- 
inum with 30 years’ experience; prefer 
to connect with a high class store. Ad- 
dress “C., 1085,” care J C-K. 





YOUNG woman, pleasant personality; 15 


years’ experience in gold room and 
office wholesale and jobbers; good at 
figures; willing worker. Address ‘“S., 


1052,” care J C-K. 








WOMAN; experienced in watch pro- 
duction, creating sample line; full 
charge of orders and general detail 
work; best of references. Address 


“A., 1214,” care J C-K. 





SALESMAN; valuable man, jewelry 
store; dress eye stopping windows; 
complete cash, credit sales; jewelry 
and watch repairing; bench experience; 
seeks opportunity. Address “D., 1169,” 
care J C-K. 





MANAGER-salesman; promotion minded 
in retail cash-credit store; graduate 
gemologist ; desires more responsible po- 
sition; prefer 75 mile radius of New 
ar eels Address “D., 1218,” care 





WATCHMAKER; good at general work; 
accustomed to taking in jobs and get- 
ting good prices; honest, industrious; 
references ; New Englander ; state 
wages. Address “Old School, 1206,” care 
J C-K 


GEMOLOGIST, watchmaker; 27; mar- 
ried; retail experienced; have tools and 
instruments; desire change for better 
opportunities in permanent position 
with reputable business in Midwest or 
East. Address ‘K., 1259,” care J C-K. 
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WATCHMAKER,; experienced; 33; ga. 
pable taking charge watch department 
purchasing materials, cases, bands: de. 
sires position reputable watch importer: 
New York preferred. Address ‘H., 1263” 
care J C-K. 


DIAMOND buyer; presently employed by 
important ring house ; expert knowledge 
of diamonds, their assorting, and the 
“know how” of mounting them ; 13 yearg’ 
experience ; draft exempt; desires inter. 
view. Address “N., 1275,” care J C-K. 

WATCHMAKER,~ clockmaker,  chrono- 

graph repairman; salesman; B. T. § 

graduate; 21 years’ experience; capable 
of taking charge; best of references: 

permanent position only. Address “T. 

1211,’’ care J C-K. 


TOP-NOTCH merchandiser; young man, 
presently employed jewelry chain; wel] 
educated; conscientious; diversified ex- 
perience; desires position with future: 
finest references. Address ‘W., 1269,” 
eare J C-K. 





MANAGER-salesman; 25 years’ retail 
jewelry experience; outstanding pro- 
moter and merchandiser; now doing 
$150,000; desires relocation with pro- 
gressive firm or chain; Florida-South- 
west. Address “E., 1250,’ care J C-K. 














WATCHMAKER, chronographs, with 
knowledge of all phases of jewelry busi- 
ness; young, neat and conscientious: 
can adapt myself to any position: New 
York City or Metropolitan area. Ad- 
dress ““W., 1213,” care J C-K. 


BOOKKEEPER; full charge, general 
ledger, trial balance; experienced dia- 
monds, precious stones, manufacturing; 
extremely capable, efficient, trustworthy, 
personable; prefer small office; Man. 
hattan. Address “S., 1053,’ care J C-K. 





ENGRAVER, first class, with plenty ex- 
perience on monogram, lettering and in- 
scriptions, also good on enamel cutting; 
only first class place considered; must 
be steady ; best of references ; South pre- 
ferred. Address “C., 1246,” care J C-K. 





DIAMOND man; 14 years’ experience 
in buying, selling, assorting and 
merchandising, seeks connection 
with reliable firm; may consider 
profit sharing proposition; excellent 
references. Address “H., 1091,” 
eare J C-K. 


— ———$———— - ee 





MANAGER-salesman: 20 years’ retail 
jewelry experience; know all phases of 
the business; at present employed, wish 
to make change: South Eastern States 
preferred, but will consider any good 
offer: best of reference. Address “J., 
1174,” care J C-K. 


— os — 


WATCHMAKER;; first class, with many 
vears’ experience; fast and accurate in 
all kinds of work; possess own tools in- 
cluding Watchmaster ; capable in taking 
charge of a repair department; desires 
position with a progressive organization. 
Address “G., 1253,” care J C-K. 


MANAGER-salesman:: retail credit 
jewelry; thorough knowledge all phases 
credit business, display, advertising, 
credit collections; promotional minded; 
looking for a permanent future; age 
35; married. Address “V., 1212,” care 
J C-K. 


nn 


MANAGER-salesman; open for position 
with retail jeweler; if you want a live 
wire, with complete knowledge of the 
business from every angle, capab'e and 
willing, with store responsibilities, let 
me hear from you. Address ‘“W., 1302,” 
eare J C-K. 


a 


MANAGER; top salesman; with years of 
experience operating and _ supervising 
large volume stores; exceptional knowl- 
edge of diamonds, jewelry merchandis- 
ing and advertising; interested in sub- 
stantial deal with fast moving organiza- 
tion. Address “L., 1229,” care J C-K. 
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SITUATIONS WANTED—Continued 


—————— 


YOUNG lady, thoroughly experienced all 
phases precious jewelry and bunch ring 
manufacturing, production, inventory, 
ete., seeking position with manufacturer 
or jobber; intelligent, executive ability ; 
good appearance. Address “R., 1263, 
care J C-K. 








YOUNG man, experienced retail jewelry 
salesman, gemological student ; knowl- 
edge gem testing, identification ; seeking 
position Metropolitan New York, with 
retail, wholesale jewelers, appraisers, 
pawnbrokers. Address “B., 950,” care 


J C-K. 


MANAGER;; retail jewelry store; over 25 
years’ experience as manager of chain 
credit and individually owned stores; 
top salesman, aggressive in all phases 
of jewelry store operation; South pre- 
ferred, but would consider other locali- 
ties. Address ‘“‘G., 1115,” care J C-K. 


MANAGER;; buyer; top flight executive ; 
knowledge every phase of retail jewelry 
business, cash and credit; 30 years’ ex- 
perience in all its branches, seeks affili- 
ation with organization where complete 
charge is essential; Georgia or Caro- 
linas preferred. Address “F., 1171,” 
care J C-K. 











JEWELER; 22 years’ experience in re- 
pairing, special order work, stone set- 
ting and class ring manufacturing; ca- 
pable of assuming position of responsi- 
bility, preferably with a manufacturing 
concern; prefer position in Michigan, 
Indiana or Ohio; salary $6,500. Address 
“W., 1243,” care J C-K. 


———— 


A-1 Watchmaker; certified; top front, 
combination man; engraving, jewelry 
repairing, all around man; over 25 
years’ experience; finest references and 
dependable; satisfaction guaranteed; 
extreme South or West; California pre- 
ferred. Address Watchmaker, 234 Na- 
tional, Springfield, Mo. 





MANAGER-salesman; 40; married; 20 
years’ experience; 12 years with present 
firm; thorough knowledge of diamonds, 
watches, silver, china and better mer- 
chandise; can furnish top references; 
willing to invest; South or Southeastern 
States preferred. Address “A., 1244,” 
care J C-K. 


RECOGNIZED leadership well worth your 
immediate consideration; supervising 
manager, buyer, sales-promoter; dia- 
monds, watches, silverware, all jewelry ; 
unparalleled diversified executive retail- 
ing experience, chain and department 
Stores; now West Coast; will relocate. 
Address “B., 1216,” care J C-K. 


— 
— 


MANAGER;; excellent salesman, thorough 
knowledge; 25 years’ operating experi- 
ence; volume over three-quarter of a 
million a year; 44 years old; married; 
excellent background ; finest references; 
prefer Arizona, California, Texas or any 
temperate climate. Address Circular 212, 

Room 1415, Heyworth B!dg., Chicago 2. 


eee 


WATCHMAKER; 21 years’ experience, 
able to take full charge of repair de- 
partment; have own tools, material and 
Watchmaster; will work on_ salary- 
commission basis, or will lease; neat 
appearing and good reference; 10 years 
in last store. Jack Rogers, Whitehall, 
Mich. 

RETAIL JEWELRY salesmen, whether 
watchmakers or full time salesmen, are 
In greater demand if they have studied 
diamonds, other gems, jewelry and 
Silverware with the Gemological Insti- 
tute of America and received one of its 
diplomas. 5 E. 47th St., New York 17, 
N. Y., or 541 S. Alexandria Ave., Los 
Angeles, Calif. 








DIAMOND and stone buyer; full knowl- 
edge of setting all types of jewelry and 
rings; seeking position with chain 
stores, large wholesaler, or manufac- 
turer; at present buyer for large ring 
and jewelry manufacturer; 16 years’ 
experience in jewelry line; diamond and 
eee? expert. Address “S., 1241,” care 

“KA. 





SALESMAN; ex-G.I.; 27; married; fam- 
ily ; five years’ selling experience; three 
years’ retail jewelry, cash and credit 
experience ; knowledge watch and 
jewelry repairs; C.C.N.Y. sales gradu- 
ate, gemologist student; permanent re- 
tail jewelry store position wanted with 
possibility to learn store management. 
Address “P., 1239,” care J C-K. 








DIAMOND expert; experienced buyer- 
assorter, desires to change position; 
long, excellent background with 
loose goods and bunch rings; in- 
quiries invited from firms who wish 
to fill an important position with a 
top notch man; appropriate salary 
essential. Address “C., 1167,” care 


J C-K. 


ASSISTANT manager; experienced in 
selling diamonds, watches, silverware 
and china; experienced watch and 
jewelry repair estimator; watchmaker ; 
can do light jewelry repairing and plain 
engraving; student of gemology, Brad- 
ley graduate; age 33; married; pres- 
ently employed Northwest; will locate 
anywhere where there is a good future. 
Address “T., 1185,” care J C-K. 


JEWELRY store manager, to take com- 
plete charge of multiple chain operation 
or a high volume store; 22 years’ retail 
jewelry experience; through knowledge 
of credits, advertising, windows, promo- 
tions, and am a top salesman; can train 
all personnel; prefer South or South- 
east; at present employed; only those 
who can offer top salary and a perma- 
nent position need apply. Address “B., 
1163,’ care J C-K. 


TOP flight man, 25 years’ experience 
with industry’s leading gold jewelry 
and ring manufacturer; salesman, 
general manager, plant manager, 
and production expert; can handle 
any big and well paying job; sales 
to wholesalers, manager, buyer for 
large chain; age 42; exceptional 
record. Address “H., 1226,” care 
J C-K. 


MANAGER; or watchmaker and assistant 
manager; years of experience in the re- 
tail jewelry business; can do ring siz- 
ing, light jewelry repairing, electric 
soldering, window trimming, buy, sell, 
or anything else that is to be done 
around a jewelry store; am now em- 
ployed, but can be available soon; only 
reputable stores with good working con- 
ditions considered; best of references. 
Address “R., 1235,” care J C-K. 











MANAGER-salesman-executive; excep- 
tional ability, thoroughly experi- 
enced buying, selling, assorting, 
merchandising diamonds, also all 
lines necessary to large jewelry 
store, sales promotion and advertis- 
ing, seeks connection either with 
large wholesale house, leading jew- 
elry store or established chain; can 
be of inestimable assistance to busy 
executive or take full charge; mod- 
erate salary to start until ability is 
proven. Address “T., 1265,” care 
J C-K. 











WATCHMAKER;; the best of training and 
years of experience in watch repairing 
of all kinds, chronographs, repeaters, 
timers, etc., etc.; now employed as head 
watchmaker and manager of watch re- 
pair department in large, old-established 
store, but can be available soon; can do 
ring sizing, light jewelry repairing, elec- 
tric soldering, window trimming, buying 
and selling, or anything else that ‘is to 
be done around a jewelry store; only 
reputable stores with g-od working con- 
ditions, and top. salary considered; 
best of references. Address “H., 1234,” 
care J C-K. 


OPPORTUNITY; well established, fine 
quality jewelry store, in the South 
can obtain the services of a fine 
quality repair supervisor, of proven 
ability; thoroughly schooled in the 
finest kind of watchmaking, jewelry 
repairing and diamond setting; over 
25 years’ experience on the finest 
makes of watches, chronographs 
and repeaters; excellent knowledge 
of material sources and systems; 
capable of and equipped to repro- 
duce unobtainable parts. Address 


“7... 1292.” care J C-K. 


SALESMAN-manager; 30 years’ experi- 
ence with exclusive jewelry stores; an 
experienced executive in this type store; 
very capable with the highest clientele; 
a man of high calibre and congenial; 
have a pleasing personality; neat in 
appearance and habits; graduated in 
the following college subjects: business 
administration for jewelry stores, gem- 
ology ; custom made jewelry; operating 
a silver department; specia izing in dia- 
mond jewelry and watches; gem labora- 
tory experienced and trained; have a 
large library for advertising and mer- 
chandising departments; store designing 
experience; prospective firm must be at 
$200,000 or above annually; no regular 
credit store considered ; a salary weekly, 
at the rate of $7,800 a year, with an op- 
portunity to build own equity; available 
about June 15; am married and have 
a family; in good health, no discernible 
physical defects; permanently draft ex- 
empted; am important asset now; this 
advertisement will run indefinitely until 
proper firm is accepted permanently. 
Address “G., 1071,’ care J C-K. 








Lines Wanted 





SMALL factory line required to sell whole- 
sale trade Pacific Coast territory. Joe 
Alexander, 305 W. 8th St., Los Angeles, 
Calif. 


EXPERIENCED salesman, with follow- 
ing in the East, wants to represent A-1l 
diamond house and diamond watches; 


references. Address ‘“A., 1277," care 
J C-K. 
SALESMAN, now covering Southern 


States, desires manufacturer’s or watch 
importer’s line; long experience; com- 
mission basis: references. Address “M., 
1230,” care J C-K. 


——— 


RETAIL salesman; 20 years’ experience; 
age 40; residing in South, wishes to 
travel Southeastern States with dia- 
mond, watch or silver line; best of ref- 
erences. Address “B., 1245,’ care J C-K. 


TWO, West Coast representatives with 
excellent following and office in Los An- 
geles, now open for lines to who!esalers 
and retailers. H. Lambert & Co., 8736 
Sunset Blvd., Los Angeles 46, Calif. 





(Continued on page 250) 
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LINES WANTED—Continued 





SALES representative, familiar with all 
types of merchandise, seeking reputabie 
line to wholesalers ; extensive following 
in New York and Boston to Washington. 
Address “T., 1027,” care J C-K. 





TOP man; ‘highest references; rated; 
desires diamond line for West 
Coast; will be in New York latter 
part of March. Address “J., 1258,” 
care J C-K. 





SALESMAN; long’ experience; estab- 
lished following among wholesalers and 
large users, New York, Boston, Phila- 
delphia, Baltimore; wishes to represent 
reliable manufacturer. Address “A., 
1303,” care J C-K. 





SOUTHWESTERN salesman; top reputa- 
tion; 18 years’ established following; 
desires manufacturer’s line for better 
jewelers; not interested side lines; ex- 
cellent references. Address “V., 1191,” 
care J C-K. 





MANUFACTURER’S wedding ring line 
wanted for jobbers and large users 
only, by representative already carry- 
ing strong mounting line; Denver West, 
including Texas and Georgia. Address 
“J., 1290," care J C-K. 





SALESMAN; excellent following among 
jewelers, department _ stores, _ silver 
houses, jobbers, gift shops; territories 
New York City, New England, New 
Jersey; available for top quality line. 
Address “J., 1199,” care J C-K. 





SEASONED, leather watch strap sales- 
man, selling watch importers, whole- 
salers, large jewelry credit chains, ex- 
porters; wivhes line for New York City 
and adjaces territory; wonderful con- 
nections. Address “H., 1256,” care J C-K. 





SALESMAN; young, aggressive, ener- 
getic; currently covering New York 
area for large silverware and appli- 
ance distributor; interested in position 
with brighter future and greater op- 
portunity for advancement; veteran. 
Address “M., 1260,” care J C-K. 


ESTABLISHED manufacturers’ 
agents, desire additional non-con- 
flicting line; enjoy excellent follow- 
ing better type jewelers in Minne- 
sota, lowa, Wisconsin, North Dakota, 
South Dakota and eastern Nebraska. 
Address “K., 1201,” care J C-K. 


JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gift, stationery and leather 
ew stores. Address ‘“H., 2006,’ care 











VERY successful, well established, silver- 
ware salesman, covering key cities in 
the Middle Western territory, from 
Philadelphia to Kansas City, for the 
past 20 years, with an excellent follow- 
ing among the department stores, jewel- 
ry, housewares and gift buyers, is open 
for two “top-notch” lines in sterling 
hollowware, custom jewelry or gift- 
wares; I travel about 40 weeks a year 
and personally exhikit at all major 
shows; I am in a position to finance 
myself at all times; will only consider 
representing reliable manufacturers who 
are in a position to make deliveries; 
will consider any portion or entire Mid- 
dle Western territory; can furnish the 
best of references pertaining to my 
ability, honesty, character and integ- 
rity; personal interview solicited. Ad- 
dress “S., 1187,” care J C-K. 


Side Lines 








SALESMEN; ll territories; calling 
jewelry, gift, novelty stores; timely fast 
sellers; big profits; imports. Address 
“N., 1280,” care J C-K. 





SALESMEN; with retail following, to 
carry side line of ladies’ gold dinner 
and fancy rings, diamond set; liberal 
—. Address “D., 1247,” care 





SALESMAN; Chicago, Middle West and 
West Coast; exclusive sterling silver 
marcasite line for retail jewelers and 
department stores; liberal commission. 
Address “P., 1262,” care J C-K. 





THE best identification bracelet line; 
hottest item in jewelry; high com- 
mission rate; reorders yours; refer- 
ences required. Write, H. W. Peters 
Co., Watertown, Mass. 





SALESMAN: with retail jewelers follow- 
ing, to take on extensive and profitable 
side line of fine platinum and gold rings, 
with and without diamonds; Eastern 
States and New England. Address “‘J., 
1271,” care J C-K. 





SALESMAN, with a non-conflicting side 
line, on a commission basis; wedding 
rings, diamond rings, mountings, etc., 
good and quick seller; territory Ken- 
tucky, Tennessee, Georgia, Alabama, 
Mississippi, etc. Address ‘‘V., 1219,’ care 
J C-K 





VALUABLE territories open to salesmen 
having established following in jewelry, 
department and specialty stores, for 
new type costume accessory cigarette 
holder for women; to retail at $4.95, in 
fashionable colors; exquisitely jewelled ; 
pocket size sample line. Address “A., 
1281,’ care J C-K. 





MANUFACTURER of fine line of 
sterling silver identification brace- 
lets seeks representation in the Mid- 
dle West, Southwest and Pacific 
Coast, calling on better jewelry and 
department’ stores; commission; 
state full particulars. Address “C., 
1284,” care J C-K. 








SALESMAN; with following among re- 
tail jewelers, for West Coast and Middle 
West; manufacturer of ladies’ and gents’ 
stone rings, diamond mountings and 
wedding rings in 10K and 14K, also 14K 
cuff links and crosses; delivery line one 
grip; commission basis. Address “M., 
1046,” care J C-K. 





REPRESENTATIVE to carry line of 
marcasite jewelry for prominent 
manufacturer, to better retailers in 
Pennsylvania and adjoining states; 
must have proven following; pro- 
tected territory and liberal commis- 
sion to right man. Benkay Jewelry 
Co.. Ine., 94 Canal St., New York 2, 
N. Y. 





SALESMEN; immediately needed (for 
very successful diamond cluster ring 
line; several territories still open; no 
objection to non-conflicting lines; 10% 
net commission; experienced men with 
following among retail credit and loan 
stores will be surprised at number of 
sales; line consists of handy pocket-size 
box with dozen or 24 samples; state 
age, experience, references in first let- 
ter. Address “R., 1297,” care J C-K. 


JEWELRY salesmen ; non-conflicting 
line ; Mid-West, South, West Coast, ca}. 
ing upon retail jewelers; territory we}) 
established for many years; active ae. 
counts; excellent opportunities for ex. 
perienced salesmen to sell manufac. 
turer’s advertised line of ladies’ ang 
gents’ rings including diamond fraterna} 
jewelry, etc.; must travel by car; ref. 
erences and details in first letter: re. 
plies strictly confidential. Address “RF 
1252,” care J C-K. 





Help Wanted 

















WANTED, A-1 jeweler, who can repair 
~~ stones. Address “‘V., 1461,” care 
Ic- 








WANTED: experienced jewelry engraver. 
Chas. F. Damm, Inc., 123 Franklin St,, 
Buffalo, N. Y. 





ee 


WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460," 
care J C-K. 





oe 


WANTED; experienced jewelry repair 
and special order man. Chas. F. Damm, 
Inc., 123 Franklin St., Buffalo, N. Y. 





WATCHMAKEER ; at least four years’ ex- 
perience, for watch and clock work. 
Inquire, Harry C. Wright & Sons, 108 
S. Main St., Greensburg, Pa. 





LEADING retail jeweler in large Florida 
city needs expert jeweler and diamond 
setter; permanent position for right 
man. Address “A., 1162,” care J C-K. 








SALESMAN; wanted by manufacturer of 
exclusive line of men’s rings, sold direct 
to jewelers; non-conflicting line per- 
mitted. Address “G., 943,” care J C-K. 





WANTED; first class engraver; per 
manent position; good salary. Write 
or wire, Taylor Bros., Corpus Christi, 
Texas. 





CHASER, on jewelry, who has a knowl- 
edge of a little die cutting; wonderful 
opportunity for a man with practical 
ak Address “B., 1221,” care 





WANTED; watchmaker for watch and 
clock repairing; pleasant shop; per- 
manent position in Iowa; this is an 
opportunity for the right man. Address 
“M., 1181,” care J C-K. 





SALESMEN;; for fine line direct import 
binoculars, opera glasses; specify area 
covered; commission. Southern Preci- 
sion Instrument Co., Moore Bidg., San 
Antonio, Texas. 


———__—a 








WATCHMAKER; A-1 mechanic, accus- 
tomed to close timing; railroad inspec- 
tion; must be sober, steady worker. 
Riley Jewelry Co., 110 S. Main St, 
Livingston, Mont. 








JEWELER, practical, on platinum and 
gold; capable of leading and taking 
charge of eight people; fine opportunity 
for a man from 30 to 35. Address 
“L., 1220,” care J C-K. 


7 





SALESMAN wanted; with a good follow- 
ing among jobbers, to sell gold and 
platinum general line of mountings, for 
established jewelry concern. Address 
“B., 861,’’ care J C-K. 
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HELP WANTED—Continued 


See” 


WANTED; A-1 diamond setter to work 
in five-man trade shop in State of Wash- 
ington; good working conditions; guar- 
anteed year around job; top salary. 
Address “V., 1237,’ care J C-K. 











REPAIRMAN, diamond setter and new 
light special order man, who can pro- 
duce and wants permanent job _ in 
sound, Ohio trade shop; population 
120,000. Address “G., 1255,’’ care J C-K. 





SALESLADY; experienced selling sil- 
verware, retail jewelry store, per- 
manent position; good salary. Wil- 
liam Crow, 3rd floor, University 
Bldg., Denver, Colo. 





WATCHMAKER; dependable, sober gen- 
tleman; experienced, no school gradu- 
ate; splendid position open to competent 
man who would establish permanent 
home in Galveston, Texas. Shaw’s 
Jewelers. 





SALESMEN; with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings; ex- 
tensive numbers; competitively priced; 
commission basis; write references. Ad- 
dress “A., 2256,” care J C-K. 





WANTED; stone setter for diamond 
and colored stone work; one who 
can do some jewelry work preferred; 
steady all year around job; grand 


opportunity for right man. Address 
“V.. 1103,” care J C-K. 





ANXIOUS to get in touch with Bill Gal- 
low, formerly of Detroit, retail jewelry 
salesman, regarding position; anyone 
knowing whereabouts, have him com- 
municate with Abe Pevsner, Diamond 
Shop, Hattiesburg, Miss. 





SALESMAN; manufacturer’s line of 
exclusive 14K gold jewelry, for 
better stores only; all territories 
open; commission basis; non-con- 
flicting side line permissible. Ad- 


dress “P., 1231,” care J C-K. 


een 





DESIGNER - modelmakers; outstanding 
creative designers and modelmakers 
with excellent art design school train- 
ing, wanted for staff or free-lance em- 
ployment by major manufacturer, serv- 
ing jewelry trade. Address ‘‘M., 1203,” 
care J C-K. 





SILVER salesmen for New England, 
West Coast and Southwest terri- 
tories; established lines of fine sterl- 
ing hollowware; commission basis. 
Associated Silversmiths, Inc., 900 
Third Ave., New York 22, N. Y. 























ACTIVE, high caliber salesmen, calling 
on department, gift, jewelry stores and 
buying offices, to carry nationally ad- 
vertised “Intercontinental Glove Clips” ; 
only qualified men considered. Inter- 
continental, 816 S. Robertson, Los An- 
geles 35, Calif. 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 





NEW ENGLAND jewelry manufacturer 
seeks experienced representatives with 
established following among better 
wholesale jewelers; short, staple, out- 
standing line, retailing from $2 to $12.50 
each ; commission ; write full particulars 
‘— Address “F., 1287,” care 





JEWELRY manager-salesman for re- 
tail credit chain store; excellent op- 
portunity for aggressive salesman 
and top merchandiser in long estab- 
lished store in good Middle West 
city; top salary, commission and 
bonus; send details and experience. 


Address “‘E., 1286,” care J C-K. 





WATCHMAKERS ; we have several open- 
ings in our Toledo shop for watchmakers 
who can later be placed in permanent 
positions in many large cities through- 
out the country; state age, experience 
and salary expected. People’s Watch 
— Co., 120 Summit St., Toledo, 

Oo. 





REPRESENTATIVE, for colored stone 
and diamond ring line, wanted by 
nationally known house for New 
England and New York State; have 
following; one with following too 
preferred, but not essential; reply 
in confidence to, “T., 1299,” care 


J C-K. 





MANAGER; for retail jewelry store in 
the East; must take full charge of sales, 
credits, collections, with supervision of 
windows and interior display; only a 
thoroughly experienced man with a 
proven record of success will be con- 
sidered for this excellent opportunity ; 
write in detail and in confidence. Ad- 
dress “P., 1183,” care J C-K. 





SALESMAN wanted for extensive dia- 
mond and colored stone ring line to 
cover Pennsylvania, Virginia, West 
Virginia and other tributary States; 
established 43 years with following 
in territory and throughout the 
country; replies confidential. Ad- 
dress *“*M., 1293,” care J C-K. 





WE’LL pay $7,500 per annum, plus bonus, 
for a credit manager, for a five store 
jewelry chain; thoroughly experienced 
man, who knows how to maintain a 
good credit and collection picture, and 
at the same time maintain cordial rela- 
tions with customers; must be able to 
supervise a staff; write in detail and 
‘oo Address “R., 1184,” care 





STERLING silver hollowware line avail- 
able for Southwest, due to reorganiza- 
tion of territories; only top-flight man 
will be considered; must know the de- 
partment and jewelry store buyers; this 
is an established territory; one other 
side line permissible; furnish complete 
details as to experience in the terri- 
tory; commission basis. Address “L., 
1273,” care J C-K. 





SALESMEN ; long established wholesaler 
seeks experienced jewelry salesmen for 
attractively styled, popular priced, 
varied line of costume jewelry, espe- 
cially salable to jewelry, specialty and 
department stores; assigned territories 
on a protected basis; commission; pre- 
fer resident men for intensive coverage; 
write full experience, territory covered, 
in first letter. Address “P., 1204,” care 
J } 





COSTUME jewelry salesmen, calling on 
jewelers ; resident in territory with car; 
sell high grade, beautifully boxed, gold- 
filled, sterling and rhodium rhinestone 
line; popular prices, tremendous de- 
mand; Metropolitan New York; New 
England; Mid-West States and other 
territory open; write stating territory 
and reference; highest commission 
basis. Trump Jewelry Co., Inc., P. O. 
Box 365, Church St. 8, New York. 





A DIPLOMA HOLDER of the Gemologi- 
cal Institute of America has the advan- 
tages of a training designed to help you 
sell more diamonds, colored stones, sil- 
verware and jewelry, and to increase 
customer confidence in your store; his 
knowledge and training deserve special 
consideration when selecting a new em- 
ployee. G.I.A. located in New York at 
5 E. 47th St., in Los Angeles at 541 S. 
Alexandria Ave. 





WATCH college director; capable man 
to direct nationally known watch- 
makers college; position requires 
top watchmaker with administrative 
ability; good practical experience in 
watchmaking, and knowledge of 
mathematics and drafting essential; 
must be able to instruct student 
body by lectures; write Employment 
Department giving full details in 
first letter. Elgin National Watch 
Co., Elgin, Ill. 





UNUSUAL opportunity, for experienced 
retail salesman, between 30 and 40 
years, in a large, well established jewel- 
ry firm, many chances for advancement, 
associated with large credit jewelery 
firm; prefer a man with strong execu- 
tive ability and willingness to assume 
responsibility; state qualifications and 
starting salary required. Joseph Square 
Deal Jewelers, 109 Wyoming Ave., 
Scranton, Pa. Attention D. E. Kline, 
General Manager. 





WATCH salesmen, well introduced 
with retail jewelers, wanted for 
Texas and neighboring States and 
Florida and neighboring States; we 
have a large following there; other 
territories are available too; by im- 
porters of complete competitively 
priced Swiss watch line; please give 
full particulars and references in 
first letter; no objection to non- 
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conflicting lines. Address “D., 
1285,” care J C-K. 
(Continued on page 252) 
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HELP WANTED—Continued 





SALESMEN, with established following 
among retail and credit stores, imme- 
diately needed by manufacturer of beau- 
tiful 14Kt diamond cluster rings for 
promotions; success assured; will con- 
sider only men with established follow- 
ing in whom we have complete con- 
fidence and eventually place in full 
charge of several territories; commis- 
sion; our rings in a small handy box 
can be carried easily as side line; three 
rings sold per day pay $125 net com- 
mission weekly; outstanding opportu- 
nity; several territories with exclusive 
representation still open; give fullest 
details, age and references in first letter. 
Address “S., 1298,” care J C-K. 





STERLING silver hollowware line avail- 
able for the Middlewest, starting in 
April; this is a thoroughly established 
territory; we are currently selling the 
leading department stores, jewelers and 
wholesalers a large volume of mer- 
chandise; are seeking a man who is 
thoroughly acquainted with the silver- 
ware buyers, preferably one who lives 
in the territory and who is currently 
covering same with a _ non-conflicting 
line; this is an opportunity for a high 
caliber man accustomed to substantial 
earnings, to connect with a progressive 
and well known sterling silver hollow- 
ware manufacturer; commission and/or 
drawing account basis. Address ‘M., 
1274,” care J C-K. 


For Sale 


Stores, Stocks and Businesses 








MIDDLETOWN jewelry store, Main St. 
location; low rent; stock, fixtures, and 
good will, $20,000. S. L. Voulelis, 26 
North St., Middletown, N. Y. 





FOR SALE; jewelry store in Santa Ana, 
Calif.; 20 years in same location; total 
price, $20,000. Address “K., 1291,’ care 
J ; 





MODERN jewelry store for sale; estab- 
lished 21 years; choice lIccation ; reason- 
able rent; suitable for credit. Address 
“P., 1296,” care J C-K. 





FLORIDA jewelry and gift store: estab- 
lished seven years; excellent location 
on main street; reasonable rent with 
lease; owner sick. Write, Box 64, Live 
Oak, Fla. 





MODERN store; same location 26 years: 
population 76,000; can be bought at 
your price; low rent and 100% loca- 
tion; retiring. Address, I. B., 422 Broad- 
way, Bayonne, N. J. 





WELL established, profitable jewelry store 
and repair business; good lease; $12.,- 
2900; going to service. Agent, J. W. 
Speicher, 402 Inland Bldg., Indianapo- 
lis, Ind. Phone Ma-9703. 





FOR SALE: leading jewelry store, in 
fastest growing city in Ohio; popula- 
tion 65,000; established over 50 years; 
cash store and doing good business. 
Write “S., 1264,” care J C-K. 





TEXAS jewelry store, about $12,000 in- 
ventory ; clean stock, name brands; ex- 
cellent for repair; low rent; fine town; 
reason for selling, age, health. Day’s, 
La Grange, Texas. 





ONLY jewelry store, in small central 
Florida town; good repair business; 
nice fixtures; clean stock; $10,090; 
owner recalled to active duty. Ad- 


dress ““N., 1182,” care J C-K. 





NEW BRUNSWICK, New Jersey: excel- 
lent location; credit and cash store; 
Camp Kilmer adjacent: substantial 
cash sales; will sell as going business; 
ad reasonable. Bernard’s, 139 Albany 
st. 





FOR SALE; finest ultra-modern exclu- 
Sive store, retailing only highest qual- 
ity merchandise to wealthy clientele; 
Indiana city 60,000; priced to sell; 
yak retiring. Address “S., 1236,” care 
e “Kr. 





TENNESSEE; small town; army bound 
owner must sell: best lines; plenty 
repairs: netted $12,000 Jast vear; 
priced at inventory approximately $22,- 

500; terms. Address “S., 1208,” care 





SMALL jewelry store on State Street; 
considered the best block in city of 
beautiful Santa Barbara; established 
over 30 years; new five year lease; 
$12,000. Write, W. E. Anderson, Box 
175, Summerland, Calif. 





BEAUTIFUL, modern jewelry store on 
Florida East Coast; excellent location, 
good lease; good franchises; 8000 pop- 
ulation; must sell; $8,500 for fixtures, 
lease, good will: inventory at cost. Ad- 
dress “R., 1240,’ care J C-K. 





ILLNESS forces owner to sell entire 
established jewelry factory ; fully 
equipped for production; molds, waxes, 
casting machines, stamping, polishing 
and rollers; all latest models. Address 
“A., 735,” care J C-K. 





FINE, air conditioned store, in best sec- 
tion of industrial city in Eastern Penn- 
Sylvania; good business and unlimited 
future possibilities; owner too ill to 
carry on; 75 miles from New York; 
once in a lifetime opportunity. Address 
“Hi., 1173,” care J C-K. 





FOR SALE; jewelry store in industrial 
city of 50,000 population in Western 
Michigan; inventory at cost, plus mini- 
mum charge for fixtures; nationally 
advertised lines ; four-year lease ; 
jewelry store on same site for over 40 
years. Address “P., 1276,” care J C-K. 





GLENDALE, California; modern jewelry 
store; unusual opportunity for chain or 
individual to obtain very desirable 
store; 100% locaticn; eight year lease; 
industrial, growing, defense area; buy 
with or without merchandise; $15,000 
cash; no auctioneers, sales experts. Ad- 
dress “R., 1147,” care J C-K. 





ATTRACTIVE jewelry store; watch- 
maker’s dream; unusual opportu- 
nity for capable repairman; resi- 
dential community, 40 miles from 
New York; personal reason for sell- 
ing; no phone calls; $3900, one 
price only. Bradley Jewelers Ince., 
Elm St., New Canaan, Conn. 





ESTABLISHED jewelry store and gift 
shop, near Washington, D. C.; have 
franchises on Gorham, Wallace, Inter- 
national and Stieff sterling; Hamilton, 
Elgin, Bulova and Girard-Perregaux 
watches; Fostoria crystal; Royal Dou'- 
ton china, and many other lines; ex- 
cellent repair business; long lease. Ad- 
dress “C., 1165,” care J C-K. 





FOR SALE; one of the finest jewelry 
stores in New Jersey, located in At- 
lantic City, not Boardwalk; estab- 
lished for more than half-century; 
eash and credit; excellent reputa- 
tion; Army service requires imme- 
diate sale; unusual opportunity; 
write immediately. Address “G., 
1288.” care J C-K. 








I HAVE liquidated my entire stock ang 
am retiring from business; this hag 
been a jewelry store for over 40 years: 
am desirous of disposing of building: 
nicely located, fireproof, is of brick 
steel and concrete construction, terrazzo 
floor; large safe in wall; building 25 y 
60 feet, and lot extends back 60 feet: 
interested parties write to H. M. Rey. 
nolds, Sayre, Pa. 


a 


FOR SALE; new, modern, up-to-date 
jewelry store; just opened seven 
months, in town in Middle Tennes. 
see; government establishing one of 
world’s largest projects; big oppor- 
tunity shortly; must dispose of on 
account of illness in family; all new 
stock, all nationally advertised 
lines; new front, new _ fixtures; 
store must be scen to be appre- 
ciated. Address “T., 1242.” care 
J C-K. 


For Sale 


Tools, Equipments 








USED tools, benches, lathes, cleaning 


machines, staking too's, etc. R. P. 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





FLOOR cases: five straight, two right 
angle: 60 feet of wall panel with shelves 
and mirrors; two wall cases; two dis- 
play stands; some 20 and some 35 years 
old; mahogany finish; $950 for all. 
Maces, Reidsville, N. C. 





JEWELERS’ disp!ay cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed sup- 
plies; visit our salesroom or write for 
samples. Dauer Printing Company, Man- 
ufacturing Stationers, 37 E. 21st St. 
New York 10, N. Y. ALgonquin 4-2174. 
We ship open account, parcel post, or 
express to any part of the United States. 


SHOW cases, four, rosewood with fruit 
wood trim, black lacquered wooden 
two step bases, surmounted with 
black wrought iron scroll supports; 
each case equipped with continu- 
ous lighting fixtures, four walnut 
sliding doors and adjustable plate 
glass center shelf; case measure- 
ments, 60 inches long, 24 wide and 
40 high; original cost very expen- 
sive; magnificent for diamonds and 
jewelry, ete., displays; not sold 
separately; sacrificing: need space. 
Gould Galleries, 14 E. 55th St. 
New York. 








Business Opportunities 


—— 














EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 








WATCHMAKERS ; write today for proven 
facts about new profits from simplified 
chronograph watch repair. Address “V., 
4905,” care J C-K. 
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BUSINESS OPPORTUNITIES—Cont, 


———— 


WANTED to buy an old established, small 
jewelry store, 100% location; all infor- 
mation will be held in strict confidence. 
Address “B., 1283,’ care J ee 





C-K 











IF you would like to retire from busi- 
ness without conducting a special 
sale, we will sell your store as a 
going business; read the last ad un- 
der “Business Opportunities” for 
full particulars. McRae & Shaw, 
Chicago, Il. 





—_———— 


AUCTION for profit; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers’ reference fur- 
nished ; stocks bought. Herman Schwa- 
dron, 1575 N. W. 36th St., Miami, Fla. 





JEWELRY store wanted, within 100 
miles of Chicago; financially respon- 
sible party; will treat all replies 
confidentialy. Address *“*K., 1272,” 
care J C-K. 





TOP notch jewelry manager-salesman; 
37; thoroughly experienced in all 
phases of retail store operation, desires 
partnership; can make token invest- 
i sincere. Address “L., 1180,’ care 
J C-K. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
= Blackstone Avenue, Chicago 
15. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 


and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 36. 


AUCTIONEER; 8 successful sales 
conducted in 1950; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 


——E 








COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 








GENERAL jewelry wholesaler needs 
partner with $30,000 to $50,000; capable 
of assisting management of the busi- 
ness and able to travel part time, cov- 
ering out of town territory; firm lo- 
cated in territory with wonderful 
future; interested party may come in 
as stockholder in corporation, or will 
sell outright; no curiosity seekers need 
apply. Address “E., 1170,” care J C-K. 

















ATTENTION Mr. Jeweler; want a sale, 
to sell out, reduce stock, raise cash, 
removal, remodel. Write, Bob 
Jones, care Robert E. Jones Sales 
Service, 702 E. 185th St., Cleveland, 
Ohio. Tel. Kenmore 1-8683. Na- 


tionally known for 25 years. 





AUCTIONEER V. C. Kelley; just fin- 
ished liquidating five of the old 
Loftis Jewelry Stores; I was selected 
as the man most capable of per- 
forming this huge task; my services 
are now available to anyone wanting 
top dollar for their stock, or will 
pay spot cash for your stock and 
fixtures. Write or wire today, V. 
C. Kelley, 6956 N. Ashland Blvd., 
Chicago 26, Il. 





WANT to sell out, raise cash, reduce 
stock, ete.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our method of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler fora period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 109 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
703, New York, N. Y. 





CASH for you immediately; R. A. Zan- 
one & Co., will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun & 
Bradstreet; Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 
5-0660. 





JACOBS BROS., Ben and Henry, 
America’s well known jewelry auc- 
tioneers since 1917; cash buyers of 
entire jewelry stores and liquidators, 
or will personally conduct auction 
sale for you profitably; have liqui- 
dated many outstanding jewelers 
with great success; firm names on 
request; bank and trade references. 
Write or wire, 510 Madison Ave., 
New York City; 401 Jewelers Bldg., 
Boston, Mass.; 324 Irwin Keasler 
Bldg., Dallas, Texas. 





WOULD you like to retire from busi- 
ness, if you were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold 
for more than the wholesale cost; 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; your good-will'and 
lease will sell for cash the same as 
your stock; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business, unques- 
tioned bank references; also refer- 
ences from clients who have used 
our services recently; no store too 
large or small to use this service; 
write for competent appraisals and 
complete details without obligation. 
McRae & Shaw, 168 N. Michigan 
Ave., Federal Life Insurance Bldg., 
Chicago, Il. 








Wanted to Purchase 











| 
| 
| 


a 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking stools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





ESTABLISHED cash or credit jewelry 
store in North Carolina, South Caro- 
lina, Georgia or Florida; give complete 
details in first letter. Address “‘K., 1228,” 
care J C-K. 





WANTED; established jewelry store in 
Eastern U. S. by private party; good 
location; give annual volume and other 
details; information confidential. Ad- 
dress “G., 1172,” care J C-K. 





CASH for your surplus diamonds, 
watches, jewelry, sterling flatware 
and hollowware; any make, any pat- 
tern, any quantity; your price paid 


or no deal; references; Citizens 
State Bank or Second National 
Bank. Jack Greene, 402 Scanlan 


Bldg., Houston, Texas. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, silver, 
gold, and any other precious metals 
and jewels, for highest prices; we 
send you a check at once and hold 
shipment intact for your approval; 
reference: National Bank of Com- 
merce, Memphis, Tenn.; Jeweler’s 
Board of Trade, Dun & Bradstreet. 
Weinman’s Dept. K, 108 Beale 
Ave., Memphis, Tenn. 





SPOT cash for your surplus stock, 
watches, diamonds, jewelry, watch 
movements, old spectacle frames, 
gold and gold filled scrap, highest 
eash prices paid; check by return 
mail; all shipments held pending 
approval of payment; if check is 
unsatisfactory, shipment returned 
express prepaid; references: Hous- 
ton National Bank, Dun & Brad- 
street, Inc., Diamond Jewelry Co., 
M. & M. Bidg., Houston 2, Texas. 
Established 1933. 


(Continued on page 254) 
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Watch Work, etc., for 
the Trade 











RELIABLE watch repairing; all sizes 
and makes; guaranteed; references. 
Carl Lieberman, 116 Nassau St., New 
York 7, N. Y. 





ONE week’s service, Watchmaster tim- 
‘ing; references and price list on re- 
quest. Gerace Jewelers, 4243 Frankford 
Ave., Philadelphia, Pa. 





SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





GUARANTEED watch repairing; prompt 
service for mail orders; Watchmaster 
timed ; reasonable prices. I. Green, 116 
— St., Room 916, New York. Wo- 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable; price list upon request; mail 
orders invited. David Migdal & Co., 
109-B Summer St. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster: 
Suaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





SCIENTIFIC watch repairing for the 
trade; prices competitive; electronic 
timing; please write for price list. 
Monroe the Watchmaker, 5239 W. 
90th St., Parma 29, Ohio. 





ANY make or type watch repaired and 
timed on a Watchmaster; prices con- 
sistent with good workmanship; price 
list gladly sent. G. Curtis Sprang & 
Son, 607 S. Hill, Suite 401, Los An- 
geles 14, Calif. 





EXPERT watch repairing; eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 235 Ft. Washington 
te York 32, N. Y. Lorraine 





KNOW your specialist; mail direct; same 
day service; vibrating; flat, $1.75; 
Brequet, $2.50; staffing, jeweling; re- 
quest free envelopes and Vibra-Pac. 
Hairspring Vibrating Co., Box 330, 
Union City, N. J. 








EXPERT watch and chronograph repair- 
ing; 20 years’ experience; guaranteed 
one year; one week’s service; price list 
on request; try sample order and be 
convinced. Irving Cohen, 2246 65th St., 
Brooklyn 4, N. Y. 





CURRAN & McKay watchmakers; trade 
repairs, new accounts solicited; all 
work guaranteed; hair springs vibrated, 
isicronal errors corrected, electronic tim- 
ing; write for confidential price list. 
139-23 222nd St., Laurelton 13, L. L., 
N. Y. Phone La 5-2203. 





FINEST watch repairing with seven 
days, or sooner, service; all work 
guaranteed and insured against loss 
or damage; Watchmaster timed; 
located in the Middle West’s most 
convenient watch repair center; 
price list on request. Pollak’s Watch 
Service Co., 205 Colonial Arcade, 
Cleveland 15, Ohio. 





WE guarantee speedy, inexpensive 
service; all watches, clocks; spe- 
cializing chronographs, automatics, 
calendars; time tested Watchmaster ; 
request free self-addressed shipping 
labels; send watches for free esti- 
mate; dial refinishing at actual cost. 
Modern Technical Supply Co., 55 
CK W. 42nd St., New York 18, 
Ms Be 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed: 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty; Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





DIAMOND repairing specialist; using 
good commercial judgment. Joseph 
Hunt, 74 W. 46th St., New York City 19, 
. Y. Recutting and Repairing Diamond 

utter. 





WANTED diamond setting, or any set- 
ting; 35 years’ experience; formerly 
from Chicago; here for health. Niesen 
aie 408 Hopkins Bldg., Bakersfield, 
Calif. 





PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinshed ; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55B Eddy St., Providence, R. I. 





COLORED STONES; direct importer, 
at your service; replacing, recutting, 
repolishing, drilling, diamond 
melee, synthetic stars, precious, 
semi-precious, synthetic, imitation, 
Max Stern & Co., Inc., 17 John §t,, 
New York. 








JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





ieee 


STONE encrusting, engraving and 4drill- 
ing; precious and semi-precious stones 
furnished and cut to fit your rings; 
lodge emblems encrusted and engraved; 
coats of arms; monograms and initials; 
military insignias; fraternal emblems; 
stone cameos up to 50 mm. size; onyx 
crosses; special jobs invited. Braunfeld 
& Mehlman, 108 Fulton St., New York 
City. : 





SILVERWARE replated, repaired like 
new; also gold, copper, brass plat- 
ing; the same high quality that 
made our baby shoe bronzing fa- 
mous; send your next job to The 
Bron-Shoe Co., 262 E. Broad, Co- 


lumbus, Ohio. 


(eer SSR REE PE MRR Ha 
To Let 





OFFICE space for rent; private; very 
light; reasonable; Fifth Avenue at 46th 
Street, New York City. Call Plaza 
7-5890. 








Miscellaneous 





WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, Florida. 





333 questions and answers; illustrated; 
examination-type questions; practical 
for benchwork reference or review of 
watch repair; $1.75 postpaid; seven-day 
return privilege. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, Ill. Room 1100K. 


i 





ANY watchmaker can repair chronographs 
immediately ; prove this fact to your- 
self at no cost to you; write for 10-day 
trial examination of complete chrono- 
graph library—a volume for each chron- 
ograph; up to 22 months to pay if you 
decide to keep the 24 volumes. Esembl- 
O-Graf Research Laboratories, Desk 
H-68, First Floor, Chamber of Com- 
merce Bidg., Pittsburgh 19, Pa. 








CHICAGO Institute of Watchmaking ac- 
credited by U.H.A.A. and certified by 
H.I.A. approved for veterans; write for 
our latest booklet, JC-3, describing 
courses and containing pictures from 4 
few of the many satisfied graduates and 
employes who can truly explain our 
successful plan of sound training. Chi- 
cago Institute of Watchmaking, 6 E. 
Lake St., Chicago 1. 
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“WITH MALICE TOWARD 
NONE; WITH CHARITY FOR 
ALL" 


We are writing this on Lincoln’s 
Birthday. It is a holiday. But not for 
the hate and bitterness of the column- 
ists. Two of them in the newspaper 
before us, are pouring their vitriol 
on Washington. One of them is tak- 
ing the liberty of “talking to Abra- 
ham Lincoln,” and criticizing every- 
thing and everybody now in our na- 
tional government. . 

Now we like to talk and we like to 
write, and we like to do whatever we 
can in those ways to help our friends 
help themselves. But we never felt that 
that end was furthered by a word-tune 
of hate. We don’t aim to please those 
people who enjoy destructive criticism. 
That’s why we’re a bit weary of listen- 
ing to the complaints of those recently 
returned from Washington; complaints 
that the same mistakes are being made 
there now as were made during the 


early days of World War II. 


We, too, have been to Washington, fre- 
quently, during recent months, and we 
have comfort for those who are con- 
cerned. 

Washington is confused, just as our 
Lincoln-day columnists lamented. But it is 
a natural confusion, caused by world-wide 
problems affecting a country of 150 mil- 
lion people who must be sold on the un- 
pleasant necessity of sacrifices. The job 
isn’t as easy to do as it is to criticize. 

Some provedly smart men are there to- 
day trying to solve our problems: men 
like Charles E. Wilson of G.E. (Maybe 
we think he’s particularly smart because 
he told us one day that trade papers have 
priority in his reading; that he studies a 
two-foot-high stack every month). Then 
there’s Harrison, DiSalle, Johnston, and 
all the others who add up to billions of 
dollars worth of big-business talent. 

Now, humans have a proclivity for plac- 
ing blame elsewhere. We never saw a 
skater fall on the ice yet who didn’t turn 
up the sole of one of his shoes and glare 
at the blade. Which reminds us of Cyrus 
Ching, another of our government friends 
in Washington and a story he told us the 
last time we saw him. 

It seems that Mr. Ching, shortly after 
temporarily accepting the post as wage 
stabilizer, met a friend of his who had his 
arm in a sling. “And how,” asked Mr. 
Ching, “did that happen?” 

“Well,” said his friend, “You know that 
dog we got about five years ago. He never 


will stay in the cellar; insists on sleeping 
on the bottom step of our hall stairs. Now 
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every night for years I wake up about 
three in the morning and go down to the 
kitchen for a snack. Well, every night I 
forget that dog and step on his tail or paw 
and he yelps and runs away. The other 
night I came down and stepped right on 
his hind quarters, fell on the floor and 
broke my arm. 

“Now, Cyrus,” continued the man, “I 
ask you, wouldn’t you think that in five 
years that damn dog would have learned 
something?” 

So, if Washington is confused, let’s not 
blame it all on our leaders who have vol- 
unteered to help us. 

Let us recognize that Washington is 
confused, and recognize that it is as nat- 
ural as a manufacturer being confused 
in deciding upon a new pattern or a new 
name for the design. Let us consider how 
confused a retailer gets in deciding upon 
a new store location or its layout. Let us 
remember how confused a publisher gets in 
deciding upon a new advertising or edi- 
torial policy. Let us consider our govern- 
ment leaders’ positions with the same sym- 
pathetic understanding we give our own— 
and then let us give those men the same 
kind of intelligent help that we all hope 
to get from those whose minds and mus- 
cles we depend upon in our work. 

As we said before, there is comfort for 
those who are concerned about Washing- 
ton. 

Let us acknowledge that we, the people, 
have recently been just as anxious to hold 
on to our conveniences as we were at the 
beginning of World War II—but in this 
emergency we have been quicker to give 
up our privileges. 

It is actually because of us that Wash- 
ington has been making the same mistakes 
it made before, and it is also because of 
us that they are making them faster this 
time and correcting them quicker. 

In that we should all find genuine com- 
fort. It means that we all learned some- 
thing from our past experience. Maybe 
this time we can save ourselves from war 
by promptly preparing ourselves for one. 


BORROWING FROM 
THE FUTURE 


We know a man who just bought 
an automobile and four extra white- 
side-wall tires. 

Then there’s the one who just bought 
a television receiver and a new refrig- 
erator, gas range and home. 


Sampo PEA 


In fact, it’s the same man. He bought 
all these things anywhere from six months 
to two years sooner than he ordinarily 
would, because he was afraid they wouldn’t 
be available again at today’s prices. And 
this pattern of purchasing is typical: can 
be multiplied by millions, as proved by 
the all-time records currently being estab. 
lished by department store sales. 


For obvious reasons the jeweler is not 
sharing in this advanced buying and it 
isn’t particularly bothering him _ because 
this is his dull season anyhow. But it 
should. 

For, this splurge of buying has forced 
a great number of people to dip into their 
savings and mortgage themselves for the 
future to the point where the “discretion- 
ary spendable surplus” from their weekly 
pay envelopes will be practically nil for 
the next year. 

This poses a problem for jewelers. It 
means that there will be fewer easy sales 
during the coming brida! season and that 
Fall and Christmas business will be far 
from automatically good. It will still be 
necessary for the jeweler to promote, to 
merchandise and to advertise if he is to 
maintain his volume. This requires an in- 
vestment of money. 

That points up a tempting danger which 
jewelers must guard against. Too many 
have left themselves with too little liquid 
assets. They have become warehousemen 
instead of retailers. They have gambled 
with excessive inventories and have left 
themselves short on cash. 

This imbalance is neither good, nor 
necessary. 


For, we don’t believe there will be a 
dearth of suitable jewelry store merchan- 
dise in the immediate future. There are 
plenty of diamonds, watches, and karat 
gold jewelry—and less expensive jewelry 
will be available in some material. Some 
other items may be scarce but not irre- 
placeable. 

It is true that most merchandise will be 
higher priced or in some way represent 
less attractive value—but there will be 
plenty of jewelry store merchandise avail- 
able in some form. 


It is our feeling that it is better to be 
sure of being in business with “substi- 
tute” items on the shelf than to take the 
chances involved in having a store full of 
“beautiful” merchandise and a door full 
of creditors. 


There is a proper balance between cash 
and turnover and inventory. With reason- 
able care you can maintain it. 
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Made by OSTBY & BARTON CO. O-B Mark of Quality Since 1879 


e. Ostby & Barton Co., 118 Richmond Street, Providence 2, R. I. 
FREE DISPLAY! ie ” [_] Please send me free of charge, your ‘Mother's Day” display, as advertised. | agree to use it only to display 


0 Genuine O-B Rings. 
HELP OSTBY & BARTON DEALERS : 
SELL MORE RINGS! - Please send me your “Mother's Day” rings as illustrated. (Check and number rings desired:) 


Upper Left 2K2641 Synthetic Birthstone $31.50K C] 

thactive display. Easel-backed Upper Right 2K7091 Synthetic Birthstones $24K [| 

urdboard sc tl vel — - , Center 2K2202 Cultured Pearl $15K CI 
: ’ ours ring- 

od, Send now! Lower Left 2K2732 Real Onyx and Diamond $26K [| 


Lower Right 25X781 Synthetic Birthstone $14.50K | | 
with Four White Zircons . 


(sh in on timely sales with this 
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